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TOYANWNNAITNAIN UIANTTY Domain

WAYUIMITTING

PLO 7 UjUAmunAusssuway |  Affective Domain Valuing ANUATE555U (Ethics)
3YFITUNNIYING

PLO 8 awnsaviuiudiuuas | Affective Domain Valuing AUSNYTYARS
ansaldmnuAnaiasaly (Character)

ANSN9U

2. ASTUIUNTNHUINANGATUAZNIAMNUUaNENEAT

VANgATINgIMansiadin a1n3YuTnNITLLarNIIRAIABEI1NETIA QNEBNKUUNENEATANY

WWIM19 Outcome-based Education (OBE) Way Backward Curriculum Design (BCD) Iagatiiuni1smns

Junaum Ul

JUABUN 1 AATIRANUAININVDIAANSINEITDY kasNTBUAMIAILAIYIFA (NQF) T 2560

v 1
[ I

Tunaun 2 Avuagiiduladiudenddgvemanans taun glidadn aug unninendy Ga8n

T2t wage1315d

TURBUN 3 d153uarIATIEANRBINITURITdulAd L FeN LA kazdundniSeeAIy

ADININEALY




funeuil 4 fvuanadnsnissudsedundngasninnisieneinudeansvesidnlidan
e Inedulumusgiunandiniunseunnauiiniuazeaz8anaansnIsseusmnIy 1nsgIuANAl
JEAURANANYI W.A. 2565

Funeudl 5 AvmuauumsnsUssdunadnsnsSeusssdundngns

fupoudl 6 sonuuUlassaamdngrsuaseinfiaonadestunadninisnFoudsedu ndngns

Funouit 7 §avi curriculum mapping ﬁaamﬂé’aqﬁ’umaé’wa‘miﬁauiﬁxﬁwé’ﬂgm

Fupoudl 8 fvuauuamIUssiiunadndmatouseduangin

fupoud 9 fvuauusnmstanisSeumsaeudioussauadnniaFoudseduseinn

fupoud 10 FdunsUssiiuissdunein sedundngns Wehlugnsusulsmdngnslusey

anlU (Asunn 5 U) Inedsuuuun siaunangnsaanmn

L
c
Outcomes g Assessment
(s |
g 2
2 Vision/Missions E- Institute
= =
“ 3 G E NU £ Assessment
5 = © i
3K 2 .
2z E :
e % c ‘ @ Program Learning Course Planning Program
% E § ;c_:f Outct:mes and Delivery Assessment
= - Syllabus
P = - Teaching Methods
2 Course Learning Course
é Outcomes -'— LearningActivities- Assessment
- Assessment Tools
< o o/ 4 o/ o/ ] l&l
Ui%LﬂUﬂ'\iﬂﬁﬂU@LLa nagno Viﬁﬂgﬁ‘ﬂ/ﬁnU\‘l‘U

LUFulsmangesinermans | 1. Wauvangnslaeany 8137156 | 1. na1suulsmangasny
Uaudin eanundvuinnssunay | JSURAYRUNANERS Uae 81130 | JULUUT0IUAD.2

NNSAAIALYIRS19ATIA LN Uszdmangns idvangnaslu 2. MTINNENANgnsIAuEnse
mmgmmmﬂm%ﬁ auon. ssé’umﬂaﬁﬁuaﬁanﬂ 5Y amq@lummﬁmﬁlﬁwﬁmmﬂ
WS NG AUA 2. dsasulndanusiuienis Aeuen
nsluanuueaeg (v 3. AATAIUINAIILTINIDN
whenursluLazsssme SensiumenusluLay
3. WU §uusslagnsiia saUsEnAlusULUURag
srwazBonluiomues 4. oA uarseivi
5787917159A%1 Program suoysfAdiaAnaInan

Learning Outcomes Tusiea®n | ARINEISUULTAIT
IWNsaeu MydnlarUssiiiuna
mama%ﬂuwé’ﬂgmlﬁamm
WiNNzaENlLazIuaNY
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Usziaunismiugua

nagns

NANFIU/AUY

2. Ufulsviangnsiviaenades
fuANABINTVDIK LY

audio wazn1siasunlasues
ANNLINRDUNNTIAULAY
walulad

1. Usziiunasiguuuaauniy
wagnsdunwal

2. MysgaNaNaIndaeuly
sedraneasdasluiay
AVS9IARRAIANAE LN

Tumsififasulgmdngns

1. 91891uHaNTUsEUANNRY
walalunsldtudinves
HUsENaUNS

2. F51891umsUsediunudi
walaenddnsanisfine

3. 189UN5UTEIUNTTEAL
G

3. WNUNITHRAIUINITIANT

= d‘ Yy A
Sounisaeuivelvigiseu
aunsaUszendltennInug
PNAULIANTTURAZNITAARA
ENGEANGRRE]

1. dnlvtisneivnaasul
Y a a £ 24 [
Aiseuinn1sUsEendldes
ANUINNAUUTANTTULRE
NTAANALTIASATIA LT
313 ATHIULAZ ALY

2. dnluiinanssunduasunis
Uszgndldosdniug i
NIUAN® (case study) N5
a k4 ¥ [
Seusuuuldlynidugu
(problem-based learning) %38
JURUUBY 9 Mvangay

1. UHUASIS8UYBI51879 Y
Mé’ﬂqmﬁﬁﬁamuasﬁamm
Wiedaieiumsuszyndldesd
ANUINIAUUTANTTULAY
NINAALTIES19ATTA

4. LHUATHRILIANEATNLER

Lauasulvidnduusduly
Tasen1siieatesfuuinnssy
LaznsmaAdadneassAaly
JEAUBIAUAZUIUIY

F1UIULASINSNLARLISIUNNT
LT

5. WHUNSHAIIYARINTAY
ASLYUNNTADU IV INITHAY
AN

Latuayuonsdiauliiau
MPNUNSITIUNTAOU UAgNIT
W

2 atuayulvienansdiaou uay
919156 UsEIMENans Nauedd
ANUIHANNANUNNIVINTUAE
MUY

1. S98UNANITHAILIAULDS
AULHURIUNIYARINTANY
N13518YAAa (IDP)

2. lasans/quUssanaatiuayy
Tiyaanslasunsamsu
ATSYUNTEOULALNITINY

3. PMUIUNANUNIIVINITUD
919158UsEmAnans

4. UIUNBNUARUN UV
YDI01TIUTEIMENGATUAL
9191585a0uluI5a5INS
AUUIENA NND.
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1. STUUNISAANISANN
1.1 S2UU
szuuninng lag 1 In1sdner wiseenlu 2 ananis@nwiund 1 aransAnwiunidl
syezaAnwlitasnit 15 davivsefisudeslaluuesnii 15 dUan
1.2 M5IANSANEINAfRTaY
Taid]
1.3 szuumssamsanenlussuusy
laid]
1.4 duuun1sINNIsITEUNTERY
M wuiudeu
O wuuiuszuumaluladansauma
T NCY) B
2. Mmynudiun1viangns
2.1 Ju-anlunisaiiunisisaunisaou
2.1 ASUSIUUNINIA
M %u - 11a1519n15Un
[ wendu - iansrwnisund (ssysivaziden)
AANSANIAY Wwau Tquigu — naiAu
aemsAnyaty e waFRNIeY - Juna
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<
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=
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2.3 Jgymvasiigauwsnit

1. fAnvdulidlassminandmnsvemdngns sauadumsend vlilsivszau
audnsalunmsou

2. fanunediulitednnanianunsiin1wsingy dwmanenintnnisnainuasuinng
Tuouan 1esnnidunwilddeansluszfuainauasdunguadidnlunisndrfangugninaz g
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2.4 nagnslun1sudledgmvasiidausnidn

Usymvastidausnidn

nagnslunisuiledymivasiifausnida

1. fitnadasSeubilasssunduasidmingves
nanans saunNudunitetn virllidseay
adusalunsSey

. dnuguilmaliiui@andnuilndlansiuia

ANUD1TNBIUNTAN W ILALINYALLDEAUD
NundssilulAazilnle Job Description)

2. fidrafinsiseusidedndaniesiunisldaiw
AWBINGY diNasieITntnnIInaInkaswinnsly
awan Lilosnnilunuilddeansluszduaina
waztunguadiAlunisdifngugniuaz g
Tan sufaundsteyatisatunisnain inalulad
WINNTIU LYW UNAIIYN MTINER 21581590378 Lay
osaeueaulatdulngdnduntusingy vinlig
fiannsaldniwsanguldilonatnfsanuiuas
weadialny q fswanlusanisnaeniian

. angasiNsINAwISInguiuenvilean

FeAnwly fie 518597 815203
AITINUTTIVINITNNAULIANTTURAY
MIRANNLTEs19ETIA 3 3 wheAnTiaandos
SYU

[y

. AnlATIRUTUMUA SN U UKL

A o a = =
WLAINYINUNITANYN

. arvayubilUimuANLEINTaN AN Y

AUNBINAIUIN Y ILAENINITANUS LN A

2.5 wnumssuliinuazddnsanisinenlusses 5 U

. Un1sAnun
YUY
2568 2569 2570 2571 2572
U 1 40 40 40 a0 a0
U9 2 ] a0 a0 a0 a0
U7 3 ] ] a0 a0 a0
17 ; ] ] a0 a0
Sruudannanun 40 80 120 160 160
uudaniianndnazdusennsanen - - - 40 40
2.6 SUUTTUIUAULLNY
2.6.1 Uszunaun1sauUseunasesu
- o Yauuszuna
S18aZLYNTIYSU
2568 2569 2570 2571 2572
ANSISUIEUNSANEN 2,496,000.00 | 4,992,000.00 | 7,488,000.00 | 9,984,000.00 | 9,984,000.00
S2US185U 2,496,000.00 | 4,992,000.00 | 7,488,000.00 | 9,984,000.00 | 9,984,000.00
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2.6.2 Yszanaun1seuUsznasnedng
eavdunsevazulanuninndulingng dwelul

o . Yauuszuney
S1UaLLYNTIYINY
2568 2569 2570 2571 2572

S 1,447,000 | 2,894,000 | 4,331,000 5,788,000 5,788,000
Aldaon 536,500 | 1,073,000 | 1,609,500 2,146,000 2,146,000
ﬁ’ﬁﬁ@ 262,900 525,800 788,700 1,051,600 1,051,600
ﬂ"]ﬂiﬁm‘ﬁ 208,600 417,200 625,800 834,400 834,400
593518318 2,454,800 4,910,000 7,365,000 9,820,000 9,820,000

nueLAg : sulszanasesusazednsluidazlunas i duiisinsuszanmnsie Wity

2.7 msigulaunuena 5187391 wazn1sawmslsudIuNnIIneay
Julumadotefuumine doulsms 119me MsaneseauuSayens w.a. 2565
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3. nAnNgALAZeTELFaU
3.1 wangns

3.1.1  fwundiein saeaeanangns Suiukivesndi

3.1.2 lassafremdngns

133 %UI9AH

NUINIY nael @2, | wangasuTuuse
W.A. 2565 W.A. 2568
1. vuandvAnenaly 24 24
1.1 NEUNTWAENNTADANS 12
(Mwdanguazawive)
FdeRy
- NENAWIDINGY ORI 9
- naunwlng U 3
1.2 nguanudiilenslidinedredinann Lyieeni 3
1.3 naumsiimuinveuaranwazyaAna Lyioen 3
1.4 ngumMSiaIguAInNeLazIn Liosnd 3
- gdndeaulituniiein U 1
578391 002408 AWMAENINTIUNNEY
1.5 ngumaifunaidedinsuaswalanifledenndidedy  laitdfenda 3
2. AUINIVUANE Laitfaendn 72 100
2.1 AU 24
2.1.1 Sdiugiuaniziu 24
2.2 [Ny 63
2.2.1 A90sAY 51
2.2.2 Fnden Lyieen 12
2.3 1AS9ULaZNTEUNW 7
2.4 avfafnw/Annu/Aneusu/AnauludisUseme
3. KUY NADNLES Lsivfaandn 6 6
milginsiunaaanangas  liesndn 120 130
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3.1.3 51893V IMUNATNE
1. vundndnymaly Liitleundn 91w 24 Mwein
usliAnGsunundiivdell mufmeinnvinluiuinedssdaneiuiluounes
warginAnuluidaseuluaaniuduiiiinerdooyiliameou

1.1 nEuATYILAZNNTHRENS (Mwdengunaznuine) 12 wijgnn
Fy109AY
1.1.1 ngun1endengy w9 wileia
002101  mwdsnguitensdeansluTinusesiiu 3(2-2-5)
English for Daily-life Communication
002102 mmé’qﬂqmﬁami%amimmma 3(2-2-5)
English for International Communication
002103  mwdsnguiitenisdeasnisendn 3(2-2-5)
English for Professional Communication
1.1.2 nguatwing MU 3 woena
002107  msldnwineluuiunsiaiy 3(2-2-5)
Thai language Use in a Contemporary Context
1.2 nguanuiienislidinagradinann Lidewndn 3 wiosfia
Tasidonansedvdeeluil
002201  JTIsluganava 3(3-0-6)

Ways of Living in the Digital Age

002202  nAgunefuguiienmnwTie 3(2-2-5)
Fundamental Laws for Quality of Life

002203  A1TIANITNITANTUTIN 3(2-2-5)
Living Management

002204 miiwhﬁu?ia 3(2-2-5)
Media Literacy

002205  watmnguuaznsvireududi 3(2-2-5)
Group Dynamics and Teamwork

002207  mewRmesANTALIMATUN UL 3(2-2-5)
Introduction to Computer Information Science

002208  AdlaFERSuATADA IUTInUTEI U 3(2-2-5)
Mathematics and Statistics in Everyday Life

002209  wassuuazmaluladlngsd 3(2-2-5)
Energy and Technology Around Us

002210  AnerrmanslutinuszdTu 3(3-0-6)

Science in Everyday Life

002211  AdTIammunAnasgianyuiouluanssei 21 3(2-2-5)
Circular Economy Lifestyle for 21°" Century

002212 Ufwgenasugianeliisaiionnudsdy 3(2-2-5)
Sufficiency Economy Philosophy for Sustainability

002213 matfydidesfudmiugusznouns 3(2-2-5)
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Principles of Accounting for Entrepreneurs

002214  N15KRU §5A8 TN WAENITAIU 3(3-0-6)

Finance, Business, Life, and Investment
1.3 NUNITWRIUTINYEUALANYMLUAAS Laitfaundn 3 wdgfn
Tnewdonanseivisesioluil

002301  ansauwmAmaRifionsAnwduaT 3(2-2-5)
Information Science for Study and Research

002302  Aavglurinusyiniu 3(2-2-5)
Arts in Daily Life

002303  auAIDINY 3(2-2-5)
Thai Music and Culture

002304  aumseziusnlutInUszaniu 3(2-2-5)
Western Music in Daily Life

002305  AIAALTNATINATIALAZUIANT T 3(2-2-5)
Creative Thinking and Innovation

002306  uimnssuciediny 3(2-2-5)
Social Innovation

002307 misdamsdeyaidesiuluyandvia 3(2-2-5)
Introduction to Data Management in Digital Era

002308  LuawABS / AUNINERIIA / IN3auUnin 3(2-2-5)
Blender / NFT / Metaverse

002309  AuARdeUSs e saAULaT AL 3(2-2-5)
Philosophical Thoughts for Self and Social Development

002310  vinwsIn 3(2-2-5)
Life Skills

002311  AneFuIiuANsh 3(3-0-6)
Leadership and Compassion

002312 maduffuszneunsgshanesilmivuingen 3(2-2-5)
Entrepreneurship for Small Business Start-up

002313 uinnssuiiledanuges 3(1-4-4)
Innovation for Aging Society

002314  VinweHUsEnauNIsuALWIANTAURIMS 3(2-2-5)
Entrepreneurial skills and food innovator

1.4 NGUNITWAILIGUNINNBLELIN Lidewndn 3 wilehn
Tnedenansedvdaoluil
002401  AUFUNUIUDALTN 3(2-2-5)

Happiness with Hobbies

002402 Fsneuaznsiddinlulangal 3(3-0-6)
Psychology and Living in the Modern World

002403  #dazastAliluiInyszdniu 3(2-2-5)
Drugs and Chemicals in Daily Life



002404

002405

002406

002407

002408
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DIMTUALIDTIN

Food and Life Style
WoANTTUNYWE

Human Behavior
FINUATAVNIN

Life and Health
nsuslaalutinusedniu
Consumption in Daily Life
Adsauldduniiein 91U 1 wiaein
AWLaEAINTIUNIINY
Sports and Physical Activity

o
4

1.5 ngun1silunadiasineuaswalaniaderuiiasgu
Ingidanannsnedvnasialull

002206

002501

002502

002503

002504

002505

002506

002507

002508

002509

002510

002511

002512

woulnsludy

Anthropocene

NN FIRULALINUSTTY

Language, Society and Culture
Ineiudszanaulan

Thai State and the World Community
’eJﬁEJﬁiiiMi‘VlEJLLaSQﬁ{jinJ,’]ﬁa\‘ialu

Thai Civilization and Local Wisdom
N134ilad LATYENY uazdeay

Politics, Economy and Society
ULIFTANYN

Naresuan Studies
mmﬁummwywéuazmiﬂ'ﬁumaﬂﬂﬁﬂ@u
Human Security and Sustainable Development
anudunaiioslan

Global Citizenship

p158555ulaN

World Civilizations

AILAL TUUTTTUNING

Korean Language and Culture
Away s Ty

Japanese Language and Culture
AL TAIUGTTUIY

Chinese Language and Culture

AW IAL IUUTTTUNI

Myanmar Language and Culture

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

1(0-2-1)

lddesndn 3 wddein

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(3-0-6)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)
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002513 nwwaz mussTuHSuAa
French Language and Culture
002514  ATwILazIRIUSITUALUY
Spanish Language and Culture
002515  ANMWILAZTAIUSTINATD
Lao Language and Culture
002516  AwkazinusTIudulatigey
Indonesian Language and Culture
002517  AN9ILAZIRIUSTINIUALIM
Vietnamese Language and Culture
002518  ANWILALIAIUSTTULINS
Khmer Language and Culture
2. NUINIVANE liitfoundn

2.1 J¥unu
2.1.1 W uguanzauy

815101

815102

815103

815110

815111

815112

815130

815203

nsasAuAnLazLsstuaalalunseaniuy

Kick Start to Design Thinking
nszUuNsAuAIANiuIRnssULarsaneg 1 dusyuy
Systematic Knowledge Inquiry in Innovation and Marketing
N159AN5UTEANSANAULD ILAZDTN

Self-efficiency and Career Management
SRANUTNITUNNWIANTTUNTAAN

Innovative Marketing DNA

NINAALTIAT9ETIA

Creative Marketing

miﬁm«ﬂLLazﬂ’ﬁSauiﬁ'mﬁ’U@Jﬂﬁ'}

Study and Learning for Customers

N39AN1TIINATBULAZ NITNANAUNIATYIS

Contemporary Management and Digital Disruption
AIBINHTIIYINITN AU TANTTURALNITNAINTIATIEATIA

Academic English for Innovation and Creative Marketing

2.2 ABUANL

2.2.1 04U

815211

815212

815213

MsmanaLilenisaisnuAI9Im

Marketing for Creating Share Value
WINNITUUALNITATNYAAINNNITAAIN
Innovation and Creation of Market Value
nspanaBaiemasvadddnou

Digital Interactive Content Marketing

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

103 #“uwNA

24 wigna

24 BUAR

3(2-2-5)

3(2-2-5)

3(3-0-6)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(3-0-6)

3(2-2-5)

63 #UWNN

51 whenn

3(2-2-5)

3(2-2-5)

3(2-2-5)
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Y]

815214  MINAUIMUIANLALATINEIIANIINAINATTIAE ALY
Digital Marketing in Action
815221  UIANIIULALNISIANSLTIUHUANS
Innovation and Operations Management
815230  nsdansvindaumsleygiuazuinnssy
Intellectual Property Management and Innovation
815240  NITAATIZENIINITAAIN
Marketing Analytics
815241  mananafituindeusnedeyariumalladuasdaguseivg
Data-Driven Marketing with Technology and Al
815250  ASIANITNNNITRUAIMTUUTRNITULAZA1INAIALTIATIIETIA
Financial Management for Innovation and Creative Marketing
815310  nagnsuazimalindmiunisnainideainaassd
Strategies and Techniques for Creative Marketing
815313 miﬁ'm’mmzﬂa&mﬁ‘mw%uﬁﬂ
Branding Management and Strategies
815314  S¥UUNIIHAINDIRTEE
Artificial Intelligence Marketing
815320  MSUTMTAUNINAUUIANTTY
Quality Management and Innovation
815321  ladafndlunisasienumIvianinaig
Logistics in Marketing Value Creation
815342  wannsilsulUsuns
Principles of Programming
815360  ALAIULITRINTTULAZNITNAIALTIATNETIA
Innovation and Creative Marketing Research
815431  n1sdanisymansiulanivy
New World Workforce Management
2.2.2 Fy¥uden laitfowndn

TAigaLaanans18391 A9l

815144

815311

815315

815316

815317

nsUSMSarnsUsEnaunsaylu

Modern Management and Entrepreneurship
nsnanRIUEed Ay

Social Media Marketing
NINANALTIAS9ATIAIU

Creative Market in China

NINAIATRIUTITU

Cultural Marketing

Aauzn1313597619509

The Art of Negotiation

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(3-0-6)

12 #U8NA

3(3-0-6)

3(2-2-5)

3(3-0-6)

3(3-0-6)

3(3-0-6)



815324

815325

815326

815340

815341

815343

815344
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WINNTTUNTAAAENTUTINIFUAN

Innovative Marketing for Healthcare
WINNITNNITNAAEINTUNITNWILASAUT UL
Innovative Marketing for Sports and Entertainments
WANTTULAZNNTODNWUURIEIWIANNALAINLTES1ETIA
Innovation and Creative Facility Design
madszendldinaluladansaumediiagudmivauiiunismain
Information Technology Solutions for Marketing
wialulagaloudmiunisnain

Virtual Technologies for Marketing
MANNIT0BNRUUFMSUNYEE

Designing Principles for Humans

nagnddonisnain

Marketing Media Strategies

2.3 1AS99IULATANSEUNUN

815190

815290

815390

815490

815494

TASHUNAUAS AU ILUIAANER S EU

Project in Product Idea Development
1ASINUN A UASTRUIN AR UINUAL NTLUIUNTT
Project in Product Development and Process
1ASINUNIATUATTNAILINER S UNAULUU

Project in Prototype Development

TATIIUNNAUNITIAVILRNUNITARIATES19ETIANKAN S U A ULUY

Project in Marketing Plan from Prototype
FULUIMNIIBINTIUUTANTTULAZNITAAINLTIAS9ETTA

Seminar in Innovation and Creative Marketing

2.4 aunnaanw/Hnausu/naulunisdssne
TP EnARNSIUS 18IV AV INRIIIUIU 6 BUIBARN 91N18797 P9l

815491  msHneusuUTensinuluasUsEImne
International Academic of Professional Training
815492  @uAaAnMY
Co-operative Education
815493 AN
Professional Training
3. MUY ADNLES Tidaenan

an A a a =3 % % a
Tananunsadenseusginle q Alalunangnsseauusey

o

o oA

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)

7 %8R
1(0-2-1)

1(0-2-1)

2(0-4-2)

2(0-4-2)

1(0-2-1)

6 WU8NR

6 NUIAR

6 NUIAR

6 NUIBNA

6 WUWAR

aesMlaasuniglunnInends

WM e Iuseiniussyluniiafnymily vise sgdniuminerdedunlasuniseudann

URINYIAYULIAT



3.1.4

002101

002107

002408

815101

815103

815110

815130

002102

0023XX
002207

815102

815111

815112

815190

21

WAUNTSANEN
7 1
AANSANENAY

mudsnguiiensieansluinuszsi i
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English for Professional Communication
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Digital Marketing in Action
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Financial Management for Innovation and Creative

Marketing
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Academic English for Innovation and Creative Marketing
WINNITUUALNITATIYAAINNTAAIN

Innovation and Creation of Market Value
nMsnaalailomndtaddsmney

Digital Interactive Content Marketing
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Innovation and Operations Management
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Strategies and Techniques for Creative Marketing
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Branding Management and Strategies
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A UUTINTTULAZNINAALTIASIETIA

Innovation and Creative Marketing Research
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3.1.5 A193U185183U
002101  arwdsngeiianisaeansTudinuszsniu 3(2-2-5)

English for Daily-life Communication

T unanguiiensieansluiinuszs fuldosramngaunaziuseansan

English skills for appropriate and effective daily-life communication
002102 mmé’anqmﬁamiﬁlamsuﬂmma 3(2-2-5)

English for International Communication

vinwgawdanguiiienisdoasuiuiud luidediisafudssoudiiduingldedg
wanzauwardusansnwluuuniazaniunisaiivainvaie

English skills for appropriate and effective international communication on familiar
topics in various contexts and situations
002103 mmé’anqmﬁamsﬁamswwm%w 3(2-2-5)

English for Professional Communication

yinwznwisanguiiiensdeasegiedaiau gnaes wazdiuszansamAerfuuiunns
91U

English skills for clear, concise and effective communication in professional contexts
002107  mslgnmeingluusundauadi 3(2-2-5)

Thai language Use in a Contemporary Context

nsiinvinwedla e 81 wazdou Wewannsldnulnemannsuarludindsesiu
TiaonnanInuUIUNAIRLTINETY

Practicing listening, speaking, reading and writing skills to develop the use of Thai
language in academics and in daily life in accordance with the contemporary social context.
002201  30YInluganiva 3(3-0-6)

Ways of Living in the Digital Age

mMsinezauasnsalunslide gunsalneufinmes uazgunsaldeasussian
f14  MsAuRy MyllesgideyauasnsUsuifiuna MsaiisassAuardv’ asevindidaiosTauuas
amnusuiinveulunginssunisdeasvesmuredan

Development of skills in using media and various computer tools and equipment;
searching, analysing, and everluating data; creation and rights; ethical awareness and individual
responsibility in communication behaviors to the society
002202  nguaneiuguiaamAINTIn 3(2-2-5)

Fundamental Laws for Quality of Life

ﬂgwmaﬁLﬁ'aﬁaaﬁ’mmmwﬂ%maqﬁﬁm U Andtuilugiu AviBuLBEYY 93U5ITUNT
Iﬂiaduﬂﬂmwa ﬂ{]i/iiJ’]EJ‘l/liWEJﬁu%N{]iUim ﬂg]%msmt,l,maamm m;]mJ’]EJVlLﬂEJ’JSU@\‘iﬂUﬂ’]iﬂMﬂiaﬂ
AaUimusssy Tauviengvunedu o Mneaesiunsimunganissei 21

The laws concerning the quality of student life such as basic rights, human rights,
media ethics in the digital age, intellectual property law, environmental laws, the laws relating
to the protection of art and culture as well as the laws pertaining to the developments towards
the 21st century
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002203  M1SIANITNITATUIIN 3(2-2-5)

Living Management

AnuFuazvinuzifeafuunum wii sssumAvesyud Jafeganudniafdeduluing
AuFUiinToU aanadn uazdiunsiUAsuLamsineimansuazinaluladuaznansznuse
FAnUsedriu maduduiamundnamsssuaiesssy msuufviunatsendisunias mumanis
Fuiutinviunaranainvedanlummssed 21 lugiuswaifewesseaauofsunayUszrielan

Knowledge and skills concerning roles, duties, and human nature; factors leading to
sustainable success in life with responsibility, thinking skills, and being informed with changes in
science and technology and their impacts on daily life; living ethically; adaptability among changes
and living along the world dynamics of the 21st century as a citizen of the ASEAN community
and the world community
002204  ms¥winiude 3(2-2-5)

Media Literacy

UisLﬁumsﬁamﬂu%ﬁmﬂszﬁﬁuﬁﬁmaﬂizwuﬁaﬂﬁéaaﬁsﬂamﬂﬂa Anvnansenunada
vInuazavvesnsuilande AnfinwznsAniinsied Usaillu uasdndunnugniesvesdeansaunels
GHARUREEING

Communication issues in daily life that affect an individual’s communication; study
both positive and negative impacts of media consumption; practice skills for analyzing, evaluating,
and judging the correctness of information logically
002205  wadnnguuaznisiteududiy 3(2-2-5)

Group Dynamics and Teamwork

WOANTINAS 9 MALIFUNGRANTINTINNGN NMTHAUINITVBIENALANS 9 VDINGH
Fauandouyiaciig RILNGH msLSﬁWLﬁlﬂﬁaﬂﬁ%mjmamﬂﬂa mmé’aamumjm mMswasuriruafives
ngu mi?iaa’]imﬂumju EULLUU“UmﬂﬁﬁNmLﬂuﬁm WUIMINTAS TN ukazAIede Ay
funilsduifiortuvongy Jadefiduadunmsvhanuduiiy msfinnsufoRemaidudia

Various behaviors regarding grouping behaviors; group characterization; contexts of
groups; involvement in a group of an individual; group compliance; change of group attitude,
intra-group communication; teamwork models; approaches to building a team and a network;
group unity; factors enhancing teamwaorking; practice in teamworking
002206  waulnsluau 3(2-2-5)

Anthropocene

ANMAINNAIENNTININ T2UUTIALAYIZUUTEIAUTAIS mmﬁuﬁua‘iwd’mquéﬁu
535097 Madsuudasdlaseaiauazsvuvaywdidmansenudeduinden Jadrianissesiues
FITUVA ﬂ?iLUg*&JULLUaGamWQﬁam’M Indinuazadusssudunnday wavnsddiusaudnnis
?i\‘iLnﬂéjﬁ]ﬂum’iaaﬂLL“U‘U’Qiﬁﬁ]Lﬁ@LﬂuﬁUi%ﬂ@Uﬂ’ﬁWMﬂiaULﬂﬂﬂmﬁﬂﬂﬂiﬁWU’]ﬁgﬂgu

Biodiversity, ecosystem & ecosystem services; relationship between man and nature;
impacts of human system and structure on the environmental changes; planetary boundaries;
climate change; environmental awareness & ethics; students’ engagement in designing a bussiness

for SDG-based entrepreneurship
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002207  mouAMRTATEUWMATUNLgIY 3(2-2-5)
Introduction to Computer Information Science
Amunisveunaluladasufiamesainednisdagiu anululilivewnalulad

AN IAETIUBUIAN BIAUTENDUVBITLUUABNTIADS LA 813015 YanAlIs wazdoya Aouiines

Brsnuresenfiunes suuieietisiiugiu nietidumedidauasmsuszandldnu anudesdy

msldnuszuy msdnnisteya szuvansaume Tsunsudineusaluia meluladdonas nsweuns

dovmnaiu mseenuuukaziamiy Svswaveanaluladaeufiunesresyuduazdany

Evolution of computer technology from past to present; possibilities of computer
technology in the future; elements of a computer system including hardware, software, and data;
operation of a computer; basic computer network; Internet network and applications; risks of
system usage; data management; information system; office automation software; multimedia
technology; web-based media publication; web design and development; influence of computer
technology on human and society

002208  AmaAARSLAZADR LUYINUIZI1IU 3(2-2-5)
Mathematics and Statistics in Everyday Life
n3IA mimﬂﬁuﬁﬂaLLaz‘U‘%mmmaagUmqLimmﬁm adamansnisituleiu n13d19e

foya Brsfusunadoya maleneitoyauaznistiauedoyaiion ooy msvssyndld

mmm%lﬂmﬁamimqLLmuLLazﬁmﬁuiﬁ]wwqqiﬁaLﬁaﬂﬁu

Measurement; surface area and volume of geometric shapes; introduction to financial
mathematics; survey and data collection methods; data analysis and presentation for basic
research; application of probability for fundamental business planning and decision making

002209  wasuwazwmalulaglnan 3(2-2-5)
Energy and Technology Around Us
Armdiiugudundseuuazmaluladluiauszsiu fanveandaanu THun ndsenlwit

nEdemas ndumaden weluladuaznsuslaandeau nsuslaandinumensuasnadou

anunisaindsnuivannglanou aomunsailifeatesiundanunazimalulad mssydntndsau
agnafidnsin msldndsnuegnaivssansnim mawdeuarundondmunsuasuslanundany

Fundamental knowledge of energy and technology in a daily life; energy sources
including electrical energy, fuel energy, and alternative energy; technology and energy
consumption; direct and indirect energy consumption; energy situation and global warming;
situations related to energy and technology; participatory energy conservation; efficient energy
use; preparation for energy change

002210  AnerAaasludInuszaniu 3(3-0-6)
Science in Everyday Life
UNUImMveIngeansuazimalulagnieiiuganin nenin luddnuseintu ysuinis

mmimaéfm'iwmmam%maﬂ,aﬂﬁgﬁwuﬁLﬁ'wﬁaaﬁﬁ%ﬂizﬁﬁu Fun FelPinuavdaandey asiadl

wasuarlilin nsdeansinsauuay gniouinen Tanuazeania wagauslmiqmainermansuay
wialulag
Roles of biological and physical science and technology in a daily life; integration of

the whole system of earth science knowledge in everyday life including organisms and
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environments, chemicals, energy and electricity, telecommunications, meteorology, earth and

space, and the new frontier knowledge of science and technology

002211  AaTAemuuudAnAsugiavyueulurnssei 21 3(2-2-5)
Circular Economy Lifestyle for 21st Century
AMAISTINTIRRDNIMSITInvesysdluiunsimsnensinldussleviwasnisiluuvas

sosfunazUnUauadiy n1aeingevesdaymaiunineins aarunisalgniduaiuaningiieonnieuas

dawnnden uwAnlagnasainingdin nizuaumseeniuugsRaneliuAnAsysRavyuiou uiansu

LnagInagrisugiavyulsinTinn e laluIAnATEEIMLUREY ANUATENINLALLIINANAUERIATIN

MelauuifnAsegiavyuisulasdnuLATYgRavyuiey
Values of nature to human life as useful resources and as a source for absorbing and

treating pollution; crisis of resource problems; climate and environmental emergency situations;
concepts throughout the life cycle; business design process under the concept of circular
economy; business model innovation for the circular economy; lifestyle under the concept of
circular economy; awareness and driving force toward lifestyles under the concepts of circular
economy and circular economy society

002212  UfwnveuAsughawatieaiNennudEy 3(2-2-5)
Sufficiency Economy Philosophy for Sustainability
ANV T3 wagidmunevenAsugianewiss nsuszendldusyavenasygianaiiies

ilemsiuiudineaunauazdaiu
Definitions, origin, and goals of Sufficiency Economy; application of the Sufficiency

Economy Philosophy for sustainable and balanced living

002213  mstyTidasfudmiugusznaunis 3(2-2-5)
Principles of Accounting for Entrepreneurs
sUuuUgsia Msdnsagsia ndnnstlunsnSiugudmiuiussneunsesdusenoures

FYNUNNNITEU mﬁLﬂ'ﬁ31)?%’833&1/1Nﬁ’@%uazmiﬂ’aﬁﬁmsﬁaqéfu Lﬁaﬂﬁﬁﬂaﬂﬁmwﬁﬁﬁﬂ

wialulagansaumeanienisvgnazn1s
Types of business; business formation; principles of accounting and basic taxation for

entrepreneurs; components of financial reports; basic analysis of accounting information and
management accounting for business decision making; information technology for accounting and
taxation

002214  A15RU §30Q TN UAzN1TAINU 3(3-0-6)
Finance, Business, Life, and Investment
MILRLNISRuAILYARE MIUTININSAuLasviay msnausuTeldlarede s

o

1g5fakazn1sUsEnavelinagldiasegianduniuliudueu nsamuludunindnienistusas

N
a v ¢ = o O & A aa o
AUNTNYNLADN ﬂ’]iﬁi?flﬂ'ﬂm\lﬂﬂﬂLW@“U’JGW]E‘WGJ@
Personal finance planning; asset and debt management; personal income and
expenditure planning; business and career in fluctuating economy; investing in financial and

alternative assets; wealth building for a balanced life
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002301  @1saumAAIanfiiansAnenduat 3(2-2-5)

Information Science for Study and Research

AIUNUNY ANAIAYVDIANTAUNA UIZLANVDIUAAIATAUNA NITLUI DI NASANTAULNA
i q mslfmaluladansaumanagnisdoans nisdminiudonazaisaumna n13ianisnaiud n1g
duasght wazmaausasauma naonsunsataisVFiouionadfn wasiddelunisldmeannud
ilensiFousnaondin

The meaning and importance of information; types of information sources; access to
different sources of information; application of information technology and communication; media
and information literacy; knowledge management; synthesis, and presentation of information as
well as creating positive attitudes and a sense of inquiry for life long learning
002302  Aausludindszdniu 3(2-2-5)

Arts in Daily Life

ﬁlugmmmf LﬁﬁﬂﬂuQmﬁﬂwmzLﬁmﬁu AINUNUNY AUAT WATAIIULANAT SPTIR
Auduiudszinety vesRaunssuussianeng 9 loun A3nsdad Ussgndfad ieudad lanvirudal de
asielval uaranidnenssy Tnskunsiiuszaunisameguidsnn wagmsvaaosfiRnuduiuguues
AaunssuUszianeng 9 Wionisian mmi 1la LLazﬂ’ﬁ‘dgﬂﬁi\ﬁaﬁaumﬁquw%z flanunsatiiun
Uszgndld Tiduuselovd lunssndudindsedriu wasduiusfuudundng 4 felussduiesiunas
anala

Art fundamentals and understanding in the basic feature, meanings value, differences,
and the relationship between various categories of works of art including, fine art, applied art,
visual art, audiovisual art, new media and architecture, through aesthetic experiences and basic
practice on various types of art to develop knowledge, understanding and indoctrinating aesthetic
judgment that can be applied in daily life and harmonized with the social context at both the
global and local levels
002303  AUAIIDINY 3(2-2-5)

Thai Music and Culture

ANFUNUSVDIAUAIAUINT IR VY WaIuIn158nwaENIeaURs luARTInIny AnudiAy
UM AP AT IGIRIER guvsenIn duRauTausssy wasdsny saulufsaussausiinuely
ARSIui 21 ﬂ’J’]ZJEj“U‘ﬁILﬁﬂmﬂﬂum%ﬂu%aﬂmﬂ

Relationship of music and Thai ways of life; development of musical characteristics in
Thai ways of life; importance, roles, duties, values, changes, and aesthetics of music on art, culture,
and society; skills and competence for the 21st century; happiness coming from music as a
medium
002304  AunIAzIUANTUIINUTZINIY 3(2-2-5)

Western Music in Daily Life

JUNTEAINNNAUAS B3AUTENOU tATease wazgradevesaunsngiunn Ysennvasun
wadluiinUsedriiu ndnmsinsaliaziurunieaun’ nszuIunsUsEendnIaaunIngfunnly
FinUseaniu

Aesthetics of music; elements, structure and historical periods of western music; styles
of music in daily life; principles of musical criticism and appreciation; application process of

western music in daily life
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002305  N1SAALTNASINETIALAZUINNTIY 3(2-2-5)

Creative Thinking and Innovation

nsvvIUNSTLILInNTIN IaMsdftnlagnAuasAunusinmitveslynn msasisiay
MILEONKWIAIIUAR N1TESAULUVYBIAUAMIBUINNT eaeuluauwuaswaziiudoya nsaiiudu
ATVDINTOONUUY/A51y/MeFeue 4 sdsmadiuariivszdnsam navienulidusalufivaunmg
A1971 N133ZANAINAN N13FRAUlY N19I9150lE 1985 19ETIALAZNITINNITAUAUTALE

Innovation development process; means of accessing customers’ mind and
discovering the roots of problems; generating and selecting ideas; creating prototypes of products
and services; piloting and collecting data; quick and efficient design-build-test cycles; successful
multidisciplinary team-working: brainstorming, making decisions, giving constructive comments,

and managing conflicts

002306  WIANTSUNIHIAY 3(2-2-5)
Social Innovation
unineInuuInnssuiedeny anyluvduaulusuiaatasanuimgludanssyi 21 Ag

wa

UfTRgaannnssunsed 4 Ussifusedulan Tnslanizussifudanndounasdia Whvmiensiaund
feBu yuvudidunazyuauiing nmsddiusinvesssvvy unAnvesuinnssy uasmsimuiuinns
Aamsiiledeny fuszneumslummssuil 21 uazguszneunsmanaluladifiedany nsdAnuwinisg
Taunguszneunmsuianssuiiiodny

Introduction to social innovation; future uncertainties and 21 st Century challenges;
4th Industrial Revolution; global Issues especially social and environmental issues; Sustainable
Development Goals (SDGs); sustainable community and eco village; public participation;
Conceptual of Innovation and Development of Innovator; social enterprises; entrepreneurs in the
2 1 st century and social technopreneur; case study on development of social innovation

entrepreneurs

002307  msdansdeyailosdulugaddsa 3(2-2-5)
Introduction to Data Management in Digital Era
amsmmesnsinnisdeya Anudiuguuanadosiofifetunsinsgideyauinuay
Wemsteya MIBaseideya uasmatansdnaueasaumdliinyarludasia Wneldlusunsy
dusaguadislnd
Overview of data management; fundamentals and tools for big data and data
science; data analytics and techniques of information presentation for business value by using
modern tools
002308  LUaULABS / AUNSNIRIa / dnsnaugiia 3(2-2-5)
Blender / NFT / Metaverse
uniglusunsy Blender Msdnaesliiaaauila nsdne nsdraestaniuin msada
aedeulmaniii msadsyarnanusenuuuAaUrAIafe NFT msUszeandldlulaniaiiou
Introduction to Blender; 3D objects modelling; lighting; surface materials modelling;

3D models animation; value creation of digital art design with NFT; applications in metaverse
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002309  AnuAATeUSYYILRENTHAILALLAZEIAY 3(2-2-5)
Philosophical Thoughts for Self and Social Development
d139aManNNTUIANNANTIUST lUAWAe 9 InysannisiasssendninuAnigau s

Won1siauauesuardsauensfinusuRnveuLazdsdy
Exploring principles of philosophical thoughts in different aspects; practice in

integrating and applying philosophical thoughts for sustainable and responsible individual and

social development

002310  vinwedIn 3(2-2-5)
Life Skills
AiAsiuUTUIMT uazanusuRaveUsionseuA wardsan  AsuFuRIiAug

WasuuwUaswesdsen vinueTinuagordnnisenduamssud 21 vinwglunsbanguuasnnsuiun inwe

N15ANAS19ATIALALNITANUATNANITINVBINULEY Tinwen1sas1sl jiuiusludinuuasludinudiy

TusTIN MNweMINRINGI WazSURnYeUsBNaNY Lagrinvensasan1tzginagnisiuiayeuse

il
Knowledge relating to roles, duties, and responsibilities of an individual both as a

member of a family and a member of a society; adaptation to changes in a society; life and career

skills for the 21 st century; flexibility and adaptability skills; creative thinking and self-direction
skills; social and cross-cultural interpersonal skills; productivity skills and accountability; leadership
and responsibility skills

002311  a13zguniualusn 3(3-0-6)
Leadership and Compassion
PRHGRGLNRN Y maz@:ﬁﬂuﬂmiwﬁ 21 MsRyuiarnsledin

fremusn nsdunadeswarwalaniia LLU’JUcﬁﬁaﬁmumaﬁﬂﬁﬁ]ﬂﬁuL%ﬂaﬁﬁﬁmz‘ﬁlﬁ’mﬁﬂL‘fJ‘lJLLU’J‘VI’N

lunsvhasalusunanvesiseu
The importance of leader; leadership in the 21st century; learning and living with love;

good local and global citizenship; good practices of conducting public activities as a guideline for
learners' future actual practices

002312 madlufuszneunsgananensivivungay 3(2-2-5)
Entrepreneurship for Small Business Start-up
msufuRtunsiludusznaunisgsia liun msfumuwaudalnidniegsia nsusediu

Tomalunisyaaialuy nsisugsialnl nsuszifiulenalunisegsen waznsinszsiguassnse

arudnfalumssidugsivlml enunaduainnisresassialul arwlliuduoufiieates woinssuves

fusznounts susendmquiisiuniadudussnounmsuasanudeslostuanuin du q Afeados

\3etneMsmsUsEneumsuaziusiinggsia nagndiilennueysoneeedsy
Entrepreneurial practices including discovering new business ideas, evaluating new

market opportunities, starting a new business venture, evaluating the survival chance, and

analyzing obstacles for the success of the new business operation; pressure of a business start-up
and related uncertainties; entrepreneurs’ behaviors; theoretical persperspectives of
entrepreneurship and connections with other related disciplines; entrepreneurial networks and

business alliances; strategies for sustainable survival
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002313 ufansuiiladenngede 3(1-4-4)

Innovation for Aging Society

HIANFITH UUIAAUAENANNITYBINITOONLUUUTANT Y $2HIN1TANFIDONUVY 113
AATIEREDIUNTTA N15UTLITNAMNADINTVRIFIANETE MITRLITURUUKAENITIMNUUURNIS
uinnssu manaaediuinngsy uazmsUszliunauazanuiieeladouinnssuiledsnuge i

Aging society, concept and principle of innovation including design thinking, situation
analysis, needs assessment of aging society, developing pattern and planning of innovation
implementation, experimenting of innovation, and evaluation and satisfaction of innovation for
aging society

002314  9inWEEUTENAUNTTUATUIANTAIURINNS 3(2-2-5)
Entrepreneurial skills and food innovator
mmnﬁamwm’ﬂuagﬁa ASAIILEIMS ANLYAEAfETBI N AMNSBUAUEINS
vhsldgunuuazvildamaemsinuns warnssuodumaasunlaswedlan NansenueInTg
wWasuudadluseduiesduuazseiulandea1msinums AUTENBUMTUATUIRNTTURIMTNYAT
nsEUIUNsAnRE 1A dUTEUU ASEUINNSANES19ESIA NSUAMUARLUULAULA
Food for well-being; food security, food safety, and food sustainability; agrifood
supply chain and value chain and how to deal with global changes; effects of local and global
changes on agrifood; entrepreneurs and agrifood innovation; systematic thinking process;
creative thinking skill; growth mindset

002401  AYNEUAUNMUBALIN 3(2-2-5)
Happiness with Hobbies
uuARALEY BedUsznaViiugurasmMIasa g lunsiiuiin nmsdneeng
a¥aassn msaisassdnanunaueiisniiieduaiumNarludiauasdiny
Concepts of happiness; basic elements of happiness in life; creative thinking; creation

of works from hobbies to promote life and social happiness

002402  InIneuaznisidinlulanaalvd 3(3-0-6)
Psychology and Living in the Modern World
wAaazANsAfuisinelunslédinlulangadytu nsdududined siiniugy

MssviTuiumMsUasuuamsdean msfuideuaznsinei Inlanrmdnuazersual inauazel

naINna1eN1eiaussse N1stiadine  lsanisdalanaznisgua Indngnalulaguazuinnssy

nsvhauluiin anuduiusuazisgda mnumiewazanAvedin

Concepts and knowledge of psychology for living in the modern world; living happily;
staying informed of social changes; awareness and analysis of media; mind, love, and emotion;
gender and cultural diversity; counselling; mental illness and care; psychology, technology, and

innovation; teamworking, relationship, and motivation; meanings and value of life
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002403  gwazasANluTINUIEINIY 3(2-2-5)

Drugs and Chemicals in Daily Life

anufiesiuresen nsldoregsaumena wildugt Inauims sdnsuriaiuemis sl
isesdonsuazenanayulnsililudinuszdriuiifetestuguamm aasasunsidentld msdanise
wiaeltluatiFeu uarmsiamaiteliiAnnudasaduiuguninuazAandes

Basic knowledge of drugs; rational drug use; chemicals; nutrition; food supplements
including cosmetics and herbal medicinal products commonly used in daily life and related to
health as well as their proper selection; management of leftover medicines in households for
health and environmental safety
002404  @1MNTHALINYIN 3(2-2-5)

Food and Life Style

UNUIMKAZAMNAIAY U905 IUTIN Uszd1iu Tausssukaznginssunisustanemsly
fiinAs1e 9 vedlanuazlulsemalng uTaBnsnarese1sEsTINANUTEWARENg AnsTUNSUSINATDS
e L’eJﬂﬁﬂ@ﬂjLLazgﬁﬂﬁyzyﬁmmmﬂaﬂm M3EoNeIMITANITaURDANGBINTVBIINE 81
ynaden Teyauszneunmsfinsanidondos s uarenauayiddinlugalamAtailnensemindans
$nundauindos

Roles and importance of food in daily life; cultures and consumption behavior around
the world including the influence of foreign cultures on Thai consumption behavior; identity and
wisdom of food in Thailand; proper food selections according to basic needs; alternative foods;
information to be considered when purchasing food; food and lifestyles in the age of globalization
with the awareness of environmental conservation
002405  WQANIINNYWY 3(2-2-5)

Human Behavior

ArusiAafungnssuayes Tudusine 9 wWu uuadaiAeafungingsy flugiunisdanm
yesngAnssuLaznalnmsiiawgingsy nsdadduudyay aund uavansiieidesiunisiian nnssus
L%Emi ANNTY Az 1w widygkasaiuaInnIuEie o ngRnssuNeEnedey weAnssueUnd
uinTinTeingingsudy o WenUssgndldluTinussar iy

The knowledge of human behaviors such as behavioral concepts; biological basis and
mechanisms of human behaviors; mindfulness, meditation, consciousness and its involved
substances; sensory perception, learning, memory, and language; intelligence and multiple
intelligences; social human behaviors, abnormal behaviors, analysis of other human behaviors,

and applications in daily life

002406  YIAUATHUANW 3(2-2-5)

Life and Health

FINUAZNOANTINAVAIN N13QUALAZATINATUFUNMVDILAREYITTETINDINITUTEYNA LY
Aduaziinuy WilemsimunaunmEinedsdeiilos

Life and health behavior, health care and promotion for each age group including the
implementation of the health knowledge and skills for continuous improvement of the quality of
life for oneself and others
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002407  nsUslnaludiInUszandu 3(2-2-5)

Consumption in Daily Life

auddnueInisuilaa naglnvunnsiin ke iRnsnumsuilanemnsia ns
ol uazndnsarigunmiiuaondy ammnasadoresewns msdamssansenuiiiendosiuns
U3lnn dvdvesuilan nprinouasmhenuiifntestunisduasesiuilaa

Importance of consumption; good nutritional conditions and practical guidelines for
good food consumption; choosing safe medicines and health products; food safety,
management of impacts relevant to consumption; consumer rights; related laws and
organizations for consumer protection
002408  AWILAZAINITIUNIAY 1(0-2-1)

Sports and Physical Activity

nsvhAnssunsedeulmmanefensinuiReuin eenfidsne wazdhiam
Aanssumnanie WlelaSuaisanssanmsneiduiusiugunm

Bodily movement by doing sports and exercise and participating in physical activities
for the improvement of health-related physical fitness
002501  N1¥1 H9ANLASIMUTITY 3(2-2-5)

Language, Society and Culture

ANANRUSTENINNIB FinuuazTausTsu lanviaun1sdinunas Tausssupun1w Tag
Anvidenlosyud dsmuuarimusssuiunanuaisassamunuiludseuduiusifinuan uasdy
Uselowliensmseiinsuduiduludanumy iansssy

Interrelation between language, society and culture; social and cultural perspectives
through language by connecting human, society, and culture with language creativity in terms of
valuable and beneficial relationship for living with others in multicultural societies
002502  lnenudszyiaulan 3(2-2-5)

Thai State and the World Community

waiansdsnunaziamssalng Unngmssimedeesiithlugnsmunguuazdssansenuse
Usgraulan mavianudlaguuesiivanvans dudeu warduiiustusislan Tantel unum uas
Indiinvesnadunailesifinuauariiniusuinveuresszimenazuadlan

Thai social and cultural dynamic; social phenomena leading to group forming and
having impacts on the global community; understanding of diversified, complicated, and globally
interrelated perspectives; worldviews, roles, and conscience required for being valuable and
responsible citizens of the nation and the world
002503  ®@1susIaUlneuazgiilygyviasiy 3(2-2-5)

Thai Civilization and Local Wisdom

'
1% a 1

WaunNnsvesensessidingaudenntsagiu alidyywiesduiiieitesiuainuie 30%in

L Ag7}

'
a % a 1w

Jaissaudidmarion1smssdin naenau nseusny duauuaziwungidayaviesiuduinnssugidayan
A579a59A

Development of Thai civilization from past to present; local wisdom related to
beliefs, ways of life, and culture affecting ways of living; preserving, transferring, and developing

local wisdom toward creative local wisdom innovation
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002504  N1SLAY LATWIND LazdIAN 3(3-0-6)

Politics, Economy and Society

AUMNIELAZANUFURUTVINITHIOY LATEEAY d9Au WAILIN19N15Ll0TEAUaINg
nadlesiiugiu nadlosaznisudusvesUssmaiauiuas Mdsiaun msunasesdsemalng szuy
LAswgnalan nansznuvealanIAInun1ATEENa Lﬂwgﬁa}ﬁugm NSHAUNATYINILALTIAUVD
Usewelng uywdivdany Fsaudngfiugiu nmadassdeudeay nadanamisdiny nuuzdam
londnualdsaning anuduiusvesszuulanfudsenalng iufennsussgnandnion ieldlunns
fssTinlviogsenldmunszualanuiiniaasuasmedlanianiadios insugauasdny

Meanings and relationship of politics, economy, and society; development of
international politics; fundamental politics; politics and the adjustment of developed and
developing countries; Thai politics; world economy systems; impacts of economic globalization;
fundamental economy; the development of economy and society of Thailand; human and
society; fundamental sociology; social order; socialization; social characteristics; uniqueness of Thai
society; relationship between the world systems and Thailand; application for living in a dynamic
world with political, economic, and social changes
002505  wLsAdSANED 3(2-2-5)

Naresuan Studies

NIr519UsTEIRALAINTTUSAITUMITITLAT NS ES1vAsHleRalunTUS ST 1suR ALY
g 9 WU 1esugRe din uagmsisUszine azvieuliifiusndnvalvesaulnefifissvasdludy
F19 9 WU ATULENNIAINT AUNETNEIEIN APUNAIEY ANLEAAE AUTRERE wazAILeANIL
dlowdaydamuaranueindiun

King Naresuan the Great’s life and works with emphasis on economy, society, and
foreign affairs which reflect expected Thai identity such as knowledge acquisition, endeavor,
brevity, dedication, honesty, and endurance when facing problems or difficulties
002506  AMusUANYEduaznTRAUIeENsd Y 3(2-2-5)

Human Security and Sustainable Development

anudlaideuszdnduasinssivesaniunisalnnusiunamisyyduas i siaund
Fiduluodong Tusenidedlaluifdudsay Tausssu madles waziasugha Wisuifsuyszsifuay
funamanudseinasemdluniinne waznguussmaniidmiam

An empirical and analytical understanding of human security and sustainable
development situations in Southeast Asia, covering societal, cultural, political, and economical
aspects; comparison and contrast of human security and related issues from the countries within
the region
002507  anulunaiisdlan 3(2-2-5)

Global Citizenship

arwditugruieiiuanuiunaiiios nsruaunisTanitniuagiiosduiind Whwaiens
Wau1081398598u n1se1efivetaduiies N1euTUAMUNAINTATIENIITAIUSTTY 19U AIY
MANNVANETNIINA A197 Wi ANILTE M8% MsAp AT TaIusTsH NMsanAUEsLA LazadIAIN
Winiiey seAnswilledguasusseninums wazangdinlan

Fundamental knowledge of citizenship; globalization and localization; Sustainable

Development Goals (SDG); urbanization; embracing cultural diversity such as diversity in sexual
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orientation, languages, beliefs; cross-cultural communication; inequality reduction and equality
enhancement; world-leading organizations and multinational corporations (MNCs); global
leadership
002508  ®@198533Ulan 3(3-0-6)
World Civilizations
s TReanidinunywdialan duaneisesssuguinlunaluuinauedens fuandeds
uisgaadelnivesylsungTunn Tnemsdnegaaionasy iRmansuasAuunulunsgfismansidify
y T,m8LﬁuﬂizLﬁﬂm%ﬁmmfﬁuuﬁﬁmLLazLﬂwgﬁﬁ] miLLaﬂLUgEJ‘lﬂ,UVl’NQQﬁQJﬁyJ’]LLﬁ%’?GNUﬁﬁiNSUaQBNEJ
sausing 1 Tulan saisdnudssdiuniemanisaling q fidmansenudestsesssuvedian
History of human societies around the world from the ancient river-valley civilizations
of southwest Asia to the modern age in western Europe by surveying major historical epochs and
geographical regions focusing on sociocultural and economic affairs; the intellectual and cultural
exchange among civilizations around the world; examining issues and events that have impacts
on the world civilizations
002509  ANEILAZINUSITUNINAE 3(3-0-6)
Korean Language and Culture
Vlﬂw”m'iaamimmLﬂmamuwu%mmmamuﬂﬁmﬂlummﬂi”mwwaauﬂumﬁtjaus
TAUSTINVDIYIUNNA

Basic Korean communicative skills used in daily-life situations and learning of Korean

culture

002510  mrwuazSausssugu 3(3-0-6)
Japanese Language and Culture
ﬁﬂwmsﬁam'ﬁmmzﬁﬁu%uﬁugmmmmumsm‘lu%ﬁmﬂszﬁﬁuw%uﬁumiﬁauif

fausssuvesymgiy

Basic Japanese communicative skills used in daily-life situations and learning of
Japanese culture
002511 AW LA INUSITUIY 3(3-0-6)
Chinese Language and Culture
ﬁﬂwm5?1'amamwﬁu%uﬁugmmmmumiaﬂu%ﬁmJszaﬁ’ﬁuw%fa:uﬁ’umaﬁauiﬁ’wuﬁﬁm
YOIV
Basic Chinese communicative skills used in daily-life situations and learning of
Chinese culture
002512  ANWILATIMUSITUNIIN 3(3-0-6)
Myanmar Language and Culture
1/1ﬂw‘vmiaaa'ﬁmmwmWﬁuuwumumuamumsaﬂummﬂivﬁl’numauﬂumiﬁwi
IUUSITUYDIY 1IN
Basic Myanmar communicative skills used in daily-life situations and learning of

Myanmar culture
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002513 AWML MUSTIURSLAH 3(3-0-6)
French Language and Culture
FinurnsdeansndSusaduiiugumuaniunmsalluiinsz fundoutuniadous

SanusTsuvew I Aa
Basic French communicative skills used in daily-life situations and learning of French

culture

002514 AN ILATIMUSITUAY 3(3-0-6)
Spanish Language and Culture
FinurnsdeansnausuiiugunsanunsalluieusssundeusunmsGeus

Tausssuvesrulunguusemagldnwauy
Basic Spanish communicative skills used in daily-life situations and learning cultures

from Spanish speaking countries

002515  AIWILAZIAUSIINAT 3(3-0-6)
Lao Language and Culture
‘1/1ﬂw”msaamimmmwuwu%mmmamumimﬁlummﬂis Y uWiaﬂmumiLsam
TUSTTUVDIYIIA
Basic Lao communicative skills used in daily-life situations and learning of Lao

culture

002516  AMELATIMUSIIUDULALLTY 3(3-0-6)
Indonesian Language and Culture
finuwrnsdeansadulaiidetuiugumuaounsalufiausesfundoutunisSous

TAUSTTUUDIT 1B ULATILTE
Basic Indonesian communicative skills used in daily-life situations and learning of

Indonesian culture

002517  ANWILAZIAUSIIUILAUY 3(3-0-6)
Vietnamese Language and Culture
wﬂwvﬂﬁaamimmL’Ja(ﬂu’lmuwumum’mamumiaﬂummﬂi maumamumnwm

TAUSITUVDIV 1AL
Basic Vietnamese communicative skills used in daily-life situations and learning of

Vietnamese culture

002518  ANWILATIMUSIIUINT 3(3-0-6)
Khmer Language and Culture
finwgnsdeansanwnansamanunsalluiindsedniundentunisBeuiiansssuve s

Qe
Khmer language communicative skills used in daily-life situations and learning of

Combodian culture
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815101  msadAnuAanazussiunialaluniseaniuu 3(2-2-5)

Kick Start to Design Thinking

nsafeanudanazusstuaialalunisesnuuy lngnssiunivdeya Jasien duasies
foya martmualanduazfeulvvesnisesnuuunisanuAndaineesse

Developing design ideas and inspiration, gathering information, analyzing and
synthesizing data, defining problems and conditions for creative design thinking
815102  nszuaumsAuadinuiuinnssuuaznmsnainatialiuszuy 3(2-2-5)

Systematic Knowledge Inquiry in Innovation and Marketing

nguiuinnssuuagndnnisveanisdudumeanuiediaduszuy msfumdoyaiiieiaun
AuARadeassAnIsisnain nsldinadanmanaluladifienisdviudeya 5705 uagiiase
anumsaiiuAsuuamsgsie mavszandldinalladansaumeiiensdumdoyaniug

The theory of innovation and principles of systematic knowledge; gathering insights to
inspire creative marketing ideas; leveraging technology for data retrieval; collection and analysis
of changing business situations; utilizing information technology for knowledge discovery
815103  A1TIANITUILANSATNAULDILAZDITN 3(3-0-6)

Self-efficiency and Career Management

ANURLNELAEANEIAYVDINITIANITAULDILAZTANITINUY mﬁﬁauiéha auteiar e
e innaznusunisviiey auautindnlumsdanisnuuaznady Yszansamlumsie
pedUsEnauiaeilviusrauaudnialunisvheau msussfiunansvineny vesnuetesedssuuuar
NITRAUINULDY

The meaning and significance of self-management and career management; self-
directed learning to establish life objectives and plan career performance; key characteristics of
effective career management and career effectiveness enhancement; components of career
achievement; and systematic self-evaluation of career performance
815110  SWEWUFNITTUNIUIANTIUNIAAINA 3(2-2-5)

Innovative Marketing DNA

ATHAUIMIIANAaIsaR Uy Ikaze1sual N15IAN1TAUARAS19ETTA Uadauns
Anuduse auuAssnann gidmldduids anmuindessiisiinasenisaiiassd nsdifinyuay
ANV NAIULIANTTUNITAAA

Development of intellectual and emotional capacities, management of creativity,
success factors; market value; stakeholders; environmental factors affecting creativity; case studies
with examples of marketing innovation
815111  N1TAAIALBIASI9ETIA 3(2-2-5)

Creative Marketing

WUIAALAZUANNITAAIALTNASNATIA AINLINAONNIINITAAN gmamamﬁammima’m
vuugumudlangfinssuuilon msadeyadmisnisnaIndieaseusIaareLURRTa U e
GSGH

Innovative marketing ideas and principles; marketing environment; marketing
viewpoints and content with an awareness of consumer behavior; market value creation with

social responsibility and ethics
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815112  nsAnwuaznsEuiingfiugnan 3(2-2-5)
Study and Learning for Customers
WANTIN vimuAR JUBUUNSAELTIR seAunsindulade anugniuwazdegdlavegna,

&
Temanismsnanaanmsfinnsananusdesnisnguandidmang, Wannudnfusifilyaduaznevauss
AUADINITVBIGNAN

Behavior, attitude, lifestyle, and level of purchase decision; customer incentives and
engagement; market opportunities with consideration of target customers' needs; valuable
product development for customer needs and satisfaction
815130  AMTIANITINALILALNITWANRUNIIAINS 3(3-0-6)

Contemporary Management and Digital Disruption

MANNSUSMISHaENauin1sdnn1ssinay nziigusmisadelnid nsdedula nsiaunu
Wanagns wainosAnsalonasa n1sdnnisninensuywduate nansenuveunalulagiivaias
uinnssuienIWAmUIesAng nsdifnuifieiauinuslumsussendnquiinisuimsdnnissowasis ns
IANITUIANTIY

Contemporary management principles and theories; contemporary executive
leadership; decision-making; strategic planning; virtual organizational dynamics; contemporary
human resource management; the influence of digital technology and innovation on
organizational development; case studies in applying theory of contemporary management and
innovation management
815144  m1suUsMIsHaznIsUsENaUN ALY v 3(3-0-6)

Modern Management and Entrepreneurship

nann1sInnITadiyln ‘qu‘wfjmﬁﬂiLLawqwﬁwqaﬂiimmﬁm amwum%ummﬁaﬁ%
melunarnieuenasdnsnsinszianinwindeulanfidmansenudonsfuaznisiusenitalsema
dnwardfgueslaniAtnifidmanonisuimsnu aruduiussenitansuimstuesdng unumesie
Fruwf namndeddidansedind sandiatulnailudlagiu nsd@nwvinissznountsadelvfu
29AUTENBULIANLA ST

Principles of modern business management, theories of organization and
organizational behavior, internal and external business environment, analysis of aspects of the
global environments that affect international trade and finance, important features of globalization
that affect business management, the relationship between management and organization, the
role of multinationals, e-commerce, and emerging markets, case study of successful modern
organization
815190  TATIIUNIIATUNITRAILILUIRANANN Y 1(0-2-1)

Project in Product Idea Development

msduduteya mlesgideyaiiientesiuaaunisaimsmsnaauazgsiviulaniagiu
euinlenianienisnann naugnALdmaneg ﬁ’wmLLmﬁmwamﬁmsflﬁﬁgammqmimmmmzﬁqiﬁﬁ] ALY
nsvhamduiunglinstuugreseannsduasiBomgainaegifuasgeang

Conducting data searches, analyzing data relating to the current market and business
environment to identify market opportunities, target customers, and develop product concepts
with market and business value through collaborative efforts under the supervision of faculty and

industry experts
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815203  ATWIPINELTIIVINTITNIANUUIANTTULAZNTAANALTIA519855A 3(2-2-5)
Academic English for Innovation and Creative Marketing
Anuiunadanguitansite ya 81w ey Muuinnssuuaznisnaindadsassdrluds

afiiieivesegaiusyansamn
Effectively practice the English context through listening, speaking, reading, and

writing in innovation and creative marketing, as well as related fields

815211  NIIAAIALNDNITHIINAMAITIN 3(2-2-5)
Marketing for Creating Share Value
WUIAANITASIIAMAITIN AIUNUNEYBINTITATAMAITIN TEAUVVBINITATINAMUAITIN

q
o =

Aflsunuiuiinveudediay Awndeunarsssued yuisuiiddnddn nnsa¥rsnuisauiienis
wulnegneddu fedruaznsddnwinsaiisnueiisi

Concept of shared value creation, meaning of shared value creation, level of shared
value creation, social responsibility values Environment and nature, Conscious Capitalism, Shared

Value Creation for Sustainable Growth, Shared Value Creation Examples and Case Studies

815212 u"i’mm’a‘uLLazm'ia%"N;Jaﬁ']wmmima'm 3(2-2-5)

Innovation and Creation of Market Value

LuIANNTaIsYaAn Aludesnisvesnguilimane msiilenduidanuneg uinnssud
mauauaﬂmméfmmﬂa\mfjuLﬂmma ui’mﬂﬁmamﬁmsﬁ‘ﬁ'ﬁﬂﬁummsa%ﬁ\m‘jamLﬁmm\imimam
NINANYIAIUTINTTULALNITASIIYAAINIINITAAA ﬂ”liLLaﬂLﬂaﬂuﬁﬁmif\ﬂﬂﬁﬂﬂ’]i@la’lﬂ‘ﬁlﬂizﬂu
ANNENSTA

Value creation concepts, target group needs, target group understanding, innovations
that address target group needs, product innovations developed to provide additional marketing
value, and case studies pertaining to innovation and value creation sharing expertise from

successful marketers

815213  nemaduilemasviadddnou 3(2-2-5)

Digital Interactive Content Marketing

mmﬁﬂﬁ@%mmimmmﬁam ﬂizmumimqmimmWﬁﬂizﬁuuazﬁq@m’nmﬂwmgﬂﬁ”’]
nsanagndidenuazatrademuuuiiufduius nsnaununisiudemfuansanfureanis
namann Fensasadenuagiaudefdfauuuiufduius msmaunukdneoumuduasluslusl
wngaufuteseniseann Bnufifineiianisaiiassddemsemalulanisnann

The significance of content marketing, attention-grabbing marketing techniques,
interactive content creation and strategy, content planning for marketing channels, techniques for
developing digital media and content. Interactive, organizing the creation and promotion of

content to fit marketing platforms, putting marketing technology creation techniques into practice
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815214  MsWAILUIAALEa31NETIANIIAAIARINaATN 3(2-2-5)

Digital Marketing in Action

ydnmsmainaasia wurltuguslnelugaddvia mslmsssideyaiiieliidnlanaiauazgndi
0980T MadumANARadaTIAlun s nagnsuazurun A neaulavaylal desdienis
msnaaAdvalunsdeansludainguidvinefifeadeduromising 4 mensusunagnsnmInanfasa
NsIANISUSMsNAIALTUSATTR nsdifnwinisnanadviagalyl

Digital marketing principles, digital age consumer trends, data analysis to fully
comprehend the market and customers, finding creativity in developing contemporary online
marketing plans and strategies, digital marketing tools to communicate with target audiences.
Planning of digital marketing strategies, involvement in several channels, digital customer
relationship management Contemporary case study on digital marketing
815221  uIANTIULALAITIANISIAIUGUANNS 3(2-2-5)

Innovation and Operations Management

WIAALAZNGEHNITIANITUHUANT ANudIAgLazANFURUSIEnIuInNIsukaEnIs
n1sUfUANs nsUsedindadeaunsufiinisdernuaiunsadiuuinnssy winnssulumsdnnisle
UM WINNTSUHAAA LT INNTTUNTEUIUNTIUUTUNTBINSINNISUHURNTS winnssu Aunmlae
nsiulnegadty

The concepts and theories of operations management, the significance and
relationship between innovation and operations management, the evaluation of operational
factors on innovation capability, innovation in supply chain management, product innovation, and
process innovation in the context of operations management. Quality, innovation, and sustainable
growth
815230  n13IANTIsNIWEAUNSUynazuInnIIY 3(2-2-5)

Intellectual Property Management and Innovation

Auvng ssfUsznaunazlssamvemingaunadyy oy Ussiavvesinnssunis
UImsdan1snindduniadaan Bnsimindduniadyaluldusslen uag 350150 seiliuyan
ningaunaoya

The meaning, components, and basic types of intellectual property. Types of
innovation in intellectual property management, methods for evaluating the value of intellectual
property and methods for exploiting intellectual property
815240  AISAAITITRNINITAANN 3(2-2-5)

Marketing Analytics

UNUIMTRITBYAIUNITHATIEANITAGIN NISAUTIUTINTBYARALNITYIAINITTBLATIN
wrasmatneenlal natneeulall wazfdviaunanresy n1sinszidoyalaglusunsudniagy n1sin
LazN1991891UUTEANS AN TANTUIIUNIINITAAIAAILNITAS1UATUDTA Iﬂamﬁmﬁwﬁ%’agm’m
i3l linTzsigIna

The role of data in marketing analysis, data collection and integration of several data
sources (offline markets, online markets, and digital platforms), data analysis using pre-made
programs, and the measurement and reporting of the efficiency of marketing operations with the

creation of dashboards, all through the analysis of data from the Business Analytics Tool
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815241 nsnananduinfsudledeyaiumaluladuasUgynyiusehvg 3(3-2-5)
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Data-Driven Marketing with Technology and Al

s =]
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Focuses on using marketing data; technology; and Al to develop marketing
strategies that meet customer needs and increase competitiveness in the digital world. Customer
data analysis; customer segmentation; lifetime value analysis; risk forecasting; marketing
performance analysis; market trend forecasting; customer behavior and customer sentiment
analysis; product and service analysis; location analysis; content analysis; and recommendation
generation using modern techniques.

815250  ASIANITNIAITRUAMSULINNTTULAZATNAALTEE19E55A 3(3-2-5)
Financial Management for Innovation and Creative Marketing
AMTINVDINITUTIITAITRU SUATRULAZNITIUATIZIIUNITRU ATRUAINNIALIEAT AL

A ELAZHAROULNY ANITIANITAUNS WIR9 WIAR U Tﬂiﬂﬁ%ﬁwaﬁﬁuﬂqu msﬁmuﬂﬁunuuaz

AT NMIAINTUINITAWY
An overview of financial management, financial statements and financial analysis, time

value of money, risk and return, methods of managing various assets, sources of funds, capital

structure, cost allocation, and expenses, investment evaluation

815290  TATIIUNATUNITNAILINAANUILAZNTZUIUNIT 1(0-2-1)
Project in Product Development and Process
NsMvUALLIAANER M9 TiaT1eringuanddivunededn, n1simuanseuIuNITRaN

wAndueifiainagadinianisnatauazgsiarunsiewduiiunieldnistuugvesnnansduay

EiI:L%EJ’J‘mQJJmﬂﬂWﬂﬁﬁﬁQLLﬁ%QMﬁ’]‘Viﬂii@J
Defining product concepts, conducting an in-depth analysis of target customers, and

establishing product development processes that generate market and business value through

collaborative efforts under the supervision of faculty and industry experts

815310  nNagnswazmAlAFINTUNITNAIATIETINATIA 3(2-2-5)

Strategies and Techniques for Creative Marketing

o
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Principles and importance of creative marketing strategy planning; analyzing current
market situations; identifying marketing opportunities and understanding market and customer
needs; formulating strategies and analyzing market share to increase competitiveness; studying
consumer behavior and psychology; marketing storytelling; word-of-mouth strategies; visual and
content marketing; social media marketing strategies; influencer marketing; developing and
distributing marketing content; experiential marketing and guerrilla marketing; measuring the
impact of creative marketing; integrated marketing communications; planning and executing
campaigns; budgeting and resource allocation; measuring and analyzing creative marketing

success; including practical training in developing strategies and writing creative marketing plans

815311  n1snankuEedny 3(2-2-5)

Social Media Marketing

WENNIINAINFOFIAN AIILLANAIITENINNITRINITAAINABFIALLATAITNINITAAIN
ooulayl UszLavnisnaindedany nsnmuAngugnAUIvag m3fﬁ’mumi’mqﬂizmﬁ'ﬂﬂsmmmﬁaé’aﬂu
MleTzinIsranrudedey Mytaaudisaainnisldnisnaiarudediey nsdliinwmdunisnan
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Social media marketing principles, online marketing and social media marketing
distinctions, social media marketing types, identifying target audiences, establishing goals, social
media marketing analysis, and measurement, Case studies and success stories with social media

marketing

815313  N13IANTTUALNALNSATIHUA 3(2-2-5)

Branding Management and Strategies

WnAAEIAURTIAUA AN TALAMIAZNTUI AT AUATUINDINAT MTINeHUMLS
NNAITHAINUDIATIAUAT N15LEDNBIAUTENDUATIAUAT N1T80NLUVAINTTUNINITAAN N1TYIUINTTG
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Brand concepts, brand equity and brand management from the customer's
perspective, brand market positioning, brand component selection, marketing activity
design, integration marketing communication, Case studies of brand management and strategy,

Brand strategy planning practice

815314 STUUNISAAINDINIYL 3(2-2-5)

Artificial Intelligence Marketing

ﬁvugmﬁﬁymﬂisﬁwﬁ n1saAsigviauddgyveslyyiUssivg Uafvolduvos
Jyayruseavg n1siUeyusefugundssendldiuanunianisnain szuun1inaingInses nsaanw
sruumMsmaIndaieralton melinzsinasouiieieios

Fundamentals of Artificial Intelligence, Examination of the significance of artificial
intellicence, Advantages and disadvantages of artificial intelligence, Utilizing artificial intellicence
in the field of marketing, Case studies of intelligent marketing systems in use, Machine Learning

Analysis
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815315  MINAIALTIASINATIAIY 3(3-0-6)

Creative Market in China

wwildunisuslaalmdlunandy wofnssulednuaznsinsendeyaduslnayidy nagns
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New consumption trends in the Chinese market. Chinese Customer Insights and Data
Analysis. China Market Strategy in the Global Market. Investment System in China, Chinese People's
Digital Use, China Digital Marketing, Digital Content Marketing, Trade Negotiations, International
Trade Procedures. Developing a successful marketing and sales strategy for the Chinese market
Creative Cultural Industry
815316  N1INAIATAIUGIIU 3(3-0-6)

Cultural Marketing
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Principles of cultural theory, marketing principles for cultural management,
multicultural marketing, cultural marketing communications, the application of technology or
innovation using soft power, Marketing Case studies in cultural marketing and soft power in
Thailand and abroad, Cultural marketing strategy planning, creative cultural industry, marketing
success factors, and culture and soft power creation
815317  RaUzn151959168599 3(3-0-6)

The Art of Negotiation
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Meaning, significance, and formats of negotiations, principles and procedures of
negotiations, skills required for negotiations, preparation for negotiations, strategies and tactics of
negotiations. Negotiation in global markets, effective communication, and communication abilities
Opening issues, persuading, solving problems, finding conclusions in negotiations, presenting,

practicing marketing negotiations in simulated situations
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815320  MITUTMITAMAINAUUIANTTY 3(2-2-5)
Quality Management and Innovation
WIARALAZNUANITUIUITAMAIN NSAIMUANAENSIUANAINEN1ITHAILILIANTTY 13
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Theories and concepts related to quality, management, establishing effective tactics
for the growth of innovation, creative quality control design for the manufacturing of goods or
services, Tools for Management, Control, and improve the quality, The use of human resources

in quality control, An international standard-compliant quality system and quality award

815321  ladadndlun1saineamAmInIsnann 3(2-2-5)

Logistics in Marketing Value Creation

LwIRRAIUNTIANISlaTaRnduazldoUniu AanTsuuaenszuINNSAIULlaIARNd N13I19NY
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fundamentals of supply chain and logistics management, international logistics,
logistics planning and control, logistics activities and procedures, and cost and performance
analysis. Using supply chain, logistics, and logistics techniques to generate additional marketing

value

815324  WIANTIUNIINAIAFIUTUTINIFUNIN 3(2-2-5)

Innovative Marketing for Healthcare

A01UNITAUAIUTINIVTNTAVAINKALATAD Anen1nmanIsuyedy waluladgunin
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Situation in health service business and digital, competitive potential, health
technology, impact of digital technology and IoT, health entrepreneurial marketing, creating
experiences and customer journeys, using marketing tools for health service businesses, case

studies in marketing innovation for health businesses

815325  WIRNTIUNITAANAEINSUNISNWILAZAMUUULIAS 3(2-2-5)

Innovative Marketing for Sports and Entertainments

3309 UANILATANUTUAY NTEUIUNITUTMITNIUNAIUNITAAIA WIANTIUNIAY
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Sports and Entertainment Industry, Marketing Management Process, Product
Innovation, Process Innovation, New Product and Service Development Innovation, Innovation in

service process development, Influence a purchase or customer service decision
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815326  winNTTuLAZN1TRRNLULASSIUIBAMUEZAINTIES9ETH 3(2-2-5)

Innovation and Creative Facility Design
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Meaning and type of facilities, development process of facilities in both products
and services, concept of building facilities with innovation, civilized architecture and the
principle of civilized architecture, case studies of innovation in creative facilities
815340 n1sUszEndldinaluladansaumadisagudmsunudiuninain 3(2-2-5)

Information Technology Solutions for Marketing

Twgtumeluladasaumansnsaaindniumsasuulasagnsnianismain Uselov
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Marketing information technology solutions for marketing strategies changing, Leverage
information technology solutions for marketing through case studies and practical instances, the
integration of Generative-Al into marketing information technology solutions, Create actionable
marketing plans with marketing information technology solutions, Improving creativity and
effectiveness in content marketing, personalizing marketing messages. and explore the leading
platforms for design and content creation by Marketing information technology solutions, Future
Challenges in Marketing Information Technology Solutions.
815341  alulagiadaudimiuninain 3(2-2-5)

Virtual Technologies for Marketing
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Role of virtual technology, virtual reality (VR), augmented reality (AR), and mixed
reality (MR) on business or services, examples of virtual technology used in marketing, practice in
building virtual technology for marketing work
815342  wannsguluswnsy 3(2-2-5)

Principles of Programming

nadeulusunsudosu Tassadeteya dunouisnmsussanana nisadsluga madonld
foyanninduazgudeya madinreitoyaiiugiu esdusznountsaiiaunugll uaznis
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Basic programming, data structure, algorithm processing, module creation, data
retrieval from files and databases, basic data analysis, charting elements, and presenting

information to users
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815343  wann1seRNLUUAINTUNYBE 3(2-2-5)

Designing Principles for Humans

N135EyAnyrdIAyvamMnAnIINNYYY HanTenURan1TeanLuUsEUUlAnaY N1539150
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Identifying key features of human behavior and how they influence the design of
interactive systems. Assessing and designing interactive systems based on human capabilities and
behavior. Describe themes from social sciences and human computer interaction and how they
apply to interactive system design. Use checklists and formal analysis methods
815344  nagnsaenIIAAIN 3(2-2-5)

Marketing Media Strategies
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The definition and importance of a marketing media strategy, the evolution of media
planning in marketing, Key components of a marketing media strategy, understanding media
audiences, media consumption habits and trends. Audience segmentation and targeting. Media
planning utilizes tools for audience analysis. Media channels and platforms Media planning and
buying the creative strategy encompasses media planning, digital media strategy, and the
measurement of media effectiveness. Optimizing media campaigns Legal and ethical
considerations
815360  AVYANUUIANITULAZNITAANALIEI19ET5A 3(2-2-5)

Innovation and Creative Marketing Research
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Innovation and creativity in marketing research. Identify various forms of innovative
and creative research methods. Design and implement innovative and creative research projects.
Analyze and interpret innovative and creative research findings. Using the research findings, you
can create new insights and marketing strategies while following ethical guidelines and research

methodologies
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815390  IATIIUNIATUNITNAIUINAAN LT AUWUY 2(0-4-2)
Project in Prototype Development
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NNATINIALYAAINNTTY
Creating market-relevant prototypes, Develop innovation and creativity management

skills through teamwork with faculty and business and industry experts

815431  n1siAN1syAaINsulanivy 3(3-0-6)
New World Workforce Management
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The significance and scope of workforce management, the historical evolution of

workforce management, and the primary challenges in contemporary workforce management are
all factors that affect human resource management in the era of diverse global crises. The
management of remote and hybrid work, the role of HR technology and automation, artificial
intelligence in workforce management, data analytics for workforce planning and decision-making,
diversity, equity, and inclusion Employee engagement and well-being, performance management,
workforce planning and development, related laws and ethics, change management, and
organizational development and management

815490  TATIIUNINATUNITIATIIHAUNITAAIALTIAZT1NATIAINNAANUINAULUY 2(0-4-2)
Project in Marketing Plan from Prototype
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Assemble prototype products for market testing and formulate marketing strategies
with the assistance of business sector advisors and specialists

815491  msnausy i nsEnauluselssine 6 WIwNA
International Academic of Professional Training
nsEneauIRMINIAAU TRV ernUfTRMuseneluniisnunasnioonvuly

asUsznd lnglasuanuiiugeuanumine sy
Practical academic training or practical work training within government or private

agencies abroad, with the university's approval.
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Co-operative Education
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Practical work to enhance professional experience in business computers as an

employee of an agency or establishment that operates under the cooperative education system.

815493  n1sElneu 6 wenn
Professional Training
N1SRNAUAILUIRNTSULAZNITAAIATES19ETsAluanIuUENaUNT TueeAnINIASuse

mawonvu Tnedszozgnanlumsiindaserulidesndn 420 Haluaazihiauenenunansufifonu
Innovation and creative marketing internship in government or private sector. with a

duration of consecutive training of not less than 420 hours, including presentation of performance
reports.

815494  HUUUIMNIVINTATULIANTTURAZNIINANALTEF19855A 1(0-2-1)
Seminar in Innovation and Creative Marketing
mshiauswazeiuTetensuinnssumarmsnaadadulssiiutiagtiulaedaiu

N3UsEYLANLLIMIIBINTIULTANTTULAZN1TAAR 1 adq
Presentation and discussion of current innovation and marketing issues in one

academic seminar
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1. UWHUNLEAINIINTZANEAMUTURAYRUNIAITFIUNANISITEUIEI187Y1 (Curriculum Mapping)

- nundvRnEly
wams@au;’g’ PLO1 PLO2 PLO3 PLO4 PLO5 PLO6 PLO7 PLOS8
1. ﬂajun'lmuazmsﬁ'ami (MudenguazA1ulng)
1.1 N§UATDINGY
002101  AMwdIngwenIsdeasluTInUszaniu 3(2-2-5) ° °
English for Daily-life Communication
002102  nwdinguitenisdeansuiunvd 3(2-2-5
f @29 ° ° ° °
English for International Communication
002103  AWIBINGULNBNITADAITNNDITN 3(2-2-5) ° ° °
English for Professional Communication
1.2 ngun1wine
002107  mislawingluuiunsavade 3(2-2-5)
o o  J  J
Thai language Use in a Contemporary Context
2. nguanusinemslddinagedinaunin
002201  FaTInlugaRIvia 3(3-0-6) ° °
Ways of Living in the Digital Age
002202 ngraneifugtuiienmnindia 3(2-2-5)
4 Frnen ° ° ° °
Fundamental Laws for Quality of Life
002203  A139ANITNTALEUTIN 3(2-2-5) ° °

Living Management
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Hansiseuj PLO1 | PLO2 | PLO3 | PLO4 | PLO5 | PLO6 | PLO7 | PLO8
2. nguanuitensliT3nag1eiinunin (se)
002204  nnsfiviude 3(2-2-5)
v [ [
Media Literacy
002205  wainnauwaznisvineuduiiy 3(2-2-5) °
Group Dynamics and Teamwork
002207  pRNWIMOTANTAUVATUIIUIY 3(2-2-5) ° °
Introduction to Computer Information Science
002208  AdlmAARILATADA MUATINUTEIIU 3(2-2-5) ° °
Mathematics and Statistics in Everyday Life
002209  wasnulazinalulaglnds 3(2-2-5) °
Energy and Technology Around Us
002210  Anwimansludinusedniu 3(3-0-6)
[ [ [
Science in Everyday Life
002211 AT IsmnanAaasugiavnuisuluamssun 21 3(2-2-5) ° °
Circular Economy Lifestyle for 21* Century
002212 Uswgveumsugianefisuiionnudiy 3(2-2-5
¥ - N ( ) [ [ [ [
Sufficiency Economy Philosophy for Sustainability
002213 msdafideudmiuiuszneuns 3(2-2-5)
¥ v [ [ [ [
Principles of Accounting for Entrepreneurs
002214  M19RU §309 TIA LazN1TaINUY 3(3-0-6)
: ' [ [ [ [

Finance, Business, Life, and Investment
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Hansiseuj PLO1 | PLO2 | PLO3 | PLO4 | PLO5 | PLO6 | PLO7 | PLO8
3. AFUNIWAILYINYELATENYUEYAAR
002301  ansaumeransiiien1sinuAuati 3(2-2-5)
[ [ [ [
Information Science for Study and Research
002302  Aavzludinuszdniu 3(2-2-5) ° °
Arts in Daily Life
002303  AURTIONY 3(2-2-5)
[ [ [
Thai Music and Culture
002304  aumsRziunnluTInUszITiu 3(2-2-5)
[ [ [ [
Western Music in Daily Life
002305  ASARLTIASNATIALAZWIRATIN 3(2-2-5)
[ [ [ [
Creative Thinking and Innovation
002306  wimnssuifiedans 3(2-2-5) ° °
Social Innovation
002307  m3dnn1sveyaUewnulugasdva 3(2-2-5) ° °
Introduction to Data Management in Digital Era
002308  wawmas / AUNSnEATvia / an5nauge 3(2-2-5) ° ° °
Blender / NFT / Metaverse
002309  AUAALTIUTTYINONITHRILIAULAL IR 3(2-2-5) °
Philosophical Thoughts for Self and Social Development
002310  YinwsTIn 3(2-2-5)
[ [

Life Skills
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Han1si3eus PLO1 | PLO2 | PLO3 | PLO4 | PLO5 | PLO6 | PLO7 | PLO8
3. pFUNIRAILINYELATENEUEUAAR (6D)
002311  amzHiduANsn 3(3-0-6)
Y  J L [
Leadership and Compassion
002312 nsduduszneuntsgsianendlvvinngen 3(2-2-5) ° ° °
Entrepreneurship for Small Business Start-up
002313 wimnssuiiedsnuasie 3(1-4-4)
N [ o [ [
Innovation for Aging Society
002314  YinYgAUTZNOUNILAZUIANTAIUDINIS 3(2-2-5)
it | ° ° ° °
Entrepreneurial skills and food innovator
4. AFUNTAAIUIGEVNINNEULALIN
002401  ANEVAUIUBALIN 3(2-2-5)
! [ [  J
Happiness with Hobbies
002402  InInewan1slitinlulangalv 3(3-0-6) ® ° °
Psychology and Living in the Modern World
002403  guazarnAdluTInUTzITiu 3(2-2-5) °
Drugs and Chemicals in Daily Life
002404 @ ITUAZIDTIN 3(2-2-5) ° °
Food and Life Style
002405  WoANTINNYWE 3(2-2-5)
E] q . .

Human Behavior
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HANT3IEEUS PLO1 | PLO2 | PLO3 | PLO4 | PLO5 | PLO6 | PLO7 | PLO8
4. AFUNITAAILIGEUNINNNBUAZIN (5iD)
002406  WInuaraUAIN 3(2-2-5 °
Life and Health
002407  msuilaaluTinuszaniu 3(2-2-5) ° °
Consumption in Daily Life
002408  AWIMAZAINTIUNNNY 1(0-2-1) ° °
Sports and Physical Activity
5. ngumsiduwaiiiadlneuaswalaniiladenudiddu
002206  woulnsludu 3(2-2-5) ° ° ° °
Anthropocene
002501  N1W1 AIANLAZTIRIUSTIN 3(2-2-5) °
Language, Society and Culture
002502  lveiudszeiaulan 3(2-2-5) °
Thai State and the World Community
002503 mﬁeﬁiiaﬂ,mLLazgﬁ{]z:gzyﬁﬁaaﬁu 3(2-2-5) ° °
Thai Civilization and Local Wisdom
002504 154D LATHENY wazdImy 3(3-0-6) °
Politics, Economy and Society
002505  WLSARTANEN 3(2-2-5) ° °

Naresuan Studies
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HANTEEUS PLO1 | PLO2 | PLO3 | PLO4 | PLO5 | PLO6 | PLOTY PLO8
5. ngunaiunaidedinauaswalaniiodeaudiddu (de)
002506  ANUTUAININUYWELALNITHAILDE19EIEY 3(2-2-5) °
Human Security and Sustainable Development
002507  Anudunaiiledlan 3(2-2-5) ° ®
Global Citizenship
002508  ®158555UlaNn 3(3-0-6)
o o
World Civilizations
002509 AW ILAZIMUSIIUNINAG 3(3-0-6)
o o o o
Korean Language and Culture
002510  AwasusITUgUY 3(3-0-6)
v o o o o
Japanese Language and Culture
002511 A MazIMUSTINAY 3(3-0-6)
. o L o L
Chinese Language and Culture
002512  AIWILLAL IMUTITUNI 3(3-0-6
( ) o o o o
Myanmar Language and Culture
002513  nwkasTansssudSuma 3(3-0-6
( ) o o o o
French Language and Culture
002514 A WLz INUsTINALY 3(3-0-6
( ) o o ] o
Spanish Language and Culture
002515 AW ILAZIRIUGITNATY 3(3-0-6
( ) o o ] o

Lao Language and Culture
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Hansiseuj PLO1 | PLO2 | PLO3 | PLO4 | PLO5 | PLO6 | PLOT PLOS
5. ngunaiunaedinauaswalaniiodeaudiddu (de)
002516 A wasinusssudulailde 3(3-0-6)
[ ([ ([ [ ]
Indonesian Language and Culture
002517 AMYILAL IRIUSITUIY AU 3(3-0-6)
[ o o o
Vietnamese Language and Culture
002518 AT BE TRIUTTTUINS 3(3-0-6)
[ o o o
Khmer Language and Culture
NUINIVIULANL
AWunU
815101 ASAS9AUANLALLTITUANALI MINITEDAUU 3(2-2-5)
. . [ ([ ([ o
Kick Start to Design Thinking
815102 ﬂizmumiﬁuﬂ%mmiui’mmimLLasmimmmasmLﬂu 3(2-2-5)
LU
. o . ] ([ ([
Systematic Knowledge Inquiry in Innovation and
Marketing
815103  NNSINAISUTELANSANAULD AL DTN 3(3-0-6) ° ° °
Self-efficiency and Career Management
815110  SAANUINTIUNIUINNTTUNIINGA 3(2-2-5)
: o ([ ([ o
Innovative Marketing DNA
815111  NISHAALYIAS19ATIA 3(2-2-5)
o ([ ([ o
Creative Marketing
815112  nsAnwwaznisiSuiiientuandn 3(2-2-5)
v v o ([ ([ o
Study and Learning for Customer
815130  NNSIANISIINALLLATNISNANAUNIAING 3(3-0-6)
o ([ ([

Contemporary Management and Digital Disruption




61

HANSSEUS PLO1 | PLO2 | PLO3 | PLO4 | PLO5 | PLO6 | PLOT PLO8
815203  AWSINGUATIIVINITNINATUUIINTTUUAZNITAAIALT 3(2-2-5)
a519a55A o [ ) [ )
Academic English for Innovation and Creative arketing
v1UAY
815131  eansuazAatlunisnununisnain 3(2-2-5) ° ° °
Art and Science for Marketing Plan
815211  mismaafionisadienaangan 3(2-2-5)
. o [ [ [ [
Marketing for Creating Share Value
815212  WIRNIIULAZNITATINNAAINNITAATN 3(2-2-5)
4 v [ [ [ [
Innovation and Creation of Market Value
815213  msmanadailemaariaiddmney 3(2-2-5)
- _ . [ J [ [
Digital Interactive Content Marketing
815214  MISWAILILUIAALAZESNETIANIAAINAI YA LM 3(2-2-5)
- o : [ [ J [ [
Digital Marketing in Action
815220  msiansmaluladuazuinngsy 3(2-2-5) ° °
Technology and Innovation Management
815221  WIRNIIULALNITINNTRIUHURNT 3(2-2-5) ° °
Innovation and Operation Management
815230  msiansnswgaunstyauazuinnssu 3(2-2-5)
° [ [ J J
Intellectual Property Management and Innovation
815240  MITIATILINATAAN 3(2-2-5)
[ [ ]
Marketing Analytics
815250  N1AANITNNNITRUAMTULINNTTULALNITAAINLT 3(2-2-5)
a519a55A
[ [ [

Financial Management for Innovation and Creative

Marketing
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Han1si3eus PLO1 | PLO2 | PLO3 | PLO4 | PLO5 | PLO6 | PLO7 PLO8
815310  nagnsharwmAlANTRaInLTNEs9EssA 3(2-2-5)
" [ ] [ [ o o
Strategies and Techniques Creative Marketing
815313  NNSIANISHATNALNSASIAUAN 3(2-2-5)
" [ ] [ [ o o
Branding Management and Strategies
815314 SEUUNTNAIANTIN LY 3(2-2-5)
o [ ] o [ o
Artificial Intelligence Marketing
815320  ANSUSHISAUAMNAUNIANTIY 3(2-2-5)
. : . o [ ] [ ]
Quality Management and Innovation
815321  ladafndlun1saienneAImnIenIsnaln 3(2-2-5) ° ° °
Logistics in Marketing Value Creation
815342  mannsWeulUSHATY 3(2-2-5)
o [ ] o ([ ]
Principles of Programming
815360  IVYAIUNIANTTULALNITAAIALTIES19ATTA 3(2-2-5
( ) ([ ] ([ [ ] [ ]
Innovation and Creative Marketing Research
815431  n1sIMAIsUAAINSUlanty 3(2-2-5
: ( ) [ ) ([ ] [ ) [ ] [
New World Workforce Management
F¥uden
815144  nsUSMswarnisuUsynaunsaselul 3(3-0-6) ° °
Modern Management and Entreprenuership
815311 nsaANUE SR 3(2-2-5
( ) o [ ] o [ ] o o
Social Media Marketing
815315  NSAANALTSAS19ATIAIY 3(3-0-6)
o [ ] [ ]
Creative Market in China
815316  A1SAAIATRILGITY 3(3-0-6)
Cultural Marketing o o [
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Hansiseuj PLO1 | PLO2 | PLO3 | PLO4 | PLO5 | PLO6 | PLOT PLOS
815317  @AaUn13l9597919399 3(3-0-6) ° ° °
The Art of Negotiation
815322  winNIsuMIAaIndmIugINauINIg 3(2-2-5) ° ° ° ° ° °
Innovative Marketing for Hospitality
815324 winnssun1snatndmiugsiaguam 3(2-2-5) ® ® ® ® ® o ®
Innovative Marketing for Healthcare
815325 winnssunsaandmsunsivLazautuiie 3(2-2-5) ® ® ® ® ® ® ®
Innovative Marketing for Sports and Entertainments
815326 WIANITULALNNTERNUUUAS AN LAY AINLES 3(2-2-5) ® ® ® ® ® ® ®
a519a55A
Innovation and Creative Facility Design
815380  msUszendldiveluladansaumadudogudmsvawiog 3225 ® ® ®
A3Ran
Information Technology Solutions for Marketing
815341 weluladiaiioudwiunisnana 3(2-2-5) ® ® ® ®
Virtual Technologies for Marketing
815343  mAnMseenLUUA NS ULYYd 3(2-2-5) ® o ® ® o
Designing Principles for Humans
815344 nagnddenisnain 3(2-2-5) ® o o ® ® ®
Marketing Media Strategy
1AS99IULAZNTTANNUN
815190 1ASHUNEAUN TR LUIARHER TN 1(0-2-1) ® ® ® ®
Project in Product Idea development
815290 1ATINUNNATUNSHRILNARA TILAY NI UIUNNT 1(0-2-1) o o L L ®

Project in Product Development and Process
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Han"33us PLO1 | PLO2 | PLO3 | PLO4 | PLO5 | PLO6 | PLO7 PLO8

815390 1ATHUNIATUNITHAUIHER AT AULUY 2(0-4-2) ® ® o [ J [ )
Project in Prototype Development

815490 1ASHUNIATUNTIAIILHUNNTARIALTSES19ETIARIN 2(0-4-2) o ® o ® L ®
HANAUNAULUY
Project in Marketing Plan from Prototype

815494 FUNUIMNIVINMIANUWLTRNTTULAE NMIAAATeEs9assA 1(0-2-1) o o o o o ® ®
Seminar in Innovation and Creative Marketing

annadnu/Enausu/MnauludisUssina

815491 nMsEnaUIHNIENISHNUluAUsTING 6 vienn L L o L L J [
International Academic of Professional Training

815492 annafnw 6 nuwAA o ® ® ® ® o o
Co-operative Education

815493 NISENIY 6 NEAN ® ® L L L [ [

Professional Training
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2.nagnsmsianisaneliilulumunaansnisiseuivamangasluudazdiu

[ 4 a 14
NAAWSNTIT8U3
vawiangns (PLOs)

fanssuNSISIUNISaOU

ASn1sUszliunNg

PLO 1 a5unevguijuas
UANNITNANTAAIN N3
INTUINNTTULAY
UIMNITINT

1) USTEIENUNUATLUIANAIUNITAAIN FIUNS
Famsutansss wazudmsssnandonriendieds
anunsaifAnturidlutiagtu WeliFeudla
wazinluldldegnegnies

2) Msssunsaeululuy Active Learning g
nssasnnn W Seulldmuuaniudsuany
Anutu WurinugnsAsdiasgy Welvigisousing
Aneguduszuy

3) MWnsdlfnwuileilniinugmsiasen

4) BUNNLU/UUURNYIR

1) Usziliuannuans
NAFBULDY NTEDUNAN
nArsenIsaeulanenia
2) Usziduannauiilesu
DU/ WUURNIR

PLO 2 Ussgnanguijuas
PANNITNNITAANA AT
IANITUINNTTY Ay
UIN55379 ien1sasie
UINNTIUNINITARA

1) USTLENGUNUATUUIANAIUNITAAIN AIUNS
IANTUIANTTY LLaSU%M’Iiﬁqiﬁﬁ]W%aﬂJﬁﬂBﬂgf’Jaﬁi’N
nsthluldaounsaififntuasdutagi

2) Ivilidgafinw) AuAd1 AR89 @01uN1TaIAIY
N13AAIN ATUNTITIANITUTANTTN LATUINITTINA
Tuilgtuuasunliufanfnduluewian

3) nMsseunsaeuduiuu Active Leaming lng
Aouildiusnmaniudeumnuaniiu wWurinue
M3An M3fuad ielEBoulimsiinseiesng
Dussuu wunsilassnuinuuinnssuuas
NIRANALTIATIETIA

a) MnsdiAnwfieliniinugnsilnseivesiSou
5) 9NTITIUNITADULUU Experts Knowledge
Experience Taaidayfinudanuanansadi
Fealumanifiiendes lddnasdudu
N13AAIA AIUUIANTTU AUNITUTNITTIAD 1
Usseneiiley/iaun/uaniuasuanudniiiu el
fanlFoususzaunsalanngideansy

6) WAUVHENU/WUUHNIR

1) Usziiuannuanis
NAFBUYDY N1TEDUNAN
A BIMsaRulateniA
2) USZLHUINNKNANUATY
UIANTTY

3) Uszifluanaudilesu
UDUMNY/WUURNR
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NAAWSN5ITeUS
va4angns (PLOs)

fanssuNSISIUNISaOU

ASn1sUsTliuNg

PLO 3 Uszandld
waluladansaumeiiie
ANSES19UINNTTUNNG
A5AAA

1) usseremsidmaluladuavansaume lagianie
nsvirdeyavunelvig) (Big Data) un3iAs1zsititevi
arandlaguilnalviangsd iy

2) gndegramsdmaluladansaumeannlgluau
ATUNTITAATIA N1FIANTTUTANTIN WALUIMITING
dieloigiSeuhluldlfesagnsios

3) Msiseunsaewdunuy Active Learning lng
dEoulidausamuanidsumiuAniiu wuinue
nsdn Wil Seuiimslinzsienadusyuy

1) MnsdiAnwufioliniinuzmsilnneivesdiGou
5) WBUMLNENU/LUURNR

1) Usziliuannuans
NAFDUYRY N1TEDUNANN
A MseNIsERUUA18IA
2) UseUNNNaIUAIU
UIANTTY

3) Uszifluanaudilesu
DU/ WUURNIR

PLO 4 Aiaszvitoyai
\Rendesiuaniunisal
NNNITAAILALTINILY
landagdu Tunisass
winnssuedeaiassn

1) UssEnevEnuazTuUnauNT AT iToya T
FoyaiBsUSnauazdoyadnunmiiieidosiv
anuNsainIenIsAaakazgInalulagiu

2) gpusuulfuianislunisldlusunsupauinames
dmfumsliasigideya wWu Microsoft Excel,
PowerBI, Python Hudu

3) MsiSeunsaeuduluU Active Learning 1y
Aouildiusnmaniudeumnuaniiu wWurinue
n13An AnwiAuAdl AAszn WUEnUuRng
AnneideyaiielUldlumsvilasanugiy
WINNITUKAZNITNAINTIAZTIATIA

4) 4OUNINB/WUUHNTIA

1) Usesliuannnanis
YAFADULDY NITRDUNAY
AR spNsaauUalena
2) Yssiiuanaunle sy
=L v}
UBUNUNY/LUUNNYIA

PLO 5 MYVIUAKKNUNALNS
NNNTAAIALAE
Uinsgshafiiedes
dm¥unanuiidu
WINNTTY

1) UTT8IUMTINUKHUNALNTTIAIALNITNAIN
onfegamINenagnsnanuiiduuinngsy

2) m3eunisaouduiuy Active Learning lag
AisudusiuuaniUdsunuAniiy Wuinuenis
Ain Anw1AUAIN AATIEANTUANEN (case-study)
3) AU uRn1sIeuaUnagnsnIsnaInlag A
landlliEninsnaununagnsnIsnaaLae
UAUBLHUNALNSNITHAN

4) [W1FIUNTHITUAUNTINURUNAYNENITAAA
VBIANIAUNITAAN

1) Usziiuannnanisaey
naanIAnsanIsaeulany
1A

2) Usziuannauiilasu
LAUNLNELAYNITULEUD
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NAAWSN5ITeUS
va4angns (PLOs)

fanssuNSISIUNISaOU

ASn1sUsTliuNg

PLO 6 Tdmalulaglunis
AUALYIYANNNITAAIN
WINNTTU LAZUIMTTIND

1) ussenensidmalulaglunisdurudeya
M3 uIINTIN WagUIMIgIRa e iiFou
ansairfsuvasdeyaiinanm fnnindede
LagASImINANREINITURIaUAULavn UG A
2E9YNADY

2) Msssunsaeululuy Active Learning g
dEouildusmaniudeumnuaniiu Wi
M3An e liGoulimslinsesiegraduszuy
3) AnvinwensauAuTRIiseY

4) MIMIATEIUIULIANTTUUALNITAAIALT
a39a79A

5) 19U/ UUURNYR

1) Usgifiuanuaunsaly
NsAUAUTBYANIAY
NSAAIA UWIRNTTULAY
g3A9 Tunsvhauildsu
UBUNINEANLNUTIUTINE
YpI019158

2) Usllunnuanns
NAFOULDY NSABUNATN
A MiseNIsERUUa18NIA
3) Uszifluanaudilesu
UBURLNY/WUURNIAR

PLO 7 UjURmnuAn5ssY

LAZATYTITUNINIYING
NUBA © VUL N3
UfuRnunguane ngssdeu
YoUIAUAIN) VOIANY
URINGIAY TN W89
wazUseine

1) Fuaslii3ounsuingsudounasdovsd
$IN99) VDIAME UNINYIAY HADAIUNITATIABLIAN
audednd Tuusiarsnedun

2) UTIHNEEALNINIUTIEIY BNFIREINTURNY
e loigiSeuldnsznindanmsssuuara3s55umis
F11Ms MaTenuRgndes Wy n13819ds nslal
AnaonnaNULBY wasnaYean sl FuRmumdn
INITHAZITIIIUTIN

3) Asavdeun1sasieduiSey aveaeunatns
dsuiildFuseunsng

1) Usgilununmguiay
N13YI9189UITANNTO1989
fignéfes laifinasnnacu
§§§ULLaSﬁWQﬂ¢’fE}QG}WNM5ﬂ
WINS

2) Uselluannwans
NAFOUYDY NITEDUNANY
1A MsenNsapuUa18nIA
Tuseieidemuuinnss
WALNNTAAIALTIAS9EATTA
3) Useiiuannnisindu
SYU

4) Usziuannsassuii
laSuneumnensaIan

PLO 8 anunsavingnudu
NUBALEIUTOLTAINUAR
A519855AUNITVIN9Y

1) MINBUMNBNUNGY WU 518900U M5ULEUe
AT TS U eruEeRITasg

2) Masgunsasuduiuy Active Leaming lng
AEsuildusuuanideumnuaalasnise e
nau ileRnlvsensulumuAniuiuanmauas

SfuAmeuTiAkazivanzaniign

1) Usgiliuannuaauiay
MTLEUBYBINGNALT
195U weaunune

2) Usgiiiunsidiusiunay
AuSURnTEUREIIUT
lpSuteuninglagraou
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NAAWSN5ITeUS
va4angns (PLOs)

fanssuNSISIUNISaOU

ASn1sUsTliuNg

3) Useldiunisidiusiuiay
AuSURAYOUR BT
lesuneuning Tnglgiseu
Uszifiunueauaziiiouly
&

3. nan1siuinaaviiiedutnisAne

Ul N1SUTTANAANSNISI38UFVaMaNgAT (PLOS)

1 PLO 1,6, 7 uae 8

2 PLO 1, 2,6, 7 gy 8

3 PLO1,2,3,4,5,6, 7 uaz 8

4 PLO1,2,3,4,5 6, 7uag 8

A139UEAINTITUTI] PLOS/YLOs
PLOs %’aﬂazﬂlaamwﬁq Learning Outcomes &isddl
FuT 1 Ul 2 S Fuld 4

PLO1 50 70 90 100
PLO2 - 60 80 100
PLO3 - - 70 100
PLO4 - - 70 100
PLO5 - - 70 100
PLO6 25 50 75 100
PLO7 25 50 75 100
PLO8 25 50 100
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815250 N1FIANITNUMIRUAMTULTANTTY 2(1-2-3) | 815250 N13AANITNNNITRUANFULIANTTY 3(2-2-5) | - vwAv1 815250 fu
UATNITNAALTIAS9ETIA UANIINAALTIAS9ETIA 815251
Financial Management for Innovation and Creative Financial Management for Innovation and - U%’U%aism
Marketing Creative Marketing - YSundheie
1.2.3) Avnawiziu WU 56 wawin
1. J¥109AY WY 47 widein
NENFIUUTANTTUUATNITARN U 40 wiaeia
815111 MINAMANETINATIA 3(2-2-5) | 815111 MInaAlNEs19ATIA 32-2-5) | - éhelunduitugiuaniy
Creative Marketing Creative Marketing fiu
815112 msfnwuazmsiseudiieaiugnin 3(2-2-5) | 815112 msfnwuazmsEeuiifeaiugnd 3(2-2-5) | - dglunduitugiuaniy
Life and Learning for Customer Study and Learning for Customer fiu
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815211 msnanaLonsasanaA 3(2-2-5) | 815211 mismanmuiiomsadnenaurnIa 3(2-2-5) | - USuFeturegin
Marketing for Creating Share Value Marketing for Creating Share Value mmlwwazmmﬁmqw
815212 UIMNTIULALNITATIYAAMINITAAIN 3(2-2-5) | 815212 UIMNTIULATAITATNLAAININITAAIN 3(2-2-5) | - USuAesueTIIN
Innovation and Creation of Market Value Innovation and Creation of Market Value mmlwwazmmﬁmqw
815213 msnaaidaiemadviaiddgneu 3(2-2-5) | 815213 msnmaidaiemipavaiddsney 3(2-2-5) | - USuAesUIeTIwI
Digital Interactive Content Marketing Digital Interactive Content Marketing mmlww,azmma"aﬂqw
815214 u?@ﬂssmﬁaa%azmeﬂ'ﬁﬁﬂmqﬂﬁ'ﬁ@&hﬁﬂ%ﬂ 3(2-2-5) | 815214 nIsWAILIMNAALAZASINETIANIIAEN 3(2-2-5) | - U§udeien
Smart Innovation and Customer Insight Aaviag Al - YSumesuesein
Digital Marketing in Action M lneazn1eIng Y
815251 MsRudmiugUIENaUNTS 1(0-2-1) | - - 9uU3 815250 N3
Entrepreneurial Financial IANITN NN TRUAINTU
815310 NIFYVNUHUNITHAIALTINALNS 3(2-2-5) | 815310 nagnsuazvALANIIAAINENESIIEITA 3(2-2-5) | - U§udeinn
Strategic Marketing Planning Strategies and Techniques Creative Marketing - YSuAasuiesein
815313 N1s¥ANISWAYNaENSAIIANA 3(2-2:5) |- U§udedun
Branding Management and Strategies - USumesuieTeian
815314  FEUUNIINAINTIRIYL 3(2-2-5) | - hennendenuiiu
Artificial Intelligence Marketing NUIAY
815320 msusMsAMANAUUIRNTSU 3(2-2-5) | 815320 MTUIMIAUNNAULIANTIH 3(2-2-5) | - USuAeSueTein
Quality Management and Innovation Quality Management and Innovation mwimLLazmmﬁﬂﬂqw
815321 ladafindlunisasenmuAIniansnain 3(2-2-5) | 815321 ladadndlun1sasnenmAIninisnain 3(2-2-5) | - USufeSueTein
Logistics in Marketing Value Creation Logistics in Marketing Value Creation mmlwmazmméﬁmqw
815326 wimNIsuuAENSERNUUUAISILIY 3(2-2-5) - Ysuanendefuduten
ANNEAZAINITES19E55A Wdon
Innovation and Creative Facility Design
815340 msUszgnaldinaluladansauneduiagy 3(2-2-5) - YSumnenteduduen
AUFUNUAIUNITRAN Wdon
Information Technology Solutions for Marketing
815342 ndnn1seuUlUTUNTY 3(2-2-5) | 815342 wnann1TUlUTLNTY 3(2-2-5) | - audu
Principle of Programming Principles of Programming
815360 ITUAIUUIANITULAZAITAAINTIES19E55A 3(2-2-5) | 815360 IesuuinnIsuuasnnaInlieaseassn 3(2-2-5) | - Usuresule s
Innovation and Creative Marketing Research Innovation and Creative Marketing Research mmlwauazmmé“mqw
815431  msdanisyaanslulaniva 3(3-0-6) | - siednlndunuein
New World Workforce Management 815132 UInNIIUNTT
ngulAsIULazN TN Y 7 widaefin
815190 lassumsimumAaLagn1suilgm 1(0-2-1) | 815190 1ASHIUNIAUNTHAUILUIANKNAR S U 100-2-1) | - U¥udedn
\Beadsassa Project in Product Idea development - USumeduresiein
Project of Design Thinking and Creative Problem
Solving
815290 1AT4IUNEIUNITIATIZNGIND 1(0-2-1) | 815290 AT UMM THALRERAST U9 102-1) | - Yfudedn
wazn1swUasanIwaIvia LAZNIZUIUNTT - YSumesuiesedn
Project in Business Analytics and Digital Project in Product Development and Process
Transformation
815390 lAssunainumsigideyadniugsia  20-4-2) | 815390 lassumesnunsiaundasiusifuLuy 20-64-2) | - U¥udeinn
Project in Data Analytics for Business Project in Prototype Development - YSumasuresiein

mwlvelazawsinge




91

NANGAT M. UUTANTTUUALNITAAIATIET19ATIA W.A. 2563 VANGAT MN.U.UTANTTULALNTAIALTET9ETIA mszﬁﬂ%’uﬂ@a
atuuFuuse w.a. 2568
815490 1ASINUNMEIULIANTTULALNITAAA 200-4-2) | 815490 1ASIIUNIAIUANTIATIUNLAITAAA 20-4-2) | - Usudedn
R GEUNGER L] LA 198 IR NNAN T U AULUY - YSumesuie e
Project in Innovation and Creative Marketing Project in Marketing Plan from Prototype mmlww,agmmé’mqw
815494 FULUUINIITINTATULIANTTULALNTAAN 1(0-2-1) | 815494 FuuUIMNNIPINIAUWTRNTIULAENIAaR  1(0-2-1) | - YSuAesuresiedn

1B9a5 198554
Seminar in Innovation and Creative Marketing

\easnaassn

Seminar in Innovation and Creative Marketing

MelneuazASIngy

2. Jyuden lLideandn 9 witefin | 2. Fyuden laitfesndn 12 wefa | - v
Widmdenansiedvn deil Wiaadenansedv dell Antoniden
815311 msnaerudedsuaznisaaineoulad 3(2-2-5) | 815311 msaameudedny 3(2-2-5) | - USudeim
Social media and Online Marketing Social Media Marketing - YSumeasSunesiedun
815312 N1s¥an1sgnAnduuSAIYEa 3(2-2-5) - fingen
Digital Customer Relationship Management
815313 MSUIMTIANTATIAUA 3(2-2-5) - eluduivndedu
Brand Management - Usudedvdu 815313
815314 F5UUNTNAINTATEE 3(2-2-5) - JSuresuneseivie
Artificial Intelligence Marketing mmlmLLaxmméﬁﬂqw
815315 MIWIULNUNITAAIALTNES19655A 3(2-2-5) - Ainoan
Creative Marketing Plan
- 815315 MISRAATNAS19AIIATY 3(3-0-6) | - swAvlnd
Creative Market in China
- 815316 N1INAINIAUSIIN 3(3-0-6) | - swAvlnd
Cultural Marketing
- 815317 AaUzn1519597619509 3(3-0-6) | - s1wdnind
The art of negotiation
815322 wiMNssUNIAANEMIUGIAIUTNT 3(2-2-5) | 815322 wiMNITUNIAANAEIMIUFINAUINNG 3(2-2-5) | - YSuredunesegin
Innovative Marketing for Hospitality Innovative Marketing for Hospitality AMwdange
815323 uinnssunsnaIndmiugsianIsnuns 3(2-2-5) - fingan
Innovative Marketing for Agricultural
815324 uinnssunseanadmiugsnagunm 3(2-2-5) | 815324 winnssunsnandniugsiagunw 3(2-2-5) | - USudesuieseiviia
Innovative Marketing for Healthcare Innovative Marketing for Healthcare mmlmaLLazmmé’aﬂqw
815325 winnssun1seaindnsunsiwitarauuiie 3(2-2-5) | 815325 winnssunsaaindmsunmsiuiiaganutui 3(2-2-5) | - Usumesuiesiedan
Innovative Marketing for Sport and Entertainment Innovative Marketing for Sport and Entertainment mmé’aﬂqw
815326 WIMNSTULATNITOENWUUAIEILIBAIY 3(2-2-5) | - fremnendeduluen
AN TS 19a@sA \don
Innovation and Creative Facility Design
815340 msUsvandldivaluladansaumadiogy 3(2-2-5) | -USunnenteduduien
FusunusunIsean \deon
815341 waluladiailoudmsunismaia 3(2-2-5) | 815341 weluladiaiioudmsuniinain 3(2-2-5) | - AudY
Virtual Technology for Marketing Virtual Technology for Marketing
815343 MaNN"IPRNLUUAMIULYYE 3(2-2-5) | 815343 wann1seenwUUdmSUNLLE 3(2-2-5) | - Aadu
Principles of Designing for Humans Designing Principles for Humans
815344 ﬂaqws‘?iamimmm 3(2-2-5) | - audy

Marketing Media strategies
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1.2.4) avnadne/Enousu/bnauludsUszma 6 wiaehin
815491n1sHnausuniensinaulussuseina 6 wiheie 815491n15HneusunIansEnulussUseina 6 wiieie - ARLAN
International Academic of Professional Training International Academic of Professional Training
815492aunaAn 1 6 WY 815492auNaAnN®1 6 WL - ARLAN
Co-operative Education Co-operative Education
815493715HN91U 6 WEAR 815493M15HNITU 6 WUIBAR - ANLAY

Professional Training

Professional Training
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maUsguisugIvmangasiva w.a. 2563 uaznangnsusuuse w.e. 2568
wiauneansEn1sUTuUse

ningns MU UIANTTULAZNITAAALTIAZ 19655 nangns MU UIINTTULAZNTAANALTIAZ9E55A awzﬁﬂ%’uﬂy
W.A. 2563 atuuFuuse w.a. 2568
815101 n1sadeanufasazisitiuniatalunsaanwuy 3(2-2-5) 815101 n1sadeanudauazusitunnalalumsessnwuy  3(2-2-5) - Usu
Kick Start to Design Thinking Kick Start to Design Thinking AesuY
msaseanudanazissdunalaluniseenuuu laen1ssau nsasesanuAnauazusatunalalunisesnuuy 1nen1959UTIU 187397
sruteya Ains1esi duesigidoya nstmualanduazitevlvweans | deya sz dauasigsidoya nisivualanduaziloulvvesnis MWBINgY
DONLUUNNAINALTIES19a55A DONLUUNNANNAMLTIAS19855A
Generating ideas and inspiration to design and Developing design ideas and inspiration, Collection of
approaches for using data collection, analysis and synthesis in | information, Analyze the data Synthesize data, Define the problems
order to define the topic and criteria of creative design thinking and conditions for creative design thinking.
815102 nszuaumsAuaiIANiuinnTsauLasn1saain 3(2-2-5) | 815102 nszudumsAuaiianuiuinnssuuaznisnain  3(2-2-5) - Usude
agraluszuy agrafuszuy AWSINgY
The Systematic Process of Innovation and Systematic knowledge inquiry in innovation - Ysu
Marketing Research and marketing ANBSUY
ﬂﬁﬁ‘Uﬂ"JjﬂLLﬁNMWﬂ']']@JiLﬁIEHﬁUUiL’Lﬁuﬁ?ﬂ?ﬂﬁ@?ﬂa’mmmﬁﬂ nguijuinnssunazndnnisvesnsiviumeanuiediaduszuy 1597
L%auiﬁgwgugﬁLmsnﬁﬂqﬁaéwﬁﬂis%w%mw finsananaindede miﬁum‘ﬁ'a;ﬂaL‘ﬁaﬁ@umejmmﬁma%waisﬁmqmimmm Towmatiens | - preilneuas
YDUVEUTIUFBE1ENANNT NTEUIUNINAY wanideuaudnuiu Lwﬂiuiaﬁlﬁami%uﬁu%aga 59U wagdasizRaniunisali AMwSang
Tngldnnuiannaanisien nszuiunisin nszvaumsuAtigm | Wasuwawssgndldmaluladansaumaiionisiundeyarmiuiuas
nszUIUNIUNUR a3una wEuannAnnsuAtdymegralussuudieg mmﬁma%’waﬁﬁlﬁaﬂﬂﬂémiagﬂﬂLLmﬁﬂé’mufﬁmiiumdm‘mmmﬁ
BAAIININNITAUNY Waeegsnala
Rising problem issues in marketing and innovation, The theory of innovation and principles of systematic
effectively research for knowledge related to the questions derive | knowledge; gathering insights to 113 inspire creative marketing ideas;
from both primary and secondary learning resources, critical | leveraging technology for data retrieval; collection and analysis of
considering of the reliability of the learning resources in order to | changing business situations; utilizing information technology for
obtain entire data, applying group discussion process by using the | knowledge discovery
knowledge from different fields, systematic problem solving using
thinking process, problem solving process, practicing process to
contribute, summarizing and suggesting of systematic problem
based on the knowledge found.
815103 NM159ANSUTZENTAINAULDILAZDI1 TN 3(3-0-6) | - \fiusein

Self-efficiency and Career Management

AMUNUIBLASAIUFIAYVBINITIANITAULDILALIANI T
n153uiie aueuiedvundmuedinaznuaunisiiny
auandindnlunisdanisauwagnisiia Ussansamlunisienu
asdusEneuiiaeviliszauanuduialunisyieu nsussiiunanis
MU VOIIULDIDE NN TZTUURAZNITHRIUIAULDY

The meaning and significance of self-management and
career management; self-directed learning to establish life
objectives and plan career performance; key characteristics of
effective  career management and career effectiveness
enhancement; components of career achievement; and systematic

self-evaluation of career performance
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815203 AMENBINAELTIIVINITNATULIANTTY 3(2-2-5) | 815203 ANWIBINGUTIIVINIINAILUINNTTULAL 3(2-2-5) |- Uiu
HAZNITAAIMTIATINATIA NIAAIMTIAI9ATIA Aesune
Academic English for Innovation and Creative Academic English for Innovation and Creative 18791
Marketing Marketing M lng
HNUTUNAI¥ISINGUNIFIUUTANTTUUALNITARIALTS Anuunamanguitanisils w914 Wy Auwianssuuay uae
afassAsnllisarnifsrvesedadvsedninmioldlunis | mwmaadaiassisuluanniifssvesessiussansnm ABINGY
iaweaNay NsAnwIsie N1sENuLaENITURTRUAS Effectively practice the English context through listening,
Practice academic English contexts concerning Innovation | speaking, reading, and writing in innovation and creative marketing,
and Creative Marketing related fields in order to prepare for | as well as related fields
presentation, further education, professional training and hands-
on practice in real-life situation
815110 sWaEWUgNITUNUIANTINNIAIA 3(2-2-5) | 815110 SWAWUFNITUNNUIANTTUNITAAIA 3(2-2-5) |- Ui
Innovative Marketing DNA Innovative Marketing DNA A95UNY
nsRauInIsaNAansaRla( 1Q) wagersual (EQ) n1s AsimuInIeAuAansaflygitazensual n159anIs 183
FansauAnainaassd Jadevnsaninandeusiisgiifinasiens | mwAsaiassd Jadsuwisanudiia audmamseann diidnlddu nwlve
a519a550 nIdlAnw LAz MDY NP IANTIUATRAIN e anmuindensnenfifinadenisainassd nadidnuiuagdied way
Development of Intelligence and Emotional quotient, | M uuinnTsNAITAATN AMwdange
creativity management, environmental factors that affect creative. Development of intellectual and emotional capacities,
Case studies and examples in innovative marketing management of creativity, success factors; market value;
stakeholders; environmental factors affecting creativity; case studies
with examples of marketing innovation” “Innovative marketing ideas
and principles; marketing environment; marketing viewpoints and
content with an awareness of consumer behavior; market value
creation with social responsibility and ethics
815130 N133ANTSTINATBUALNITWANAUNIIATN A 3(2-2-5) | 815130 M1TIAMTIIMETBUAZNITWANIUNIATIIA 3(3-0-6) | - Ui
Contemporary Management and Digital Disruption Contemporary Management and Digital AesUY
nann13dnnislagysznaumie fUsnsuazn153ans Weunis Disruption 3189
YRNBHNINI5IAN1T Nsdnduladieadneassd n151uaY N15dn MANNITUIMITUaENgun153InNsTImaly n1gdinguing mwilve
peAnTuAzaIRnTIEiousss mauivsminensuywd nsdeansnelu | adelual n1sdndula nismaunudanagns wainosdnsiaiiouats n1s uaz
0315 §1in159519 M1sAInAN NMsUIMIsMIsIABuLUAILazAns | Samsnswennsuyudsalie sansenuveanaluladfdviauasuinnssa MWSINg Y
Wi asdnsnneansenumelulaBAtvianazuinnssy nadifinu | donsiwuiesdns nsdAnvuietmuvinuslunisussgndngquinis
sumswandumsidviafidmanseudeguuuugsie Auduazuins | Uimsdamstwals  msdamsuinnssy
Principles of management includes the executives and Contemporary management principles and theories,
management, development of the theories in management, | Contemporary executive leadership, decision-making, strategic
creative decision, planning, organizing and virtual organization, | planning, virtual organizational dynamics, contemporary human
human resources management, internal communication, | resource management, the influence of innovation and digital
leadership, motivation, controlling, change management and | technology on organizational development, and case studies to
organization development from digital technology and | apply contemporary management and innovation theories
innovation’s impact, case studies on digital disruption that impact
to the business model, products and services
815131 atdnsuazdadlun1s219umuni1snana 3(2-2-5) | 815131 aamsuazRallun1snuuunisnain 3(2-2-5) | - Usu
Art and Science for Marketing Plan Art and Science for Marketing Plan Aoz
WUIAALAZAIINAIAYVDINITINUNY UTELANVDINITINUAY WUIAALAZAIINAIAYVDINITINUKNY N1TILATIZRARIUNTE] ERldpiie!
TrQUsTAIATDINITIIAY BIAUTENBUVDINITINUAY dnvaizraints | maniseatatulagiu msdesizilonianieaniseain Msnseniy el
MUHUTIR N5EUINITIUNL N15USULKY Fo51 TIN5 19U ABIN1TVBIMAIAUALYNAT nsUszdiunsmaIaLarkUUs Ao Biians ey
nsrganIunsaimaniseatatutegiu mslieseilenianis | Avuanagns msimswﬁdauwwamLﬁ@miﬁmu@ﬂﬁqméﬁm ATWBINGY

a ua a

N13RAN LLﬁBﬂﬂUQ’Uﬁ]ﬂ'lﬁL‘UHULLNuﬁﬁuui’ﬁﬂﬁﬁllLLﬁBﬂ’]ﬁ(ﬂﬁ’]ﬂ
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The concept and importance of planning, type of plan,
the purpose of the plan, elements of planning, appropriate
characteristics of planning, planning process, adjustment plan,
planning restrictions, analysis of the current market situation.
Analyzing market opportunities and practicing in writing an
innovation and marketing plan

Anuasnsalunsudely nMsussgndldansaumaniseaiauaznagng
adelvi AnUfURnmadeuunuiueinnssuwaznsnain

The concepts and significance of planning, the analysis of
the current market situation, the analysis of market opportunities,
the analysis of market and customer needs, the market evaluation
and models for strategy determination, and the market share
analysis for Formulate competitive strategies, implement marketing
information and contemporary strategies, and engage in the

development of marketing and innovation plans

3(2-2-5)

Innovative Human Resource Management

Auddgresuianssulunuuimanineinsuyed
WanswagnguinIUImaineInsuywsd Usngnisaifidnanssny
AENITUIMITOUNINEINTUY B T2UUNITUIMINTNEINTUY WYY
Tassadauagmiifiveanisdanmaminensuyys MIauKUNINgINg
UYwd NITVIUNITIANTITNINEINTULBE NIIRAUIAIILAINTOVES
ninensuywd nMsiayemnsieRmun winnss seuumsauma
ilemsusmmiwensuywd msaduayuliAnuinnssy ssdnsui
nsBeus nsdifnviiafuesdnsithnsadauinnssulmilngende
nsusmsninensuywdluly

The

management,

815132 WIANTIUNTUSIININENTUYWE

importance of innovation in human resource
development and theory of human resources

management, the phenomena affecting human resources

management, the human resources management system,

structure and function of human resource management, human
resource planning , human resource management processes,
human resource development, human resource development for
innovation innovative human

improvement, resource

management, information system for human resource

management to support learing organization, case studies about
organizations that create innovation by applying human resource

management.

- Waswdu
18737
815431 AS
NS
upaInsly
Tanlol

815220 ni1sdanisimaluladuazuinnssy 3(2-2-5)

Technology and Innovation Management

mnu$lvlumsdanisuinnssuuasmaluladlussiusadng
vy dnway wag UNUIMTDINITIANITIAluladuazuinnssy
unuImnthiinazUseLanvesuianssuiundn SusikazuinsHu
NIPUIUNIIAIUNMTIANTT NTadreausluesdns n1suseiliuaiy
NN AU INNTTUAUDIANTT msf‘\’]’mmﬁmmﬁmmmuaxﬁﬂwmq
wealuladmsUszgndldnnuinenisinnismaluladuazuinnssuite
wsuadadneninlunisudaduvesssia nisidenld n1siaun n1s
wznunalulad n1sareneamalulad Wusinsmiegsfiawazay
TaSaunmenisuasty

General knowledge in innovative and technological
management in organizational level, definition, characteristics and
the role of innovation and technological management, function
and types of innovative products and services through the process

815220 n1sdantsmaluladuasuinnssy 3(2-2-5)
Technology and Innovation Management
nannisuazuuInjiivenisinnisinaluladuas
winnssu n1suszidiu waznsAmdenmaluladluminielinisieszi
TeyaiiAsadostuaniunisaimenisnaiauazgsislulandaqgiu ns
Wauaradunsianismalulaguazuinnssununagns nseuiuns
aautanssususinmsanluaudimshluldludonded
Regulations and processes for managing technology and
innovation, evaluation and selection of new technologies in the
context of data analysis associated with global business conditions
and the current situation of the market, creating and putting into
practice innovative and strategic technology management, The
process of creating an innovation, from conception to marketability

Usu
AesuNeY
187377

M lng
uag
Mg
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of management, knowledge creation in organization, the
assessment of the suitability of innovation with the organization,
expertise and technological skills management, the application of
knowledge in technological and innovative management to
enhance the competitiveness of  business, selection,
development, seeking of the technology, technological transfer,

affiliate business and competitive advantage.

815221 wudanssuuazn1sIan1sideUjuAnag 3(2-2-5)
Innovation and Operation Management
wuIfAkasNgu)n153An15UHURNS AudrAyuas

AENTUSIEN I IaNIsuLarN153nNsURURNT Msuselinlade

sumsufUanisieanuasasuuinnssy winnssulunisianisly

U unuImrasEInn1sujiinislunsadrauinnssuwag sy

nsUSulgsededeios uinnssundndasiuazuinnssunszuiunis

Tutiunveanisdnnisufoinmsuinnssuuasmaiulnegadsdu
Concepts and theories of operations management,

meaning and importance of innovation, product and innovation

process. the application of the organization's ability to create
innovation’s development capabilities, development of the
innovation process in order to build innovative business model,
managing process of research and development for creating

innovation, technological transfer for creating innovation

815221 udANssULAZNTIANITRUURNS 3(2-2-5)
Innovation and Operation Management
wuIfnkasngun1sinn1suianis audidguas

ANUFLNUSTENIUTANTIULAEN15IAN1SUS UANS nsUssiiulade

aunsufuanisdeauansasuuinnsst winnssulunisdnnisly

aUN1u uinnssundndudiwaruinnssunszuIunsluusuNYeInis
dan1sUftAntg uinnssu auamuazasiulnesadiy

The concepts and theories of operations management,
the significance and relationship between innovation and operations
management, the evaluation of operational factors on innovation
capability, innovation in supply chain management, product
innovation, and process innovation in the context of operations

management. Quality, innovation, and sustainable growth

- Usu
AesuNY
187377
mMwlng
uag
Aedangy

3(2-2-5)
Intellectual Property Management and Innovation

815230 msIan1snswdAunslygnazuinnssy

AUNNIE BIRUsTNaUarUIsLATaInSndduntslya
Jeedu szuunindaumalyan anuddyreminddumdyalu
spuULAsYgNalud 530U TRNTIuAUNITUINISIANIS NENgauNIa
Yayayr Toun anuduasenasnisunlesdnslunsndaunisloay u
azUsELnm WU ansURsiASewmanenisAn, avans, Sansumindau
medaalliusslen uag Basussdugadmindgduniadan
introduction  to

Meaning, elements and types of

property, property
importance of intellectual property in the new economy, business

intellectual intellectual system, the
innovations with intellectual property management includes the
protection and rights in each types of intellectual property such
as patent, Trademark ,copyright, how to apply the benefits of the
intellectual property, and the assessment of intellectual property

value

815230 n1sdnn1msnwdaunslyguazuinngsy 3(2-2-5)

Intellectual Property Management and Innovation

ANNNIY B9AUTENaULasUsELANYOINSNEFun1sUagn
WJestu dsmammesuinnssumsusmsdamsnindaumalyan 3503
dmsnddumelyanlulduselend uar Bnsussiuyammninddums
ey

The meaning, components, and basic types of intellectual
property. Types of innovation in intellectual property management,
methods for evaluating the value of intellectual property and

methods for exploiting intellectual property

-~ Usu

A95uUNY
187377
MMwlng
uag
Mwdange

815240 NNFAATISAAUMNAAIEASNINITAAIALAS 3(2-2-5)
FTUUTINVIRITL
Marketing Informatics and Business Intelligence
N133AsIERNgANTINGNAT LAz inngAnssugnAuulan
wiotnededinn n1sldu Google Analytics NMFIATITRARLINIS
ve9fuslan AssaAndanuengingsy Wunieuilaa n19ld
intelligence dashboard n15M491u data studio N15AATIEREMTU E-
commerce, Mobile, Tag manager inadianisldin3esiionisy 1oy

Facebook Insights, Ads Manager, Social Listening, Social Chatbots

N3AATEINNITNAR
Marketing Analytics

unuwesteyalunsinsizinismain nsiusiusudeya
waznN1sYIINIITeyanuvawmaneelal naneeulal uasfdva
wnannedy nsiasivideyalaglusunsudniagy nsianaznis

815240 3(2-2-5)

renulsEdnSnmmsandununiainisnainfgnsasisasuese oy
NTIATRToYARN LATDITATIEVTINT
The role of data in marketing analysis, data collection and

integration of several data sources (offline markets, online markets,

- USudedn

- Usu
AesulY
83
awnlng
uag
Awdangy
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wag n1sinna LLu’Jﬁmﬁ‘mﬁ'ﬂJQiﬁﬁlﬁﬁla%ﬂzLLazizUUﬁﬁUﬁﬂgumS and digital platforms), data analysis using pre-made programs, and
Anaula Useanuaznszuiuns dndule anvugansaunadmiugsia | the measurement and reporting of the efficiency of marketing
5%‘%83LLazLﬁaaﬂ’Uﬁyumiﬁﬂau‘lﬁl NSAAIUN LLUUﬁWaa&Lﬁaaﬂ’UﬁHu operations with the creation of dashboards, all through the analysis
nsAndula wuIman s sEuvatuayunisdndula ns3msen | of data from the Business Analytics Tool
Joyagsna unumvestinInemanideya nsdlAnwin1sineiay
MIAAALALITLUUTINIDIT
Customer  Behavior  Analysis, Insights  customer
behaviors on social media networks, Google analytics used,
consumer analysis, goal setting in consumer behavior, consumers
journey, using intelligence dashboard, using data studio, analysis
for E-commerce, Mobile, tag manager, techniques for using tools
such as Facebook Insights, Ads Manager, Social Listening, Social
Chatbots and their measurement, concepts of business
intelligence and decision support systems, the types and decision-
making processes, information characteristics for business
intelligence and decision support, model development for
decision support, guidelines for development of decision support
systems, business analysis, the role of data scientist, case study of
the analysis in marketing and business intelligence
815250 N1SIANITNINITRUAMTUUIANTIH 2(1-2-3) | 815250 N1FIAAITNNNITRUANTUUIANTIURAL 3(2-2-5) | - s
LLﬁzﬂﬁ‘éG‘lﬁ’]ﬂL‘?Nﬁ%’]«iﬁiiﬁ msmmm%aa’s’waﬁﬁ 815250 Ay
Financial Management for Innovation and Creative Financial Management for Innovation and Creative 815251
Marketing Marketing - U%U%aam
MWTINVBINTUIITNTRU NMTUATIEWIUNTRY AdU ANTINYDINITUIUITNITAY SUNTRULAZNITIATITHRIU | - &y
AIUNALIAT AINNLEB LT NARD UL 33N15TRnsAUNINS A 9 | 1198 U ATRUAINNIALIEAD AIULA LAY NANBULNY 33N159ANTS MasUNY
WAIRLYU MIATNN1TAMmU lassasiavesluu Aunindeneg wiaadunu 1Aseasnareadunu NsiInuasuY UL 5983
Overview of financial management, financial statement | A1lga1e ASRNTUINTA Y Awlne
analysis, time value of money, risk and return, management of An overview of financial management, financial LA
assets, sources of funds, capital budgeting, and capital structure. | statements and financial analysis, time value of money, risk and MySIng e
return, methods of managing various assets, sources of funds, | . {$Uunuredn
capital structure, cost allocation, and expenses, investment
evaluation
815111 n1smamlieasneassa 3(2-2-5) | 815111  mseaAlead19dssh 3(2-2-5) | - delungqu
Creative Marketing Creative Marketing ‘ﬁug’]u
BUIAALAZUANNITAAIALTIAS19855A N13ad19a99A WUIRALAZNANNTAAIATIASINETIA ANINLINAOUNIS RNIZAY

ﬂWiMﬁWﬂﬁ?ﬂHNN@QLLﬁZLﬁB%W gummmsmmmuuﬁugmm’mﬁﬂa
waFnssuguslan nsedeyariiin nsUsEgndlindn msnanatie
amnudfavesesdnsognadadu nagnsnismainateluel 93essauly
UNTAAA

Concepts and principles of creative marketing, creative
marketing perspective and content, marketing perspective based
on consumer behavior, creating value added, The application of
marketing concepts for

sustainable organizational success,

modern marketing strategies, ethics in marketing.

ANIRAN lqlllllENLLa%Lﬁi)ﬁ’lﬂ’limﬁ’]ﬂUuﬁUEWUﬂ’ﬂﬂJL%ﬂiﬂWﬂaﬂiiN
HUSIAA N19a319YaAMINNIIRAIAGILATTEUTIULALATUTURATR LD
GAGH]

Innovative marketing ideas and principles; marketing
environment; marketing viewpoints and content with an awareness
of consumer behavior; market value creation with social

responsibility and ethics
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815112  msAnwuazn1sBeudifeadiugndn 3(2-2-5) | 815112 nsAnwnaznsGeudifeaiugnén 3(2-2-5) | - éelungu
Life and Learning for Customer Study and Learning for Customer ﬁugﬂu
n1sdTateyangugndn naAnssun1siuivirunives WeRnsIu imuad sukuunsaliugin sedunisdndula @A
anA sluuUNIAliLInvegnAT N1TIATIEsEAUAILENTILAY i mnugnifuLazdsgilavesgndn, Tenmanisnisnainainnisiionsan | - Ui
mamasgslavesgndn uimnssumnanslunsufdusiug fugndn anudeanisngugnaiivine, auiwdn farifislyadiuaznouauss Aesuy
A survey of customer groups, perception and attitude mmﬁadmiﬁuadgﬂﬁ? 318791
of the customers, customer journey, analyzing level of customer Behavior, attitude, lifestyle, and level of purchase mMwlng
engagement and finding customer motivation, marketing | decision; customer incentives and engagement; market aH
innovation in customer interaction. opportunities with consideration of target customers' needs; AWaINg Y
valuable product development for customer needs and satisfaction
815211  m1sAaALilanTsai1enaIAnIIL 3(2-2-5) | 815211  msaanakitentsa¥enmA1I 3(2-2-5) | - USvu
Marketing for Creating Share Value Marketing for Creating Share Value Ae5UNY
WIANNITATNAMAITIN AITUNNIBYDINITAT9AMAT WUIAANTITASAMAITIN AIUMHIBYDINITATNAMAITIN 316391
513 seAvveanisaianuAisin Adeumuiuiinveusedany | stduvesnisaianuAin Adeurusuiinreusedny dswandon nwlve
dswndonnarssiuvd yulouiiidnddn nisadrsquarsidions | uagsssund yuieuiifdediin msareauarmiionisidulnedn e
Aulnegnadsdu fegrauaznsdifinwinisaianasiu ety Feghauaznsdifinunsainenmiion MYy
Concept of creating shared value, meaning of creating Concept of shared value creation, meaning of shared
shared value, level of creating shared value, value of social, | value creation, level of shared value creation, social responsibility
environmental and natural responsibility, conscious capitalism, | values Environment and nature, Conscious Capitalism, Shared Value
creating shared value for sustainable growth, examples and case | Creation for Sustainable Growth, Shared Value Creation Examples
studies about creating shared value. and Case Studies.
815212  uIANIIULAZNITATINYAAININITAAIN 3(2-2-5) | 815212 winnssuuaznsaineyarmanITnaIa 3(2-2-5) | - USu
Innovation and Creation of Market Value Innovation and Creation of Market Value Aasune
nsadrsyarfislagliuinnssuuazanuAnainsassd s wAaNsaseyacl Anudesnsvenguidmung n1s 318791
NANYUUBINNAITAAN miL%Eluithuﬁ’ﬂﬂﬁmmmﬁﬂizaummﬁﬁL%ﬁ] wWrlanquidmuneg ufmﬂﬁuﬁmauauaamm@’fa&mﬂadmjm‘f]ﬁmﬂﬁl nwlvy
Wednneiaummuannudiswderudumaivesguuunisaaa | uinnssundndusiiAnduinnisaaadfiunianismain asdiing way
aUsEMeANAnasassAldlugULuunInan AU INNTTULAENITATIIYAAININITRATA ﬂ'ﬁLLaﬂLUﬁIEJUL%‘EJuiﬁ]"Iﬂ AWBING Y
Creating value by innovation and creativity, flipping of thnseaadivszauanudiia
marketing perspective, Learning through successful marketers to Value creation concepts, target group needs, target
analyze the cause of the success or failure of the marketing, | group understanding, innovations that address target group needs,
sparking creativity merge with marketing form. product innovations developed to provide additional marketing
value, and case studies pertaining to innovation and value creation
sharing expertise from successful marketers.
815213  nsmanadaidowaaviaialdney 3(22-5) | 815213  mnaaidailemddiadddnou 3(2-2-5) | - USu
Digital Interactive Content Marketing Digital Interactive Content Marketing AosUY
MIeTgiuumaiieliinnismaianssiunnudesnis mmﬁﬂﬁafuaamimmmﬁam NLUIUNNTNNNNIAAIAT 1837
vosgnén Anwidsnisandeniuasiaundenivaddiney s | nsvduuasfgaanuaulavesgné nmnenagndidonuarasiaiom nMwlng
AOENTVNINITAIALUUABIVG NTLUILNINNITAAAT nazdulay | uuuiufduius nMansueunsidemisnsauiutemnanisnain way
faganuaulavesgnn Bnsaademuasinundonivauuuiufduius msnunundnaeu Mgy

Analytical approach to the marketing needs of clients,
a study on how to create content and develop interactive digital
media, two-way marketing communication, marketing process to

encourage and attract customers.

wudwasluslualimnzaududemianisnain Anujusimadanis
adwarnsdidomiemalilatnisnan

The significance of content marketing, attention-
grabbing marketing techniques, interactive content creation and
strategy, content planning for marketing channels, techniques for
developing digital media and content. Interactive, organizing the
creation and promotion of content to fit marketing platforms,

putting marketing technology creation techniques into practice.
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815214 uinnssudaniezuaznisinungnéiognsdnde  3(2-2-5) | 815214 nMsWaLuuIRAUATASASIANMIAAARSTaYAlsl 3(2-2-5) | - USufeim
Smart Innovation and Customer Insight Digital Marketing in Action - Ysu
NSANILLININISHALIAINARAS9ETTAkaz LTINS IY nann1sna1nadda wudlinguilaalugafdva n1siAsieh MUY
miﬁ%’mu%}ﬂﬁuﬁmmﬁaﬁu n1511AN3 ANLARETIeATIA inwe %amﬂaLﬁﬂﬁL%ﬂﬂmmﬂLLaz@ﬂﬁﬂanNgﬂ‘%d ANSAUNIAUANES19ATTALY 7839
wazUszaunisaimamalulad sluiimdnszuiunisin nmsmaeddia | nisafanagnsuasurunisnatneeulavasisll iniesiionisnisnain Aelng
NAgNSNISIAINAIYA wiAnmen1saawuuysan1sadelvl Taya ﬁ%ﬁaiuﬂ13§aa75vLUéTamj1JLﬂwmm7iLﬁm%'aﬂwdaamwm 9 N9 LAy
vualuguazmsiiaszideya ndesiiolunisiiaseidoyagndn | 2aununagnsnisnaIndda n1sdanisuinsgnénduiiusaiva Mwsang
nsdifnyfiifendessnuuinnssusindesuarnisfinuignéiegednds | nsdifinwinisnaniaviagalyel
A study on the development of creativity and Digital marketing principles, digital age consumer trends,
innovation, creating sustainable innovation, applying of | data analysis to fully comprehend the market and customers,
knowledge, creativity, skills and experience in technology, the | finding creativity in developing contemporary online marketing
concept of thinking process, digital marketing, digital marketing | plans and strategies, digital marketing tools to communicate with
strategies, integrated digital marketing concepts, big data and | target audiences. Planning of digital marketing strategies,
analytics, customer’s data analysis tools and related case studies. | involvement in several channels, digital customer relationship
management Contemporary case study on digital marketing
815251 nsRudmiuusznaunis 1(0-2-1) - - uivin
Entrepreneurial Financial 815250 N3
nsuUnsnsiudmivgsiasulnddumelulad s AN
ANUAAIINADINITRIUYY WASAIUNU ﬂﬁﬂizl,ﬁuasamﬂuaaﬁﬁﬁaﬁ'm UFIS]
Tyl nsimuar1neULNLYDINIUAENAYNENSENAMY d sy
Elements of entrepreneurial finance, focusing on uinnssu
technology- based start-up ventures and the early stages of oH
company development, funding requirement assessment for ANINAIALT
startups and sources for funds, valuation of the startups, a59assn
employment compensation contracts, and exit strategies.
815310  MIINUNUNMINAIATINGYNS 3(2-2-5) | 815310 nagnsuazmalianInaIaleaieegssd  3(2-2-5) - U3uein
Strategic Marketing Planning Strategies and Techniques Creative Marketing - J5u
ANTINUHUNITAATR TLATIZRNIUEBULUAILHUNTS uniignisnaiadisaineassa wallan1sidenana AosuY
naniiteliiaenadesdaanimnsalnainvdedsesiiandndameivay | ngAnssuduilaauazininen msa%w%”mu;ﬁa nsassenanyalues 59937
AUAT MWUIFULUULNUNITAAIA USENBUAIENITILATIZN | LUTUA A9LENEeImMIINIIRATN NayNSNITUBNAD LELILAZAITVBINY mMuwlng
anmuandeumeluiaznisuen mafvuasann madenidwing | sus nsnaafisninuazidont uwaslesunaznagniludeaiie uaz
WAENITUKUALUIINNEAS e NMsimuanagnsdiudssaunng | n1snatawuudungiowges nMsasuavmewnTieninisnisnann MW8InNgY

nsmann nagnsildlunisaana nsdifinuiAsitesuas AnugtRns
TUNUNITAAATINALNS

The marketing plan, analysis of the changes in
marketing plan to conform to the situation. The market or product
‘s life cycle, development of marketing plan’s model consist of
the analysis of internal and external environment, market
targeting, target selection and product position’s planning as well
as defining the marketing mix strategy, the marketing strategies,

related case studies and practice in strategic marketing planning.

N159a1ABeUsraunIsalazn1sRaINLUUNealas N1siaNansEnuves
MSMANATILINLLY N15ABANTNITAAIALULYIAINIT NIUHLLAE
nsadunsualy NMsdavinsudssananasnsinasninens n1s
Takazdinsnenin1snaIngaaineassd n1sinuuinisinenaensnig
MInaABEieash
The

research techniques, consumer behaviors and psychology, the

introduction to creative marketing, market
creation of Buyer Persona, Brand Identity, Marketing Storytelling,
Viral Strategy, Brand Voice and Message, Visual and Content
Media

marketing, marketing content creation and distribution, experiential

Marketing, Social Platforms and Strategy, influencer
and guerrilla marketing, measuring the impact of unconventional
marketing, integrated marketing communications, planning and Run
campaigns, budget and resource allocation, measure and analyze

creative marketing.
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815313 N153ANITUALNAYNSATIRUA 3(2-2-5) |- UiuTein
Branding Management and Strategies - JYSu
wnAnfeiuATAUM AuAEALR LA NITUITAT) fasuly
AuAluyatagnAl N1IIEFIUNIININITAIAYDINTIFUAT N191FeN 7839
24AUTENBUATIAUAT N15DBNUUVUAINTTUNNAITAAIA NITYTNINIT Mg
doansmnamsnann nsdifin¥In1sdnnsuaznagnsnsduan Inufdfng LAy
TNNAYNEATIAUA BINgY
Brand  concepts, brand equityand brand | - gggnien
management from the customer's perspective, brand market Banduen
positioning, brand component selection, marketing activity design, Uy
Integration marketing communication, case studies of brand
management and strategy, Brand strategy planning practice.
815314 FTUUNMINANNDIRILY 3(2-2-5) | - érgannien
Artificial Intelligence Marketing Weonuwdu
Tﬁyugwu‘f]zytywﬁzawi A15ILATIERAINAIA YD NUIAY
Uyayuszhvg dofdaidevesdaygivsshivg nsirlygiussivgun
Uspendldiuaunienisnan ssuunisnainganios nsaAnyIsEuy
nsmaadaeSezanldon msinsginisisouiieedes
Fundamentals of Artificial Intelligence, Examination
of the significance of artificial intelligence, Advantages and
disadvantages of artificial intelligence, Utilizing artificial intelligence
in the field of marketing, Case studies of intelligent marketing
systems in use, Machine Learning Analysis.
815320 N1SUIMIIAMUNIWAULIANTTY 3(2-2-5) | 815320 NITUIMITAMNNAUNIANTIY 3(2-2-5) | - Usu
Quality Management and Innovation Quality Management and Innovation AosUY
WRARLAENBHNITUTIIAMAIN US¥Q1n1TanIsA NN WUIAALATNGWHNITUINITAUAIN N15AIRUANAYNSATY 3787
N13AIMUANAYNSAUANAINGNITARUINTANTIN N1500NLUUNTT | AMAINEN1IHAILILIRNTTH N1seanLuunsdaniIsAannlunisudn nwlng
Fanspunmlunssdnduividouimsedistiuinnssy msussendld | Audvieuinisednaiuinnssy infesdielunisianis munuuazUTuU uaz
adflun1sAIuANANAIN Lﬂ%adﬁasLUHWiﬁﬂﬂ’]iLLa%U%’UﬂiﬂﬂiMﬂWW AU NINBINTUYBILUNITUTIITANAIN 519T8AAINUAZTTUY AWBING Y
VI%/‘WEJWﬂiiJ‘léEEﬂHﬂ’]iU%%’ﬁﬂﬂdﬂ’]W iﬂﬁa@mmwuazssw@mmwmm AUNINAINNINTZIUEANG
UINTFIUEINA Theories and concepts related to quality, management,
The concept and theories of quality management, quality | establishing effective tactics for the growth of innovation, creative
management philosophy, determination of quality strategy for | quality control design for the manufacturing of goods or services,
development of innovation, innovative design of quality | Tools for Management, Control, and improve the quality, The use
management in the production of goods or service, application of | of human resources in quality control, An international standard-
statistics in quality control, tools for management and quality | compliant quality system and quality award
improvement, human resources in quality management. Quality
awards and quality system with international standards
815321 ladadndlunsaineamdinimimain 3(2-2-5) | 815321 ladadndlun1sadeamAinianisnain 3(2-2-5) | - Usu
Logistics in Marketing Value Creation Logistics in Marketing Value Creation AesuY
wuaAaf1un1sTnsladafnduaslgguniu Aanssuuaz wuIAnd1UN1sInnIsladafnduazldguniu Aanssuuas 51837
nseuuMsauladafind unuineesianssudiuladafindronisadne | nssuiunsinuladafind n1sinuaukazaIvanituladaind ladaind mwlvey
ANAIMIINITAAIN NI15IRULATAUANAUlaTaindladafind | sewinsUsema msliesgdiiunuuazran saiiivauiulaiadind na way
serisUsEina mnnesidunuasianssiunuiladaind na | grsimladafinduazlsgunudensaieguAiiamisnisnain MYy

gnsauladafnduazldgumusienisasinuAniumnisnain
Concept of logistics management and supply chain

management, activities and processes in logistics, role of logistics

fundamentals of supply chain and logistics management,
international logistics, logistics planning and control, logistics

activities and procedures, and cost and performance analysis. Using
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activities towards market value building, planning and controlling
in logistics, international logistics, analysis of the cost and
performance in logistics, strategy in logistics and supply for value

added in marketing.

supply chain, logistics, and logistics techniques to generate

additional marketing value.

815326 u’s’ﬂﬂ‘iii.lLLaZﬂ’ﬁaaﬂLLUUé\’ié”IN’JEJﬂ’J”ISJﬁ%ﬂ’Jﬂ 3(2-2-5)

IR ERRGEET

Innovation and Creative Facility Design

AUV USEAVANSINIEATINAZAIN NSZUILNTTHAILT
Assrneauaznniilugunanfasiuazuints uwdnlunisaiieds
grunauazaniidsyduaaduuinnssud enssaninduay
wdnnsvesesuandang nsdinwdunianssuiidudsieainu
axmndeasassn

Meaning and the type of facilities, development process
of the facilities in both products and services, concept of building
facilities with innovation, civilized architecture and the principle of
civilized architecture, case studies of innovation in creative

facilities.

- dreduen
\den

815340 n1suszendldmaluladansaumadusagudmiu 3(2-2-5)

UFIUNITAATA

Information Technology Solutions for Marketing

AnvnAeatumaluladfitunldiduiniesdielusmudu
n15ma1a LAwn Google AdWords, Facebook, Google Data Studio,
Tableau, Google Analytics, SharePoint, Adobe Marketing Cloud
uar suq wiewadnufiRnsldiesesdiemumsnaamenil

Learn about the technology used as a tool in marketing
includes Google AdWords, Facebook, Google, Google Analytics,
Data Studio Tableau, SharePoint, Adobe Marketing Cloud, and
others, along with practice in using these marketing tools.

815342 wanmslisulusunsy 3(2-2-5)

Principle of Programming

naifeulusunsy Python lassadnedoya fugrumsmuny
Funeuisuszinana nsadauagldnuluga nsinditeyaanlng
wargrudeya n1sdinsizideyaiiugrudisunugisalaunsy
M3InNItoya adusEnoUNITAs 1NN uagn1sadayaseyld

Python Programming, data structure, control structure,
module creation and usage. Data input from files and database.
Data analysis with histogram. Data management, graph creation,

presentation of data to users.

815342  wann1slaulUswNIY 3(2-2-5)

Principles of Programming

nadsulusunsudosiu lassadisdoya dunauisnis
Usgurana n1sadialuga nasisenlddeyaanivduasgiudeya
neniteyaiiugiu osfusEnaumsaaunugd wasnstiaue
Joyasiegld

Basic  programming, data  structure, algorithm

processing, module creation, data retrieval from files and databases,
basic data analysis, charting elements, and presenting information

to users.

- U5u
AesuNeY
187377
MM lng
uag
AMwdange

815360 FTHAIUUTANTIULALNIIAANLTIE519855A 3(2-2-5)
Innovation and Creative Marketing Research
Uselnnean1s3de Tnguszasdreiniside nisdnausuul
nen193demautanssuLaznisnatn wevamudilanginssu
guslaa n1sinuardinsizvinginssuvesuslan Mssenuuuuide
AuLIANTINLAZNIINAIR N13MvuAfLUT NFimszideyalagly
atAgeusIee nstaueNaIINNTIATIdeYa
Type of research, research objectives, presentation of the

innovation and marketing research in order to understand

815360 ATUAIUUINNTIULAZNITNAIALTIAENETIA 3(2-2-5)
Innovation and Creative Marketing Research
WIANITULALAIUANATIATIALUNITITENIIAIA S8YITNIS
Weduuinnssuuazanufnasaassduszanningeg senuuukazsiiy
Tassnsidefidunianssuuazaufnadieassd Jinseiuaziian
foyansidefiiuuinnssuuazmnudnaineassd uazlinansidoiiie
Wandeyalddinuasnagnsnisniseanalvdnnglinisujofauuuinig

SussTnwarseisuinilve

- U3
AesuY
187397
Mwlneg
uag
AMwange
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consumer behavior, measurement and analysis of consumer
behavior, innovation and marketing research design, defining
variables, data analyzing using descriptive statistics, presentation
of the data analysis.

Innovation and creativity in marketing research. Identify
various forms of innovative and creative research methods. Design
and implement innovative and creative research projects. Analyze
and interpret innovative and creative research findings. Using the
research findings, you can create new insights and marketing
strategies and research

while following ethical guidelines

methodologies

815431  msian1syaainslulaniusi 3(3-0-6)
New World Workforce Management
HadeiidanansznurenisuImamineinsuyudlugauns

ﬂ’J’]?,J‘Ma’WﬂMaWU%BﬁﬂQiﬂﬂﬁﬂﬁﬁﬂ AMUNUNYLATVDULIAYDINITIANT

maeay Mwun15lusfnueInIsinnIsAIaIAY AUYIIERaNTUNT
ansidsausuads n1s9an1suszeslnalas LU UNELNETY UNUIW
vounalulagninensyrnauazseuudnlud® Jayguseavglunis

IaN15ideny N153ATIERTYAd1MTUN1TIUKUAIRIALLAENIS

fimdula mnumannuans anuwiiieulasnnsldiusen ANINKNRULAY

auluegramiinau nsdanisnan1sufiau msnunuuagia

Adeny ﬂ{]‘mﬂEJLLaz%%EJﬁiiIJﬁLﬁIEJTZ’JI?N Asdanisnssuulauag

MINAUIDIANT
The significance and scope of workforce management,

the historical evolution of workforce management, and the primary

challenges in contemporary workforce management are all factors
that affect human resource management in the era of diverse global
crises. The management of remote and hybrid work, the role of HR
technology and automation, artificial intelligence in workforce
management, data analytics for workforce planning and decision-
making, diversity, equity, and inclusion Employee engagement and
well-being, performance management, workforce planning and
development, related laws and ethics, change management, and

organizational development and management.

- 5
Tnsunu
1837
815132
uinNIIU
A1UIMNS
N$weng
uywe

815190 lassaumesuuufauaznisuiteym 1(0-2-1)
Weasneassh
Project of Design Thinking and Creative Problem

Solving

¢ A

n1sduAuteya n153AsIeed ednnsuilulgyniegna
a¥assd Taelidgmaieinaiagsiauazgaamnssy defieuas
vauduiunelinistuusvesnanasduasidorsganategsia
LAZYAAINNTTY

Analytical for creative problem solving by using real
problems from the business and industry. Students will work as a
team under the guidance of faculty and experts from business and
industry.

815190 TAS99IUNIAIUNMSHAILILUIAANANSA B9t 1(0-2-1)
Project in Product Idea development

nsdududoya msieseiteyaiifsitesiuaniunisainianisnaia
waggsnalulaniagiu weriiulonananisnaia ngugndnidmane
fimuunAnsdnsasifdyadmisnisnainuazgsia sunsvhanudu
fiuneldnsduugvesaanansduazfiderrigainningiinas
BAFINNTIU

Conducting data searches, analyzing data relating to the current
market and business environment to identify market opportunities,
target customers, and develop product concepts with market and
business value through collaborative efforts under the supervision

of faculty and industry experts.

Usu
AosUY
3%
awlng
uag
Awdangy
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815290 laseaunedunIsiaTsigsiauaznsuUas 1(0-2-1) | 815290 lasesnunednuniswakdndneiuaznszuauns 100-2-1) | - U3y
ANNAINA Project in Product Development and Process Masune
Project in Business Analytics and Digital n1sMmuakuIRRNEAfwI Insisinguanandnunededn, 5783
Transformation nstmuensEUIUMSTUAR Ausifiadayadnansaaiaasgsie mwlng
mensiuarnsiaulasinuiioaidudmiouinig | kunshauduiumelinstuuzreseunasduasiidomgannie uag

Tnsiqlifuningsin msuszgnduuiAamsidvaiionlugnisaine | gsiauazgnaunssy AWSINgY

LLu'JﬁﬂLLaxmiLUgEJULLﬂaﬂmj‘] fODIANT Imﬂﬁﬁﬂu%ﬁm’mlﬂuﬁm Defining product concepts, conducting an in-depth analysis

mEfltﬁmiﬁTj"LLuzsuadmmmiéLLazQ’L%wnyﬂmmﬂqiﬁmas of target customers, and establishing product development

AFVNTTU sauﬁamsﬁ%auawamiﬁwLﬁmmmﬁﬁlﬁaﬁm processes that generate market and business value through

Analysis and development of project to create a new | collaborative efforts under the supervision of faculty and industry

product or service for the business sector. The application of | experts

digital concepts to contribute to the creation of new ideas and

changes to the organization, the students will work in team under

the guidance of lecturers and experts from the business and

industrial sectors, and also present the overall outcome to those

involved.

815390 lasenumedunisiianideyadwiugsia  2(0-4-2) | 815390  lassmumediumsiaundadueifiuuuy 2(0-4-2) | - U3udedn
Project in Data Analytics for Business Project in Prototype Development - Jsu
f{TﬂvTﬁT,ﬂsamnﬁauﬁﬂmwﬂumﬂqiﬁﬂluL?@&msmmmﬁ%ﬁa MINAILHER SR ULUUT denAdDITUALEDINTSYBINANN YIUINS Masune

Tnglilgmasennaingsiawargravnssy Msandunsideuassey | 99RANIAIUNITINNITUTANTTULAEANMUANATIETIA HIUNTYINY 7859

AMUABINITVOLY N1sUTEENANAgNSN1SARLTaT9aTIA way LfJuﬁmmiéfmi%mwammmséuazQL%mﬂmmmamﬂﬁjﬁau,az mwlng

%’aLauaLLuz'«aﬂﬂmimmaaumaﬂﬁﬂﬁﬁnﬁaLLﬁ’lw?aaaﬂLmeamﬁmmﬂlwﬁq REGAVIEEH] WAL

wausnsidulule ImsJQ’L%'au%ﬁ’mul,ﬁuﬁumﬁiﬁmi%aumaﬂ Creating market-relevant prototypes, Develop innovation and MwBang

ﬂmﬁméuazQvﬁmngmaqiﬁaLLax PAFIMNTIU creativity management skills through teamwork with faculty and
Developing the project to solve problems of the | business and industry experts.

business sector in the digital market which based on the real

problem from businesses and industrial sector, to conduct

research and identify the needs of the user, the application of

creativity thinking strategy and suggestions from user’s trial to

improve or design new products or services as possible, the

students will work in team under the guidance of lecturers and

experts from the business and industrial sectors.

815490 1AS99IUMIAIULIANTTULAZATISAAIN 2(0-4-2) | 815490 TATIMUMNIIUMTIRIUNUANTAAIATE3NSETIA 2(0-4-2) | - USuToian

1Bea¥19a55A AMNKANNUANFULUU Y

Project in Innovation and Creative Marketing Project in Marketing Plan from Prototype ANeSUY

1]35EgmﬁmﬂiuiaﬁéwaﬁaﬁLﬁ'mﬁuqiﬁﬂé'ﬁ]a%az R PIHARAUNAULUVNITINISNAFDUADIALAT WA UILKNUNIT 16597
nsAAnYININgIAa F;'mnﬂms’“gmiwsﬁmmé’aqmsmqqiﬁq A5 | sae maiﬁms%uuzsuaqmmiéﬁﬂ?ﬂmLmzﬁmmmq@mﬂmﬂqsﬁa awlne
ﬁi’wLﬁumimmsﬁumaudwﬂumﬁLﬂiwﬁ%agalﬁaaﬁmmmiﬁ]m Assemble prototype products for market testing and Lay

Lmdd‘ﬁ’@ﬂda U‘ss&mﬁﬂé’ﬂmmazumﬁm%dﬁ%’mﬁ’iiﬁ mu%’umaumﬂms formulate marketing strategies with the assistance of business sector mmé’mqw

Anneideya levlugnisiannndniusidaivassd laofiFeu
sgeuduiiunieldnmstuugreseanansduasdierigaingsia
WAZYNEINNTIY muﬁﬂmiﬁ%auamamiﬁﬂLﬁumuLLdéﬁLﬁm%’ad

To explore and select projects. Planning and feasibility
studding, proposal writing for project in marketing and innovation,
how to define the problems and objectives, literature review, tool
selection for the study.

advisors and specialists
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815494 HUNUNNITINITATULIANTTULAZAITAAIN 1(0-2-1) | 815494 FUNUIMIEIPINTAILUIANTTUUAZNTTAAIN 1(0-2-1) | -~ Y5vu
1Fead9dsIn 1Bea319655A Aeiune
Seminar in Innovation and Creative Marketing Seminar in Innovation and Creative Marketing 316791
nsinauewazefusetadeiiuiaulanisuinnssunas astauskazeAUTemdemuinnssunarnsnarndadu Mwlneg
nsaana Fududsuifuilagiunasasdesinlunsussquduuunis | Ussiudeqiulasdaidumsussgudumumdnnssuuinnssuuas uag
Sgnsiuuianssuuaznisnan 1 ase nseana 1 pds AWaINg Y

Presentation and discussion on topics of interest for
innovation and marketing. The Current Issues and must provide

an academic seminar on marketing and innovation.

Presentation and discussion of current innovation and

marketing issues in one academic seminar.

815311 mnanrudedenuuaznisnaineaulay 3(2-2-5)
Social media and Online Marketing
wdnnsmaasudedinuaznisnatneaulal AauANEN
seinaimmaiauudedinuuarnisvitnsnainoaulay Useuam
nsmandedenuuaznisnaineaulal m'ﬁﬁwumﬂq‘uqﬂﬁ%ﬂﬂ%ma
ms?iamimsmmmqummwi ﬁqiﬁﬁ]ﬁﬁmmmmsaﬂﬁ’fmimmmﬁa
Fipueaulat Mmwmsinsnaniudedinuuaznisaainealay
m3faanudifainnisldnisnan rudedsrunaznisnatneeula
ﬂiiﬁﬁﬂ‘l&ﬂLLaxﬂ?iUﬁﬁﬁﬁWUﬂﬂiﬁaﬁﬂﬂhu%aéfﬂﬂﬂLLazﬂﬁﬁ]aﬂﬂ@alﬂaﬁ
Principles of marketing through social media and online
marketing, the difference between the social media marketing and
online marketing, types of social media marketing and online
marketing,customertargeting,integratedmarketing communication,
appropriate  business with online social media marketing.
marketing analysis through social media and online marketing,
measurement of success in social media and online marketing,
case studies and practice in marketing through social media and

online marketing.

815311 msnaaruAeday
Social Media Marketing
WENN1IRAINFEFIAL AILLANAIISENINNNISINSAaIRde

Feruuaznsinisraneaulal Ussiannisnaindedenu n1siinue

nqugnAndmng ﬂwsﬁwwumi’mqﬂs:aaﬁmﬁmam%aé’mm ATTIATIEN

nsmanrudedern nsinaudnsannnisidnisnainsudedny
nsdlfnwdunIsRanndednu

3(2-2-5)

Social media marketing principles, online marketing and
social media marketing distinctions, social media marketing types,
identifying target audiences, establishing goals, social media
marketing analysis, and measurement, Case studies and success
stories with social media marketing

- USuTedu
- Usu
Ae5uUNY
18737
M lng
Ay
AMwdange

815312 n1siANIENAISNNUSAIYIA 3(2-2-5)
Digital Customer Relationship Management
LLmﬁm’?‘Qyugwuﬂuaqmw%miqﬂﬁ'wﬁuﬁué FTmunsves

FEUVUINTENAIENITLS nannsusmsgnAduiusaenalulad

Advia WhnmnedAgueinisuimsgnAmduius sedusznaunanves

NsUIMIgNANEIITUS ULUUNMIaTsAaduiusiugnAn nsimn

spuUMsinnisgnAnduiusisiuseansam nagnsnisianisgndn

Fuiusuazuinnssuuinig waluled avsaumeadithuldlunnsudms

mnuduiusiugndn JedeiivinliAnaudiiaveanisuinisgndi

duitus nsldmenrinslunsiieseideyarineg vesgnnfisiusuld

NTLUVUINITNUGNAFURUS nIdlAnwIAIUNITTANITUINITUAY

anAnduius
Basic concept of customer relationship management,

evolution of the customer service system, principles of customer
relationship management with digital technology, key target of
customer relationship management, main elements of customer
relationship  management, customer relationship  model,
development of efficient customer relationship management

system, the strategy of customer relationship management and

- AneDn
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innovative service, information technology used in customer
relationship management, factors influencing the success of
customer relationship management, software used in the data
analysis of customers gathered from customer relationship
management system, case studies in service management and

customer relations.

815313  N1UINITIANTITATIAUA 3(2-2-5)

Brand Management

wuaAnAERURTALA AuArTIAUR AuARsEuATY
AeM1YRIUTIAA N1SUINITINNITATIEUAT NISUTIMTATIEUATTY
UHUDIVBIGNAT N1TIIUNUININITAAIAYBIATIAUAT N151TaN
29AUTENOUNTIAUAT N1F9DNUUUAINTINNINITAATR NIIYIUINTT
Ansdeansmanisnann nsBunwdnvaivesddy nswansyuuly
nsinuasuimsinmsaumasdud msia undsiiinaumasaud
Ny inadnsvesnnAn AU Tinsginsdfnuiifeados

Concept of branding, brand equity, brand equity in
consumers eyes. Brand management, brand management in
customers’ perspective. Brand’s market positioning. Choosing
brand elements, designing marketing activities, integrated
marketing communication. Borrowing the image of others,
developing systems for measuring and managing brand equity,
measurement of brand equity sources, measurement the result of

brand equity, analysis of relevant case studies.

- Sheluduin
e

- Usutedn
1Uu 815313
A199ANISHAY
NAYNSATY
Fue

- YSuAesu
183
mMwlnguay
AMwdange

815314 SEUUNISAAINDIRIYY 3(2-2-5)
Artificial Intelligence Marketing
Yy Uszhvg nsnszianuddgveslygiuszhivg

Jodterduves Yyqiuseivg nstlyanuseivgunlssyndldiuanu

a

FIUATTAAIA TTUUNITAAIADALUIRA nSdlAnwIvRIUSENUNSEUY

sl o v

nsnandnludfanldenu Wy Seuinisadiszaunsalnddugnan
$78 Machine Leamning

Artificial intelligence, analyzing the importance of
artificial intelligence, advantages and disadvantages of artificial
intelligence, applying artificial intelligence to marketing work, auto
marketing systems, case studies of companies who use auto
marketing systems such as learning to create great experiences for

customers with machine learning.

- YSuAesu
183
mwlnguay
Mwdange

815315 NS TULAUNIINAIATIE519855A 3(2-2-5)
Creative Marketing Plan

N1TIATIERAAIN NITINURUNAYNS NITANUARIDIANST
MTRATIGUYN UAE AANYU NSAMUAIUUTEL LA TNEINT0)
WMIRY BT LAY LEUBUHUTINA

Market analysis, strategic planning, organization chart, cost
analysis, breakeven point, budgeting and forecasting, financial
statements and how to write and present a creative marketing

plan.

- Anoan
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Creative Market in China

wurldunisuslanaludlunaindu wgAnssudsdnuaznis
Anneideyaguilaariiu nagnsnisnainivlunaialan seuuns
auludszinadu n1sldnuiivavesaudu N139a1nAdvia n1snain
Mraldaion niswsresemanisd Fuseuntsfssritalsine
n1safenagnsnisaatauaznisviglunaindulissavauduia
NAMNTINIAIUFTIUTIAT ATV

New consumption trends in the Chinese market. Chinese
Customer Insights and Data Analysis. China Market Strategy in the
Global Market. Investment System in China, Chinese People's Digital
Use, China Digital Marketing, Digital Content Marketing, Trade
Negotiations, International ~ Trade  Procedures.  Developing
a successful marketing and sales strategy for the Chinese market

Creative Cultural Industry.

815316 MIAAIAIMUSIIU 3(3-0-6)

Cultural Marketing

wnARarMdNN IMguiMeTausTIL MdnnsRaeLiions
FansmeTausssa mMamandeauvainvanenieimusssa nsdeans
n1snaI e iausssu nasumalulagussuinnssuuidssendld
Wy dnsanauging Jaygruseivg Wudu godniaies n1seain
Tausssutunisadagendniines n1531anagnsn1snalnTuusssy
9namMNIINTRUSTINT@EE19EssA Jaduasnsmnnudnsadiunisnain
nsfiAnwIIUNIIIaIATRUsISLLaTIUTANIIesvaIUsTWAlNY
wazeUsEInNe

Principles of cultural theory, marketing principles for
cultural management, multicultural marketing, cultural marketing
communications, the application of technology or innovation using
soft power, Marketing Case studies in cultural marketing and soft
power in Thailand and abroad, Cultural marketing strategy planning,
creative cultural industry, marketing success factors, and culture and

soft power creation.

- el

815317 fAauzn13LaT16i0999 3(3-0-6)

The art of negotiation

AMUNUNBLAZANUNEIAY JULUUYBINITIATIIAB T
winmsuarduneuveensiasaseses snvefisndulunmsiesaseses
N15MUAUNITLATINEBTOL NALNSNITLITINFRTOIALNATANITIITIN
fosptegeiiuszansnin n1siesardesesluaniunisainismaniiiy
ana vinvrnsdeans msiladsziiu nsdneau AsuAdgn 19
Joasllunisiasandeses nsdnaue RnUjuiRnisiasandesesinu
AMsamluganIunIsaldnans

Meaning, significance, and formats of negotiations;
principles and procedures of negotiations; skills required for
negotiations; preparation for negotiations; strategies and tactics of
negotiations.  Negotiation ~ in  global  markets, effective

communication, and communication abilities Opening issues,

- g3l
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persuading, solving problems, finding conclusions in negotiations,
presenting, practicing marketing negotiations in simulated situations.

815322 UIANIIUNIIAMIAFIMTUTINAUIANS 3(2-2-5) | 815322 wdnnssunisaaadmiuginauinig 3(2-2-5) | - iurnedune

Innovative Marketing for Hospitality Innovative Marketing for Hospitality 18791

WINNTIUNITUINT HANTZNU ANV mmL%W@ﬂqiﬁﬁ) wIANTIUNISUINT HANTENU AIATIMIE LazAEBees Awdange
uinsiinannnsdsunvaanalulad gsfauinisiaesjutdy | gshauinisiinannsdsunaunaluled  gsfasuinislaesjaiy
winnssududdy audaRetunseaauianssunadundadost | uianssududify amnudadsatunisnain winnssumnsunEndos
wianssunszuIums mMaianuuimslniviedesendieadneany | uinnssunszuiunis msvmumuuinislududedesenifioatrsay
wanA1eg1etmauInauUsnsiilananuneundal Tnsende | uandne nswdsusuniwesndndng nsdfinwduuianssuuimsi
weluladAifinisusulganssuIuntsusias Suneunisidsuiunds | viligsieussauanudude

YpINANA gl (Position Innovation) %ﬂﬁhf]mmaﬁﬁﬁfﬂumia%ﬁd Technology-driven service innovation, impacts, challenges,

ﬁmﬁ‘wa(ﬂ'amiﬁmauflﬂ%’ﬁmﬂaﬁ@lﬂﬁﬂ NFAANYIAUWIRNTINUIAIT | and risks for service businesses, service business focuses on

ﬁﬁﬂﬁqiﬁwszaumwﬁwﬁﬂ innovation, marketing ideas, product innovation, Developing new
Marketing principles for business services, key differences | or expanding services to make a difference, Position Innovation,

between services business and trading business , name choosing, | Successful  business  service  innovations case  studies.

product and services pricing, the reputation of the business and

brand, location, style and packaging, relationship between

business and customers, customer’s perception and acceptance

towards the business's products and services, marketing plan,

marketing strategies, the use of social media in marketing for

service businesses. Marketing case studies for service businesses.

815323 udnnssuMIAAIAEIMIUTININISINEAT 3(2-2-5) - fingen
Innovative Marketing for Agricultural
N15Aa1ARYA unannesunIsnaInRIadmiugsie

N19NYAT N13a319AURNTNAUENAY n1s1uinnssUNNYigsAa

N15NER3 wudAUAntrl 33n1sUfURlmiwaznszUUNITUIHISY

NFIUNITAAIA WIRNTIUATZUIUNTS NITARETUAIILARLUN NS

Waunudnstauslvadmamsineas meadadvsnadenisinavladoves

anAn
Defining  market targeting. Pricing for agricultural

products, application of technologies for the production and

distribution of agricultural products, branding and brand

awareness of agricultural products, Innovation in value added for

agricultural  products, marketing distribution for agricultural

product. Building agricultural business network, green marketing

network.

815324 wiANTIUNIAAINEMTUTIANAGUAIN 3(2-2-5) | 815324 udnnssumsaandmiusINaguAN 3(2-2-5) | - Yiudedung
Innovative Marketing for Healthcare Innovative Marketing for Healthcare ‘5’1&13%’1171’;\1
A0UNIIANUEIAIUINITEUANUALAIVA Anenmm1ans ADUNMTAIANUEINAVINTUAMUALRATTR ANenImnIenis | mwineuas

wiady maluladgunin wansevuiiAnnadfamaluladuas | wisdu waluladgunin wansevuiiAnaninaluladadiauas | nwdingy

Sumosiinuosassnds NMIAAIATIFYTENOUNIT HARBULVIUNIG
nsna1n NsassUsraunsaliunsiuniesgndn nsléiasosile
M19N130a1EMTUTIRAUINITAVA N nIRANWINIINLTRNTTY
mMsnaadmsugInaaunIwn

Situation of healthcare
health

technologies and the Internet of Things (IoT), entrepreneurial

digital
technology,

business,

competitiveness, effects from digital

Sumoiiinvesassnds N3AAABIHUTENOUNITTINAFVAIN N15A319
Usgaunsaliunsiaumave sgni nsldiedasdlonienismarnd nsu
3303UFN15q8 N nsAAnwINIeduuianssuAsAatndniugsie
AUNMN

health
health technology,

Situation in service business and digital,

competitive potential, impact of digital

technology and IloT, health entrepreneurial marketing, creating
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marketing, Return-on-marketing (ROM), customer Journey | experiences and customer journeys, using marketing tools for health
experience, using marketing tools for health businesses and case | service businesses, case studies in marketing innovation for health
study related. businesses.
815325 WINNTIUNIIAAINAIMITUNNSAWILAZAMUTUIAS 3(2-2-5) | 815325 wiAnIsunIsaaInaInsunIsiwIasanutuiis  3(2-2-5) | - USuAesuie
Innovative Marketing for Sport and Entertainment Innovative Marketing for Sport and Entertainment 3187377
ﬁjﬁf\]ﬁﬂuﬁml,l,axmmﬁ’mﬁa NITUIUNITUTMITIIUNIIAY qiﬁﬁ]ﬁﬂuﬁmuaxmmﬁmﬁq AFTUIUNITUIMITOIUNNAY | 283Ny
A9 WINNTTUNIPUNENTUT UIRNTINATZTUIUNTT MTHRALY | N199819 UIRNTTUNNAIUNERA I UTRNTTUNTZUIUNIT AI1THAIL
nanAugwarusnslul nsuinnssuuIWau AsEUIUNISVRNIY | NAndasinazuinasiul n5UIUIRNTINLIRRUINTZUIUAITVO9Y
U3ms msatedvswarenisindulatendnsusivieliuimavesgnd | Uinms maaidvinasenisindulatonaniueivisliuinisvesgnén
Sports and  Entertainment  industry,  Marketing Sports and Entertainment Industry, Marketing Management
Management Process, Product innovation, Process innovation, | Process, Product Innovation, Process Innovation, New Product and
new product and service development innovation, Using | Service Development Innovation, Innovation in service process
innovative to develop in service process, Influence the decision | development, Influence a purchase or customer service decision
to buy a product or use a customer service.
815326 u"‘s’mnismLa:msaanLmu?iqé’ﬂu'wﬂ'muazmn 3(2-2-5) - gheannien
RCLANELRT Teduduien
Innovation and Creative Facility Design \den
mwvimau,azﬁizanéaéwuwmmmmn
ﬂizmumsﬁ’wméaéwmEJmwazmﬂﬁgﬂugﬂwﬁmﬁm%uaw%mi
wwrAnlunisadisdediunieauazainiidseduanu duuinnssud
anssanilnduazudnnisvesenseandng nsdnvidunianssuiidu
éﬂé”m’.)EJﬂ'J’]:LIﬂS(ﬂ’JﬂL‘TNﬁ%’Nﬁiiﬁ
Meaning and type of facilities, development process of
facilities in both products and services, concept of building facilities
with innovation, civilized architecture and the principle of civilized
architecture, case studies of innovation in creative facilities.
815340 msUszandldmaluladansaumadniagy 3(2-2-5) | -Uiumesuy
dmduudiunisnana 318791
Information Technology Solutions for Marketing M lnguag
Twgdumalulafansaumanisnissaadmivmsidsundas | awndinge
nagmsyansnann Ustlevannlegiumeluladansaumaiionsnain | -Ufuanien
Hunsiiinvnaziegudfifamnsatmeinseaalagiuiuled | deduduen
16 N13YIINIT Generative-Al iiulagdumalulagansawneania | iFen

139819 N3HRUILRLANSRaInTiaunsat lUUfORlTaeTeg Ty
waluladansaumeiiienisnaianisvauiainufnasiassduay
Uisﬁw%wamﬁmsmmﬂﬁ’mLﬁ’ammsmmm, USUBAaAINNIINITAATR
nungiuwsazyuana wazdsraunanvefuduthdmuniseanuuy
LLazmia%ﬂﬂLﬁammﬂi%qﬁ?umﬂiuiaﬁmiaummﬁamsmmm AN
meluswaslulsgiumaluladansaumeaiionisnain

Marketing information technology solutions for marketing
strategies changing, Leverage information technology solutions for
marketing through case studies and practical instances, the
integration of Generative-Al into marketing information technology
solutions, Create actionable marketing plans with marketing
information  technology solutions, and

Improving  creativity

effectiveness in content marketing, personalizing marketing

messages. and explore the leading platforms for design and content
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creation by Marketing information technology solutions, Future
Challenges in Marketing Information Technology Solutions.
815341  walulagwadoudmiunisnana 3(2-2-5) | 815341 walulagiadisudmiunisnana 3(2-2-5) | - pufy
Virtual Technology for Marketing Virtual Technology for Marketing
unumvesmaluladiaiiou Aruduaseaiion anudu unumeeamaluladiaiion anuduasuaiion Aanudu
Budunasmmuaiwauiifidegsiaviouinis Medrmniwaluled | s3uaduuazauaiwen iddegshavieuinig fegreniniinelulad
wilouuldiunisnain Bnufofnisasanalulad wiewdewiu | aiouunlddunisnain Bnuftanisasanaluladiadeudossy
FrsUNuUMUNITAaIN FmsunuAUNIIRaIN
Role of virtual technology, virtual reality (VR), Role of virtual technology, virtual reality (VR),
augmented reality (AR) and mixed reality (MR) on business or | augmented reality (AR), and mixed reality (MR) on business or
service, examples of virtual technology used in marketing, practice | services, examples of virtual technology used in marketing, practice
in building virtual technology for marketing work. in building virtual technology for marketing work.
815343  widnnseanuuudmivayed 3(2-2-5) | 815343 wdnn1seRNUUUTMTUNYYE 3(2-2-5) |- Audu

Principles of Designing for Humans

N13EYanurdAy e INg ANTIUNYYY NANTENUADNIT
20NLUVTEUULANDU N19397150lLaEN1599NLUUTZUULTS AR UAIY
AINANLTORASNGANTTUVDINYWE N1505UEBNN dspuransuas
nsufduiusvesnenfiunedfunyed Tufeisnisiiisadestunns
sanuuuszuuldnou nsldsenisasivgeunisldeunazisnig
Aasgsiwuudumens

Identifying key features of human behavior, the impact
on the design of interactive systems. Critiquing and designing
interactive systems based on human capabilities and behavior.
Describing themes from social sciences and human computer
interaction and how they relate to interactive system design. Using

checklists and formal analysis methods.

Designing Principles for Humans

n13srydnwurdAyremgAnssuNy e NansENudenIs
20NLUUTZUULANOU N1539190ILaZN1508NLUUTEUULTLARD UAY
AMUANLTARAENANTTUTOINYWE N1505UIETUN Fenumaniuay
nsUjduiusvesneufinneifuuyed saudaisnsiiiertestunis
aonuuuszuUldneu mMsldsenisanadeunisidaunazisnisinszi
wuudumieng

Identifying key features of human behavior, the impact
on the design of interactive systems. Critiquing and designing
interactive systems based on human capabilities and behavior.
Describing themes from social sciences and human computer
interaction and how they relate to interactive system design. Using

checklists and formal analysis methods.

815344 nagnsien1snain 3(2-2-5)
Marketing Media strategies
AUNNIBLALAIIUA1AYVDINALNSABNITAANN

FIUWINTVRINITINURLFDNININA1A BeAUsENRUdIAYvBINAYNS

o o

donismann mavihaudnladuude ngAnssunazuwiliunisuilande
nsuUsnguEsasasmsivuadming wdesdiodmiumsieesigus
Tumsnaunude dosmddouay wnanesy MINuHLLaYN1sTede Na
gndainsassAlunisnaunude nagnsdondia msiauszansuavesie
nsifiuusyavBamuauiugde definnsanmiengmineuaraessa

The definition and importance of a marketing media
strategy, the evolution of media planning in marketing, Key
components of a marketing media strategy, understanding media
audiences, media consumption habits and trends. Audience
segmentation and targeting. Media planning utilizes tools for
audience analysis. Media channels and platforms Media planning
and buying the creative strategy encompasses media planning,
digital media strategy, and the measurement of media effectiveness.

Optimizing media campaigns Legal and ethical considerations.
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nangns MU LINTTULAZNTAAIALTIE519655A nangns MUUINTTULAZNINAALTIE519655A mnﬁﬂ%’uﬂg
W.A. 2563 atuuFuuse w.a. 2568
815491 nsilnausunianmsinaulumreussing 6 wiefin | 815491 nsnausuvsenisilnauludisuszma 6 wulein | ALAL
International Academic of Professional Training International Academic of Professional Training
nsAneusIBRvINMINAU  UAnTeRnUuRnuasnely nsineuTIldvINIsnaUUAnseRnUURnuasnely
wihsunieignioonvy TudsUszme lneldsuanuiuseuain | wilissuniadgnisenyu ludauszna lagldSuauiugeuain
UMINYdY UMINedy
Academic in practice or real professional training at a Academic in practice or real professional training at a
public or private organization on abroad with the approval of the | public or private organization on abroad with the approval of the
university. university.
815492 @wnaAne 6 Wiefn | 815492 awnaAnen 6 wuwhn | AR
Co-operative Education Co-operative Education
nsinUfoRcnutudeiivszaunisalivndw lugius nsfinUfuRnustaiteinuszaunisaiondn lugiugninam
wiinnulundbsnuniodaiulsznaun1smussUUaRIAAN Y lunthsnunseanulsznaunIsINTEUUaRA AN Y
Real-work setting apprenticeship to increase professional Real-work setting apprenticeship to increase professional
career experience in an agency or enterprise according to co- | career experience in an agency or enterprise according to co-
operative education system. operative education system.
815493 nsElnau 6 wicefn | 815493 nsilnau 6 wiqefin | AwufY

Professional Training

N1SRNUAULIRNTTULAZNIAALTIES19d55A luan Y
UsznaunistuaeAnsniasgnieniaenyu laediszeziiarlunisin
Anseruliitiosndt 420 Falusuazinauessaunants R

Practical experience in marketing field in private or
public sector for minimum of 420 hours and presentation of
performance report.

Professional Training
ASRAUAUUTRNTTULazNSRaIaLTas1sasTAluaau
Usgnounisluesdnsniasgnseniaendu lnedseeziiailunisin
Anserulaitiosndt 420 Falusuaziiiauessaunants Ui
Practical experience in marketing field in private or public
sector for minimum of 420 hours and presentation of performance
report.




WU 3
ANHILLAANABIZNTTUNSWRILIANEAS



112

fndaminundousaos
#©0281 /2567
Joe wieisnmznsmuntaiRmAnga
wingasingmansiudin @viivuiansa ussmsmam@eaiiead
wangRIuTuU§a w.A. 2568
AREUTIIgINY wiYgAmaniuasnisieans

funuzuiimsgine isugmaniuasnisioans sednduniauiuuzaningas
Ingnaanstodin awriruianssy ussmamaadeadassd fezasuiseunmuiulgavdngssa
NOASEVTINNATEANAISEAURAUAM WA 2565 NNIENTINATEILWANTATATTANYITEHY
goafinu ma. 2565 uagUssmARmEnsIIMTIMSE UM AAnY o1 InesAsgIUMAngRs
seduUTaat wa. 2565 Waliluiinsine 2568 WHusily

Faifu wielinisiudumsiauvistiripmsandenvamdngasivemanvosin
#ivuinngss waenisratndainassd wangasuiuugs wa. 2568 vasRmsuIMIIgIAe
wrvgmaniuaenisdoas \uluderudsuies uasiivsednsnm anfu sdsmemma
2RI 17 27937 20 WAL 37 wianszrreTgdFumineidousrs we. 2533 Faudads
AUENTIUNIRRUIMENGATAMWNONTENT NN A EIUAMRITAUAUANT WA, 2565 NONTENTI
WIRIFILVENFATNNIANYIILAURANANSY A 2565 UarYTEnIARMENTIUATTUIRSEIUNSgRLANY
Gou innsmsgmangnsssiU ey wa. 2565 Al

i
gEmTuAisMmineduuiims
seseBnuAihe TN
prsuAREUIMIIEEAY insgmanTuasnTsRoans
4. sasnaufiiEimms anpudwsgine wswgmaniuazmsioans

R . Y

- ) v o - - - v
windt  DidnSnwdusin q insiauiieyiulpnesadereemdngns duinludu
- - - z
sGeuios dudegarmuinguseasditraly

ANENTTUNTINNANGRS
- ~ o W
1. A dmdyy ELLTE gy iudsmeundngas  UsestunTiunis
2 wwlofned fimdnnd  Jsuave gyismaninieuen NTTUNTI
3. madudn Funilau fvasqdnisuen NITUNT
4. wsvoEnT LIREE psdfiuinveundngas  nImns
5 armssowded®n  Wuglilind  oendfiulieveundngss nsmumisuasaviyms



113

AENTIUNTTIWINENANGAT
L wegrssete lawztauna  dwsmngdimeuen UszsunTnums
2. AMNGH riasdumd  gwsequpiinoeuen NIBINT
3. 3.@7.2330L03 wugiind onstgiuiavoundngns  naTunTs
4. mignvIa RuAesIN  9Wddiufaveuwdngss  nimums
5. ma.gaudmnl Aty owsddiuliaveundngas  nITNsuATLAY YN

wiindl Maudnga T aBRRRImMaNON TENSIMINTEIURLIRITEAURANANE W.71. 2565
NYNSENINUIATEUNINFATNIANUTEAUGANANY e, 2565 warysenIAANENITIINTLIATEIY
mgadng Gos nusaRIgMEngnIsEAvle e ma. 2565

lnuaiiuil B3 unen we. 2567 dusuly
St 23 unmeu wa 2567
(0 EmI19138 AT IR Rang)

JeveBnsuRdeTeINs UfURT AU
aEmTuRAMTINeIIuImMS



AMANUIN 4



115

wuuwanaauAmdulunisiinsanlWioausuuy
(579) wangesmenAans Ui AU IRnTTLLaEn TRETAEIET1aETIA

wiingmiUiulsa wA.2568

NISUMSEMSIAIAL A3 duds Jundlay
a0y i ladd Bueadndusa $a0a o Aume Ui,
Cosmetic

WsnuanmuAadiuiesmdngss memainaiesans / lutas [ wEalidaauauussinem
lwdasirsluseidiu salui

1. Tassadresauvevangns dvhuruminghin naﬂnﬂﬁnqnﬂﬂﬁamiﬂ o183

winefn
[[] veeld sl tinsfin
[] snly AT U AU

E" WUIEEY

2. wnuntsanwidalvamedeulundasnianisinm

D Taiwunzay MuEaY

’ 'ﬁmﬂumuumiwﬁngm

1. mlszaunssimadilyaevluanntiunsfinw v Javmiesiialunisdandn
Suuluvdnansdshilldmnsuesndilsfadundminidaa desmnbifinenudansvemues 3
mafinauanilildfndanwiidauidaninmeasioiifansss nmaiuiduiuinadau il
viaiau SansdinruwaiannionBouulasldnana®ia mavibidGmilddnlaruansihliiauigauds
wnily angespuas wdnamsSiealnMimiliEelsETnmwes

2. madufmdanmeiumanae WadumadanivaioaslyiudGeu wWassannanane,
Tuilagiusiiinnsiiansdouavlfamualadsdalinauauasdangugaddomnn

3. swivasilanlusieiviamns famuminzauiunangasialiogaals
sedrmamdnassfinnuminzay aesndasivaniunianiieatu wunmahwealulaiuitiy
lumsvhnossane. wiunsieneieyamaniseane Waaverndilassadegndadhmmie
a. viwAnidaeaasldsunisisduadrsdnenmludnladiiududn dramsizmala
nsldinaluladmanisnana (MarTech) wintanlissfivimsraananiusiviauinsldagal

Uszdnanmanntiu



116

5. vindifeuusnierlsiztrewmuuarUiudsmangas/nsudnsmangas Whduly
AAUABINTTURIEIALLAKIMINEAUAn UM Al luTagUL
nsdnadudunAnsesuiiissmanasdlwlseme fadnseatud el danas
wazn1anane lapewyn1smates i inues it nindrnsadulnidhn Smanaeiaus
umalfenuddyiiensnduanniu Inufefansinusssadundn faxaiumaiuifauaid
fafauannduiuda fuilvfuilandudosusuddnsg wmsmasadnmaiann dauasay. i1
noasanAinETRs s liin enudnddasusud ibiiaaugdnguer stunizainsnaynd
naamatAvueauel lassedifinsiniuifa nisuusninde. fsnsmanesunyiodanan (Word of
Mouth Marketing) GanlhmilslhAinmaediiivinaniian
6. Tnunsanvamdngns viwAnimangasiidaauiu - Idey duladis
6.1 IaLAuAUIR
naUflEneivlesuuitiiliiEnlés Product lnnovation Idea a3
Tu_Pracess Innovation. 2523 Prototype aunIxisnanuilussunIsaane. Saiilvids
lﬁﬁﬂuﬂuﬂﬂﬂiz_‘u'.mnji.ﬂ:}lﬁﬁﬁﬂlﬁﬂﬂﬁmmﬁm_L:r_eariue_&_ﬂesjgn_mmkmg_m
kg Marketing Plan
6.2 Insauiuln
Tuamnanssinsdsnudnanssmadtanntivlugunainuaslal
desnvaneyszaaezdigdnugs Tusuusiug wnliraunizinuaauLIINy
Tusrivaeyssndlunayidniaysisnmenduuvaiannusuuifie fuly
msBaumwdinguiismahaudindierudifny esEninueidslausaiias
kﬂl&ﬂjﬁﬂﬁﬁﬂﬂﬁmﬂ'ﬁu
7. daiauanusiiady (G
nagiaudadumeaensy lunpihisniseeiuvdnans launaundiu Case Study luineduoeng

M

. ¢ o
GELiL] J,‘D : L@m*f /-
{ #9.9u357 dunilay)
ATTUMIEWM TR



117

wuuuansauAndiulunsfiasu liftaauauus
(573) wangnIInAARTUNIIR amiTuinnITuLasnIRa AT Ei1aETIa

wangrsUuUTe w.A.2568

NITUMIENTIAA  Anladned Anfine Tssmos
souiien 15 sawign Uszinalne., dwwis . dszmudmihiEusngudiu
AseRIAuARUIANIIU

TUsnuansmuARuRRITMaNgRT fnumsvinasaame / Tudes D visa (Ml alaua LUz
ludasisludsuiu salud

1. Tassaesouvemangas T9mauwilein naﬂnﬂﬁnqaﬂﬂﬁwn‘iﬂ 133 .

wiaena

[ desly e wiawin
] wnlv sl wtiaefin
[7] wwnzau

2. ununrsanwiitaliamadsulusdasaiansinm

D lamunzay MUY

. daiauanuzdevdngns

1. whunsSeumseauiiiy Activity Base Thuon

2. hptulandisnadasmmumvainvanaynniuliinandy fuluusssy dend
enaw) ivranm uaedy o Snnniney Sulusudunusened lufumseann
finsviuennmmaandld ey iwusssunndy. Jeogahlyfinoswiugn
inuEITIAMAINMaIeTasoguRnAn L ulasanvGanauly Jagiu
andnlildgdasnauadudiuariings winnsnslivusuaiuiuasinnmeily
endneniyianEEIRNIeE A IuAiaYRe FALEITHAINVAINAN:
sanuiaeudilasasfunfaldfuanlinda silide. naseduayuy
sud dnsxsaunlnduadifissernnsuendasnngndnuas. Snhdundngas
pOsHIEATIMMANL ARaIRYaIn IR (Multicultural. Marketing) 138
nsmaaedanmisy fuflunisnoayiidifndudhwndldensavawniy



118

3. swivwaniiomluseivianis firumanzauiundngavisliiogaals
$830V2INANFATHAI VNN IZAN ARaaaaI a0 IunIsHTlag Uy wal

Aamumsasasenuiiamimmseaeifnngdauuyanss wiufinsnina

gsnunsmannd ayeamAlagsmdiaandiagnsls aasesuidevimiszezenadmiy

= ar =
nanaalndsinasdunisaiansaliiuawng

4. viwdAnirdanaasléfunsiatuaiednenmludnladiududn dramszmala
_m3dayifdiuunuinasnsiidiudanesdiioy wianaaisuiiBain. (Active
Learning) \iun1siFaudtaunisuidivienisasiieininosasnarnnansuuyds
winaasliioguia linsdunindeuiwuunszuiumyide madeuisuunidfnm
weldifugunilivarnvaesntu v nsGesdlaslfion nsduuduuuling sy
5. vhuiidauusielsistowausasuiulmangas/nsuinrmangas Thiduly
AMUAMUADINT TV IRNLALIMLNEAUaRUN Sl luTagUu
nsdaaiudnunsfnmguuidilsmasassinisame iednanafoimisdiig
winnssuarnisaan laseyaznsaanaimuinusssuifinisnhuinnssuadtlnidinn
fsmmmandansssuiiunistfenuddyienzoduuniu Tnafadomstuumsniu
windaszadnnnsduifsumdiifwonnindusdn. faitligiiloedhuiuusudeigg
wnnuazasenmaIn Tauessy Simseaadyinussuasteliie audnddasy
sud inliineanuddndwes \Wunisainnagninmsnarenisensuel Ingnadniiiaz
WAieTufifie. nauwuzive Suntsmanauuiindalon (Word of Mouth Marketing) Sufiy
wikluAEnisnaedidavinauinian
6. TngnsInvamangns viwAnimangasiitaaiy - Iades duladhs

6.1 YaLAudUlA

msUilAsgIylassnuitilvianles Product Innovation Idea Ganj
Tu_Process Innovation a319 Prototype Junszvisnanuniussunisaaneg. Snilitan
iZenslumnnszuaunts iaaalalnvamasny Creative & Design Thinking 34

3
-

willg Marketing Plan,



119

6.2 InfauAuln
Tuawanszinisdanuinssmatannfulususyunninauesulal
desnnuaneysysnAszdngfeugeiouuudingy ssszaunnzeuanuLIM
Tunriivansyssmealunauidsianesfasnmenidueasiannussmiiie iy
nsBeunwdinguiienainudiesiinudfy msfininedaliannsmiieue
diuamndainguanniiy
7. dinwauaunysiiady (B3
nsiufiatumeaenty lunnifansaeaiuvdnans Insnuninsdy Case Study lusiedneng

b

asie &jﬁ«]‘“—f

{ To@ed fndnay J5zwes)
NITUNTENTIANY



AANUINT 5



120

Na\‘i']u‘Vﬂ\ﬁ"lﬂﬂ’ﬁ‘d’e’]\‘iaq"iﬂ36U3857%5ﬂ§9ﬁﬂ’1&|ﬂ53ﬂ’1ﬂ N.N.9.

Yo -uwana (Mwlne)  : 599MERI19158.03.0350105 WUSANG
(ne199ngE) : Assoc.Prof. Attakrai Punpukdee, Ph.D.

a Y (4 =
NAIIUNIIVINTEDUNAY 5 U

1. U3y
1.1 578974159
12 UNANNATY (srugudoyaiiafium)

239017 WUSANA. (2565). JUKUUAMUFUNUSFI N VIANUAINITONNUINNTINNITINNIS
ANNSVBIELNTNIATEYIENTALANUILUIMIU TS aNeIUIaveasy lwanAwmilevesUseme
ne. 295875U3M155570 tASHEAMIANT Uaen15AeATS, 8(2), 89-98. (TCI ngal 1)

as30lng WusAnd. (2563). Yadesuunnguitislassifenliuinsvionguiindlasslidonlduinig
auam anungrialenyuiiazidelval vesUszansluniasugiafivey Usemealng 295475
umInenagmsae. 26(1), 42 - 55. (TCI nay 1)

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.
(2024). Comparative study of factors influencing the adoption or non-adoption of
healthcare services at newly opening private hospitals. Journal of Humanities and
Social Sciences Thonburi University, 18(2), 18-34. (TCl tier 1)

Punpukdee, A. (2023). Considering Consumer Behavior in Thailand's Traditional and Digital
Markets. Journal of Contemporary Issues and Thought, 13(1), 25-34.
https://doi.org/10.37134/jcit.vol13.1.3.2023.

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.
(2023). Thai Private Hospitals' Innovative Healthcare Cultivation: An Exploratory Factor
Analysis (EFA). MBA-KKU Journal, 16(2), 32-67. (TCl tier 2)

Punpukdee, A. (2021). Key factors affecting consumer behavior in Thai digital marketing:
Research synthesis by systematic literature review and data-mining techniques. Hatyai
Academic Journal, 19(2), 3d45-369. (TCI tier 1)

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.
(2021). Key factors affecting consumer behavior in the Thailand offline marketing:
Research synthesis by systematic literature review and data mining techniques. Journal
of Humanities and Social Sciences Thonburi University, 15(2), 21-32. (TCl tier 1)

Punpukdee, A. (2020). Innovative Knowledge Productivity in Community of Practice in Public




121

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

Hospitals of Thailand: A Model Comparison Approach. Journal of Contemporary Issues
and Thought, 10, 54-64. https://doi.org/10.37134/jcit.vol10.6.2020
1.3 nildaNguIINUIY

2. A5

3. #lsde
Punpukdee, A. (2021). Understanding factors predicting consumer behavior in the offline
and digital marketing perspective of Thailand: A critical evaluation of theory and

quantitative market research. Naresuan University.

4. UNANNIYINT (SUgIuToyanIAfium)

5. HAIIUNIIBINTTIUAN WL
5.1 NANIUNNIYVINTNDAHINNTIY

5.2 HANIUNNIVINTNBNAUINSITBUNITHOULANTITEUS

5.3 NAIIUNIEAIVINTISINONAUIUTIUIYES150E

5.4 nsadAny (Case Study)

5.5 9uLda

5.6 WAUYNTH S15IUNTH WINIYNTH Uaza1uIvInIsauludnuazifeiu

5.7 HAUAS19ETIANUINeAERSLazinalulad

5.8 HaUaS19ETIARUgUVSYE Aavs

5.9 AN5UMS

5.10 aNALIS



https://doi.org/10.37134/jcit.vol10.6.2020

122

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

6. HAIIUNIIBINTSUTTHIAY

o ' a Yy oy 9 1 =% = a4 o oa &
vafusasitmanun1aIvin1sdnedy Lilvdrunilsvasnisfinwunasuusggyn 1Uu
HAIIUNIIVINITNLATUNITNEUNTAUNE NN NAIMUATUNITNAITUILA I TAYAABAITIAIL AL
M35 Wuranumalnnisluseu 5 Ydsunas wazilisumuguuuuussanynsy

( 599AENT1A5E N9.0550MNT_WUSANG )

____________________________________________________ ELRL R

LANVDINAITUNIIVING



123

Na\‘i']u‘Vﬂ\ﬁ"lﬂﬂ’ﬁ‘d’e’]\‘iaq"iﬂ36U3857%5ﬂ§9ﬁﬂ’1&|ﬂ53ﬂ’1ﬂ N.N.9.

Yo - wwana (Mwlve)  : GHIEAIERTIANTE AT.NUNNYAN LEUY UNER
(ME189ng) : Assist. Prof. Kanokkarn Snae Namahoot , Ph.D.

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

1. U3
1.1 $1997UN15798

12 UNANNATY (srugudoyaiiafium)

NUANTRYRL LEv wasya wagiisaly Bunsum. (2564). winnssunisldusmsvudaianUsemalney
luae COVID-19 melunaaunaaalasasne. gwawnsalgsnousiad, 43(170), 76-94. (TCI

nax 1)

NUANEYRN LEUN UNZHA. (2564). NMTYTUININGBHNITHNINTEAIBUTANTIUAUNTTUIAIY
AosuagiimuaiiiioTamudalalunsldvinsTuueuusifeggeonglulssmelne.
215575U5M35579 LATYemIanT Uarn15aea3, 16(1), 198-222. (TCI ndal 1)

Namahoot, C. S., Namahoot, K. S., Punpairoj, W., Wattana, C., Briickner, M., &

Meephaikhor, P. (2024). BROTH: The broad recommender ontology for Thai herbs.
ECTI Transactions on Computer and Information Technology, 18(3), 381-395. (Scopus
Quartile 4)

Namahoot, K. S., Punpairoj, W., & Wattana, C. (2024). Gender differences in herbal platform
adoption and user behavior: A multi-group comparison based on structural equation
model. Journal of Infrastructure, Policy and Development, 8(9), 7579. (Scopus
Quartile 2)

Chotitumtara, A., & Namahoot, K. S. (2023). Assessing the optimal digital banking model
for service users in Thailand: A structural equation modelling approach to risk analysis.
International Journal of Membrane Science and Technology, 10(5), 111-130.
https://doi.org/10.15379/ijmst.v10i5.2428. (Scopus Quartile 4)

Namahoot, K. S., & Boonchieng, E. (2023). UTAUT determinants of cashless payment
system adoption in Thailand: A hybrid SEM-neural network approach. SAGE Open, 13(4).
https://doi.org/10.1177/21582440231214053 (SJR Quartile 2)

Namahoot, K. S., Punpairoj, W., Wattana, C., & Rattanawiboonsom, V. (2023).

Augmented reality technology adoption in tourism using structural equation model.
International Journal of Professional Business Review, 8(8), 1-29.
https://doi.org/10.26668/businessreview/2023.v8i8.3302 . (Scopus Quartile 4)



https://doi.org/10.15379/ijmst.v10i5.2428
https://doi.org/10.1177/21582440231214053
https://doi.org/10.26668/businessreview/2023.v8i8.3302

124

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

Namahoot, K. S., Namahoot, C. S., Punpairoj, W., & Wattana, C. (2023). Structural
Equation Modeling in Acceptance of Herbal Platform Services in Thailand. MUT Journal
of Business Administration, 20(1), 174-190. (TCl tier 1)

Punpairoj, W., Namahoot, K. S., Wattana, C., & Rattanawiboonsom, V. (2023). The
influence of innovativeness on revisit intention: The mediating role of word-of-mouth
in augmented reality for tourism in Thailand. International Journal of Professional
Business Review, 8(6), 1-31. https://doi.org/10.26668/businessreview/2023.v8i6.€02380
(Scopus Quartile 4)

Namahoot, K. S. (2022). Adoption and impact of Chat-GPT in Thailand: Analyzing service
quality and technology acceptance through a structural equation modeling approach.
SSRN. https://doi.org/10.2139/ssrn.4898056.

Namahoot, K. S., & Jantasri, V. (2022). A Comparison of the Forecasting Accuracy in the
Rate of Changes of Security Prices in Thailand, Using Arima Models. Journal of
Business, Economics and Communications, Naresuan University, 17(4). 173-189. (TC
tier 1)

Namahoot, K. S., & Jantasri, V. (2022), Integration of UTAUT model in Thailand cashless
payment system adoption: the mediating role of perceived risk and trust, Journal of
Science and Technology Policy Management, 14(2), 634-658.
https://doi.org/10.1108/JSTPM-07-2020-0102 .(Scopus Quartile 2)

Namahoot, K. S., Namahoot, C. S., Buddhabhumbhitak, K., & Briickner, M. (2022).
Thaiwelltopia: A high-quality wellness tourism platform. In Y. Luo (Ed.), Cooperative
Design, Visualization, and Engineering (Vol. 13492, pp. 45-55). Springer.
https://doi.org/10.1007/978-3-031-16538-2_5

Namahoot, K. S., & Rattanawiboonsom, V. (2022). Integration of TAM model of
consumers’ intention to adopt cryptocurrency platform in Thailand: the mediating role
of attitude and perceived risk. Human Behavior and Emerging Technologies, 2022(1),

https://doi.org/10.1155/2022/9642998 .(Scopus Quartile 1)

Namahoot, K. S., & Jantasri, V. (2021). Forecasting the stock exchange of Thailand using
data mining techniques. International Journal of Electronic Finance, 10(4), 211-231.
https://doi.org/10.1504/1JEF.2021.119777 .(Scopus Quartile 4)

Namahoot, K. S., & Jantasri, V. (2021). A comparison of adoption and service quality
between large and small broadband internet service providers in Thailand.
Management Science Letters , 11(8), 2211-2224.



https://doi.org/10.26668/businessreview/2023.v8i6.e02380
https://doi.org/10.1108/JSTPM-07-2020-0102
https://doi.org/10.1007/978-3-031-16538-2_5
https://doi.org/10.1155/2022/9642998
https://doi.org/10.1504/IJEF.2021.119777

125

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

1.3 NUNHNUYUINIUIY

2. 7137

3. nilede
nuUANIYAY LEUY uleye (2564). AnuInensiulugadines. fivaglan: dinfia
UMINYIYULSAS.

4. UNANUIVINTG (Srugudeyanffiam)

5. HAIIUNIIBINTT AN WD
5.1 HAUNIIVINTLINAFINNTTY

5.2 HAUNIIVINTNORAIUINISITIUNTHRULALNTITEUS

5.3 NAIIUNISIVINTISINONAUIUTIUIYEIS150E

5.4 nAnE (Case Study)

5.5 euuda

5.6 WAUYNTH S15IUNTH WINIYNTH UazIUIvINTTauludnwazReiu

5.7 NasUad19aTTARIUINeAIEnswazalulag

5.8 NAUASWATIAGIUFUNTEY RaUs

5.9 AN5UMS

5.10 aNALIS




126

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

6. HAIIUNIIBINTSUTTHIAY

Ya3usaeimaunIrIn1stnedu lilvdrunisvasnisinwiiasuusgyyn Wuranumadvinisi
Tdsuniswesnsaunaninasinavualunisiansanuasnsliyananissiiundamisidvinis 1Ju
HaUNI9IRINTiusay 5 Udounas uazilisunuzuiuuussanynsy

Yo

( {Y28Mans1913E. AT.AUNNYAY LU wuge)

________________________________ o

LANVDINAITUNIGIVING



127

Na\‘i']u‘Vﬂ\ﬁ"lﬂﬂ’ﬁ‘d’e’]\‘iaq"iﬂ36U3857%5ﬂ§9ﬁﬂ’1&|ﬂ53ﬂ’1ﬂ N.N.9.

Yo - wwana (Mwlve)  : fHeMmansIansed as. 13ee1nAennntT wuglnlsa
(ME199nqE) : Assist.Prof. Flt.Lt. Wachira Punpairoj, Ph.D

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

1. U3y
1.1 99897UN1533Y
12 UNANNATY (srugudoyaiiafium)

Namahoot, C. S., Namahoot, K. S., Punpairoj, W., Wattana, C., Brickner, M., &
Meephaikhor, P. (2024). BROTH: The broad recommender ontology for Thai herbs.
ECTI Transactions on Computer and Information Technology, 18(3), 381-395. (Scopus
Quartile 4)

Namahoot, K. S., Punpairoj, W., & Wattana, C. (2024). Gender differences in herbal platform
adoption and user behavior: A multi-group comparison based on structural equation
model. Journal of Infrastructure, Policy and Development, 8(9), 7579. (Scopus
Quartile 2)

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.
(2024). Comparative study of factors influencing the adoption or non-adoption of
healthcare services at newly opening private hospitals. Journal of Humanities and
Social Sciences Thonburi University, 18(2), 18-34. (TCl tier 1)

Namahoot, K. S., Namahoot, C. S., Punpairoj, W., & Wattana, C. (2023). Structural
Equation Modeling in Acceptance of Herbal Platform Services in Thailand. MUT Journal
of Business Administration, 20(1), 174-190. (TCI tier 1)

Namahoot, K. S., Punpairoj, W., Wattana, C., & Rattanawiboonsom, V. (2023).

Augmented reality technology adoption in tourism using structural equation model.
International Journal of Professional Business Review, 8(8), 1-29.
https://doi.org/10.26668/businessreview/2023.v8i8.3302 . (Scopus Quartile 4)

Punpairoj, W., Namahoot, K. S., Wattana, C., & Rattanawiboonsom, V. (2023). The
influence of innovativeness on revisit intention: The mediating role of word-of-mouth
in augmented reality for tourism in Thailand. International Journal of Professional
Business Review, 8(6), 1-31. https://doi.org/10.26668/businessreview/2023.v8i6.€02380
(Scopus Quartile 4)

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.



https://doi.org/10.26668/businessreview/2023.v8i8.3302
https://doi.org/10.26668/businessreview/2023.v8i6.e02380

128

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

(2023). Thai Private Hospitals' Innovative Healthcare Cultivation: An Exploratory Factor
Analysis (EFA). MBA-KKU Journal, 16(2), 32-67. (TCl tier 2)

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.
(2021). Key factors affecting consumer behavior in the Thailand offline marketing:
Research synthesis by systematic literature review and data mining techniques.
Journal of Humanities and Social Sciences Thonburi University, 15(2), 21- 32.

(TCl tier 1)
1.3 wilsdafidouainanuide

2. 7137

3. 9de

4. UNANNIYINT (SugIuToyanIAfium)

5. NAIIUNIIBINTTIUAN WD
5.1 NANIUNNIYVINTNDDAAINNTIY

5.2 HANIUNNIVINTNONAUINSITBUNTHOULANTITEUS

5.3 NAIIUNIAVINTISINONAUIUTIUIYEIS150E

5.4 nsadAnw (Case Study)

5.5 91uLda

5.6 WAUIYNTU F19IYNTH UYNTH wazuIvnsduludnemuzineany

5.7 NAIIUES19EIAAUINYIAEnsazmAlulal




129

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

5.8 NAUATWNATIAGIUFUNTEY Aaus

5.9 ansuns

5.10 aNALIS

6. HAIIUNIIBINTSUTTHIAY

[ 1 a v v [ 11 =] A o a [
va3usasdnaunIIvIn1stnedu Lilvdrunilsvasnisfnwuneiuusyyn 1Uu
HAIIUNIIVINTNLATUNISINERNTAUREN INaNAAUA luNIT N T LIRS TRYAARAN T I ALY
M35 [Wunanumalrinisluseu 5 Ydaunas wasilisumuguuuuussanynsy

.............................................................
Vo1

( f¥emansIansdaTs) iuglnlsa )

_________________________________________ R A

LANVDINAITUNIIVING



130

Na\‘i']u‘Vﬂ\ﬁ"lﬂﬂ’ﬁ‘d’e’]\‘iaq"iﬂ36U3857%5ﬂ§9ﬁﬂ’1&|ﬂ53ﬂ’1ﬂ N.N.9.

Yo - uwana (Mwilne)  : {YIemansINTEINRYY Jaue
(M199nq) : Assist. Prof. Chitinout Wattana

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

1. U3y
1.1 99897UN1533Y
12 UnANNATE (srugudeyaiiafiu)

Namahoot, K. S., Namahoot, C. S., Punpairoj, W., Wattana, C., Brlckner, M., & Meephaikhor,
P. (2024). BROTH: The broad recommender ontology for Thai herbs. ECTI Transactions
on Computer and Information Technology, 18(3), 381-395. (Scopus Quartile 4)

Namahoot, K. S., Punpairoj, W., & Wattana, C. (2024). Gender differences in herbal platform
adoption and user behavior: A multi-sroup comparison based on structural equation
model. Journal of Infrastructure, Policy and Development, 8(9), 7579. (Scopus
Quartile 2)

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.
(2024). Comparative study of factors influencing the adoption or non-adoption of
healthcare services at newly opening private hospitals. Journal of Humanities and
Social Sciences Thonburi University, 18(2), 18-34. (TCl tier 1)

Namahoot, K. S., Namahoot, C. S., Punpairoj, W., & Wattana, C. (2023). Structural
Equation Modeling in Acceptance of Herbal Platform Services in Thailand. MUT Journal
of Business Administration, 20(1), 174-190. (TCl tier 1)

Namahoot, K. S., Punpairoj, W., Wattana, C., & Rattanawiboonsom, V. (2023).

Augmented reality technology adoption in tourism using structural equation model.
International Journal of Professional Business Review, 8(8), 1-29.
https://doi.org/10.26668/businessreview/2023.v8i8.3302 . (Scopus Quartile 4)

Punpairoj, W., Namahoot, K. S., Wattana, C., & Rattanawiboonsom, V. (2023). The
influence of innovativeness on revisit intention: The mediating role of word-of-mouth
in augmented reality for tourism in Thailand. International Journal of Professional
Business Review, 8(6), 1-31. https://doi.org/10.26668/businessreview/2023.v8i6.€02380
(Scopus Quartile 4)

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.

(2023). Thai Private Hospitals' Innovative Healthcare Cultivation: An Exploratory Factor



https://doi.org/10.26668/businessreview/2023.v8i8.3302
https://doi.org/10.26668/businessreview/2023.v8i6.e02380

131

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

Analysis (EFA). MBA-KKU Journal, 16(2), 32-67. (TCl tier 2)

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.
(2021). Key factors affecting consumer behavior in the Thailand offline marketing:
Research synthesis by systematic literature review and data mining techniques. Journal
of Humanities and Social Sciences Thonburi University, 15(2), 21-32. (TCl tier 1)

1.3 nilsdefifouainanise

2. 7137

3. 9dD

[

4. unANNIVINTG (SEUTUTeLATIANLN)

5. HAIIUNIIBINTT AN WD
5.1 HAUNIIVINTNDAFINNTTY

5.2 HAUNIIVINTNORAIUINISITIUNTHRULALNTITEUS

5.3 HAIIUNISIBINISENINRAIUIULYUIBEISITUS

5.4 nsadAnw (Case Study)

5.5 e1uuda

5.6 WAUIYNTH H191UYNTH WINYATH UazauIvinsauludnuuzineanu

5.7 NAIIUES19EIAAUINYAEnsazmAlulal

5.8 nasuasNasIARIUgUNe: Aaus




132

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

5.9 ansuns

5.10 YaNALIS

6. HAIUNIIBINT55UTTdIAY

@ : a Yy oy 9 1 = = A v A <,
v23Usa9IMmaNUNAITINITiedu lailvdrunilavasnisfineineudiygyn 1u
HaUNIEIYINTNLATUNSIHBLNI A araninaeiinvua lun1siasausnsliyanaaIsaiILLe
193w Wunanunavimsluseu 5 Younds uaslisunuguuuuussanynsy

( YIemans1TeInAYY Jaiue )
LNVDINAIIUNIGIYINTS



133

Na\‘i']u‘Vﬂ\ﬁ"lﬂﬂ’ﬁ‘d’e’]\‘iaq"iﬂ36U3857%5ﬂ§9ﬁﬂ’1&|ﬂ53ﬂ’1ﬂ N.N.9.

Yo - uwana (Mwlne)  : esduans) g1Aae
(Me199ng) : Pimsara Yaklai, Ph.d.

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

1. U3
1.1 $1997UN15798

Aaa o«

12 UNANIRY (SxygIuteyaniium

Tadnin Nauesud, oyl 1R3UKa, NUENs1 81Ade, WYvin veuyUn, wae giian oty
(2564). N138139INYANTTUAVNINVBANYATNTAINANIINMTIasTAnAngie". ununwms,
50(6), 1633-1642 (TCI ngy 1)

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.
(2024). Comparative study of factors influencing the adoption or non-adoption of
healthcare services at newly opening private hospitals. Journal of Humanities and
Social Sciences Thonburi University, 18(2), 18-34. (TCl tier 1)

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.
(2023). Thai Private Hospitals' Innovative Healthcare Cultivation: An Exploratory Factor
Analysis (EFA). MBA-KKU Journal, 16(2), 32-67. (TCl tier 2)

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.
(2021). Key factors affecting consumer behavior in the Thailand offline marketing:
Research synthesis by systematic literature review and data mining techniques. Journal

of Humanities and Social Sciences Thonburi University, 15(2), 21-32. (TCl tier 1)

v o Aa aw
1.3 KUSANLVEUITNGTIUIY

2. 7137

3. 9HD

6

4. unANNIVINTG (SEUTIUTRLATIANLN)




134

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

5. NAIIUNISIVINS IUANYULDU
5.1 NASIUNNIYVINTNDDAFHINNTIY

5.2 NAUNNSIVINTNRAUINTIFBUNTHRULAENITITOUS

5.3 NAIUNISIVINITENDNAIUIULEUIEISITUY

5.4 nsadAny (Case Study)

5.5 9quLda

5.6 WAUYNTH S15I1UNTH WINIYNTY UazauIvInIsauludnuazifeiu

5.7 HAUAS19ETIANUINeAERSLazinAlulad

5.8 HAUAT1NETIARUGUVSE Aaus

5.9 ansuns

5.10 YaNALIS

6. HaIUNIIBINT55UTd AN




135

Y : a Yy v Q s =t = A v o <
vausaeimanumaInnsteiu lilddunilvaimsinwiinesudsygyn Wu
HAIUNIIWINTNIATUNISIHBLNIAENINMTIIAMUATUN SRS LA AT TUARAANTIALMLS
9315 Wuraumea3rnistuseu 5 Vdaunas wazilisumuguuuuussanynsy

( Auans1 e1Aane)
LRNVDINAUNIIBING



136

HAITUNINIVINTV9D1A158U I MENGATAIUNUTENIA N.I.2.
¥o - wwana (Mwilne)  :as. wilsel ¥EsEsIA
("1e199ngE) : Maneerut Chatrangsan , Ph.D.

a Y (4 =
NAIIUNIIVINITEDUNAY 5 U

1. U3y
1.1 99897UN1533Y
12 UNANATE (spygudoyadidiu)

Chatrangsan, M., & Tangmanee, C. (2024). Robustness and user test on text-based CAPTCHA:
Letter segmenting is not too easy or too hard. Array, 21, 100335.
https://doi.org/10.1016/j.array.2023.100335. (Scopus Quartile 1)

Yawised, K., Apasrawirote, D., Chatrangsan, M., & Muneesawang, P. (2024). Turning digital
technology to immersive marketing strategy: A strategic perspective on flexibility, agility,
and adaptability for businesses. Journal of Entrepreneurship in Emerging Economies,
16(3), 742-766. https://doi.org/10.1108/JEEE-06-2022-0169. (WoS Quartile 2)

Chatrangsan, M. (2023). The effect of light mode and dark mode features on tablet
applications for Thai elderly users. Journal of Modern Management Science, 16(1),
34-48. (TCl tier 1)

Yawised, K., Apasrawirote, D., Chatrangsan, M., & Muneesawang, P. (2023). Travelling in the
digital world: Exploring the adoption of augmented reality (AR) through mobile
application in the hospitality business sector. Journal of Advances in Management
Research, 20(4), 599-622. https://doi.org/10.1108/JAMR-01-2023-0023. (Scopus Quartile
2)

Apasrawirote, D., Yawised, K., Chatrangsan, M., & Muneesawang, P. (2022). Short-form
video content (SVC) engagement and marketing capabilities. Asian Journal of Business
and Accounting, 15(2), 221-246. https://doi.org/10.22452/ajba.vol15n02.8. (Scopus
Quartile 3)

Yawised, K., Apasrawirote, D., Chatrangsan, M., & Muneesawang, P. (2022). Factors affecting
SMEs" intention to adopt a mobile travel application based on the Unified Theory of
Acceptance and Use of Technology (UTAUT-2). Emerging Science Journal, 6(SP1), 207—
224. https://doi.org/10.28991/esj-2021-SP1-014. (Scopus Quartile 1)

1.3 wiledafeuainauide



https://doi.org/10.1016/j.array.2023.100335
https://doi.org/10.1108/JEEE-06-2022-0169
https://doi.org/10.1108/JAMR-01-2023-0023
https://doi.org/10.22452/ajba.vol15no2.8

137

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

2. A5

3. ilede

4. UNANUIVING (Spugudeyanfiam)

5. NAIIUNISIVINS IUANYULDU
5.1 NAIUNNIYVINTNDDAAINNTIY

5.2 HAIUNNIVINTNBNAUINSITBUNTHOURANTITEUS

5.3 HAIIUNISIBINISENINRAIUIULYUIYEISITUS

5.4 nsadAny (Case Study)

5.5 9quLda

5.6 WAUIYNTH A1TIUYNTH UINIYNTH wazaudvin1sduludnuazimeaiu

5.7 HAUAS19ETIANUINeAERSLazinAlulad

5.8 NANUAT19ETIARUGUVSE Aavs

5.9 AN5UNS

5.10 YaNALIS

6. HAINUNIIBINTS5UTTdIAY




138

@ ' a Yy oy 9 1y =% = A oA <,
vafusasitmanun1advin1sdnedy lailddrunilavasnisinyninaSudsyyi Wy
HAITUNIIVINTNLATUNITNEUNTAUNE NN AU NAIMUATUNI TN TUILA A TAYAABATITIAIL U
M35 Wuranumalvinisluseu 5 Ydsunas wazilisumuguuuuussanynsy

(95.000501 v1RSIETIA)
LRNVDINAUNIIBING



139

Na\‘i']u‘Vﬂ\ﬁ"lﬂﬂ’ﬁ‘d’e’]\‘iaq"iﬂ36U3857%5ﬂ§9ﬁﬂ’1&|ﬂ53ﬂ’1ﬂ N.N.9.

¥o - uwana (Mwilne)  : ATAATIA AR
("Me199ngE) : Suparawadee Trongtortam, Ph.D.

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

1. U3y
1.1 99897UN1533Y
12 UnANNATE (srugudeyaiiafiu)

4N99R ATIABETIAL. (2564). MsAnwIAY AesmInadnvuriungauiohluTaLLonaLAdy
AuMageusaruliuedmIuNgIeny. 29597507150 TUarn153nnIg, 13(4),

98-126. (TCl Ngx1)

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.
(2024). Comparative study of factors influencing the adoption or non-adoption of
healthcare services at newly opening private hospitals. Journal of Humanities and
Social Sciences Thonburi University, 18(2), 18-34. (TCl tier 1)

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.
(2023). Thai Private Hospitals' Innovative Healthcare Cultivation: An Exploratory Factor
Analysis (EFA). MBA-KKU Journal, 16(2), 32-67. (TCl tier 2)

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.
(2021). Key factors affecting consumer behavior in the Thailand offline marketing:
Research synthesis by systematic literature review and data mining techniques. Journal
of Humanities and Social Sciences Thonburi University, 15(2), 21-32. (TCl tier 1)

1.3 wilsdefiTeuainauide

2. 7137

3. 9HD

4. UNANNIVINTG (SEUTIUTaLaTANLN)




140

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

5. HAIIUNIIBINTT AN YUY
5.1 NAUNIIVINITNDYAEINNTTU

5.2 HAUNIIVINITNORAIUINISITIUNTHRULALNTITEUS

5.3 NAIUNISIVINITENDNAUIUTEUIEISITUY

5.4 nsaifine (Case Study)

5.5 91uLda

5.6 WAUYNTH S151UNTH WINIYNTH UazauiIvInsauludnuazifeiu

5.7 NAaIUaS19aITARIUINeAIEnsasalulag

5.8 NAUATNATIAGIUFUNTEY Rals

5.9 ansuns

5.10 YaNALIS

6. HaIUNIIBINT55UTTd AN

L% 1 a 1 v 19 1 = = A o a2 [
Y23Usa9IMmaNUNIITINITEedu Lailvdrunilavasnisfneneudygy 1Uu
HAUNIEIYINTNLATUNSIHBUNIAUvanInuMaNivuaTun1sHAI TR TiYAAAAT TIAT LM
9391113 WHuranumadrinisluseu 5 Ydeunas uazilisunuguuuuussanynsy

(95.80390 ATFOTTIN)
RNVBINAIIUNIIYINTS



141

HAIIUNIIVINTVR9D1A158UsEIMENGATAINUTEAA N.N.2.
¥o - wwana (Mwilne) a3 gandnual AItIv
(NM¥1B9NgW) : Udomlak Srichuachom, Ph.D.

a Y (4 =
NAIIUNIIVINITEDUNAY 5 U

1. U3y
1.1 99897UN1533Y
13 UNANATE (spygudoyadidiu)

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.
(2024). Comparative study of factors influencing the adoption or non-adoption of
healthcare services at newly opening private hospitals. Journal of Humanities and
Social Sciences Thonburi University, 18(2), 18-34. (TCl tier 1)

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.
(2023). Thai Private Hospitals' Innovative Healthcare Cultivation: An Exploratory Factor
Analysis (EFA). MBA-KKU Journal, 16(2), 32-67. (TCl tier 2)

Punpukdee, A., Wattana, C., Punpairoj, W., Srichuachom, U., Yaklai, P., & Trongtortam, S.
(2021). Key factors affecting consumer behavior in the Thailand offline marketing:
Research synthesis by systematic literature review and data mining techniques. Journal

of Humanities and Social Sciences Thonburi University, 15(2), 21-32. (TCl tier 1)

1.3 M9daNI8UIINIUIRY

2. 7131

3. 9HD

[

4. uUNANNIVINTG (SEUTIUTeLATIANLN)

5. NAIUNIIVINIG LUANBULDU
5.1 HAUNINIVINTLNDYAEINNTTY

5.2 HANIUNNNIVINTNONAUINSISBUNSHOULAENTITEUS




142

a }74 % =
NA9IUNI9IBINTEDUYNEAY 5 U

5.3 NAIUNISIVINITENDNAIUIULGUILAISTITUL

5.4 nsadAny (Case Study)

5.5 uuda

5.6 WAUYNTH S15IUNTH UINIYNTH UazaudvInisauludnuazineiu

5.7 HAUAS19ETIANUINeAEnSLazinalulad

5.8 NAUAT1NETIARUGUVSYE Aaus

5.9 ansuns

5.10 YaNALIS

6. HaIUNIIBINT55UTTdIAY

L% 1 a 1 v 19 1 = = A o a2 [
23U MmaNUNIITINITEed Lailvdrunilavasnisfneneudiygy 1Uu
HAIUNIEIYINTNLATUNSIHBUNIAUvannMTINAvuaTun1sHANTLA R THYAAAAN TeAL MU
193w Wunanumavimsluseu 5 Vounds uaslisunuguuuuussanynsy

aﬁia ﬁ)ﬁ%}\\l

.............. UL 2 vl AT
(as.9auanwal ATTIYN)
RNYDIHAUNIIYING



AIAKNUIN 6
VBUIAUUNIINYIABULIAIT 1998 NI1TANEITLAUUTYINT W.A.
2565



143

k] o LY -
VBUIAUHWTINETABULTATS

L ad =Y -1
A MIANETERUUTAT WAL bebd

L R T LR e PN CT PR T TR T

=) o T -~ e i o - =
Tasiilunisaunrslivd jedodduaminediusaa e msRnwseiugEygas
v o L
.7, ednd TRARATLMIEELETY
andpdnmm AT lum eale) wimssTelygRuminenduusms we. odmn
- - ar o a - . -
uasuiluduiiy (Ui b) WA, bege UsEnauAUNARA TN TINEEBULTATS 'lumsmz:*quﬂ'iaﬁ
&4 ..J w w A
mol {(mofednd) WeTui se fusgy edod TalMosntatedulin
w o -y ' - i w
48 @ doUadull Gondy “Tededuumiinendousaas Tnos nsAnwszauUyyed
WA, lodod”
T a  w oW w o a & 1 -
e daviAudlnlddutiAuiuiidaiidnd@n s dtinisine beos (Wusuly
w mom  m wr . as
dmiviidnidnulundngnslmiuasdngniuivd gmussnAanens TN INRIE MM TEALAN Y
e o e s . o e
104 e mIgumdngasseAuuTyeed we eaee duil
&
dom  udotaAuil
“UMTINENAE” VRNBRTINTT UMTINENAEULTATT
*AMUWTIVEIEE" NEIBAYTY SN IS LSS
“AMET WUIBATIHTT ALY TNENEE
"AMUR” MEAWTY ARURTednnE dennunTvesinends
w - & - =
ia & Weimsuidnwnslidulumutovidul wasiamsiiviswiensnusenials

ol we - - ' TR | = a a & a
nslaffiladmualiTudedaduil wialddulumudatidud Wednisuaiidruaifedudinag

=] - ar
srsiLEATs wirmsandldanaeinedeniu



144

o
WU &

nangas

do ¢  wangAsEuiv
(o) wingrsseduLE Y IREuRILFaLE1TIN Ussnausme
(M) wuandvrdnwaialy wanefs wuanduiiaiuaisanuduygsdlinion
dmilanluilsgiusaseunn Weldiduyraadlduarifinuiindudmivansmed ve sthaasudou
WugeremindBinsymnmsmaniiing lunsimumdeudlelyn dudfannoeiuleniauas
AuFTlARULBaLBs 1AL fuﬁwﬁumm]ﬁuuuﬂawaaﬁqﬂmaw palan iuyarafidisimuiu
wadleafiduuds fedvsisuuasdaduludsiigndes faudiuazindefiduda uderamdads
afnarduasianndsnuniediu uaniunadoWinuiundan
wimendeesdrindneniluludneneduun Sungivviadineeysonmslag
Al# eliusgingUseasdvamenmindny il Tneldiduwnumbhsiesnlidosnit ee mhofin
uasForuanimsdauasysailunafiasfiounisussguadindnaiouivesfEuiiaanadasiv Uiy uas
FagusrasdunanisdanisAneidvdneilfedudaeu nsdadvdneialudmiundngns
Viqad (etilea) enaldiunssnusisinilédnwenudilussdulssnaietasionindugmie
sesuaydigan
ﬂﬁﬁ'ﬁ%ﬁﬂ’dﬁﬁ”ﬂﬂéﬁﬁwﬁ’ngniﬂ%mmﬁﬁam anlssunsoniiu
(1) wwAvnaNnEE weds ey Frewisd ’i-u—uﬁugw’m“‘n‘w WAz TEn
jomnbigidaudinrugrmmdnilawesufoiedld Tneliimnofineu di
@) wangai 3naad (@ U) wiadins nivdedn wis JidRnns TRl
wisfimmaiviawzTa Liveend e wiheie
o) wingnsUigaad (¢ 1) Wildwnmbein wsiviams salitdeundy
glo WdETA
o wéngrsuIygrad (lideendt » 1) Billdwauwibiefinvurivianis
Tallaiiesnt eos winin
) wiingasUEoed (ovilay) Wldwambefmenriiawe sallitosniy

o mhein uasluinouiseaiArmmeguiiidosndt e wivia



145
-m-

&) vingasUiggmiuvuinmth i waniaeiin swinsedudufiafnw
Livieund ele wizein
- -t - J - - -t - L
(A) wnadvndona’ uneividelanabidmdeniousvivileq lundngas
) -t Y o o - - o
Uiy welvigideulalienug anutile muinussmiavioauls aasnswtunmsdudiuaiumin
ool v - J vt o " a v . .« -
wazawaulsvesiioilvlinngaiy lnslvlisnnumieinyulitesnit b whufin
(o) szuznattunsinwamuvdngns Wilszozinamsinm sl

(n) wingasUingg a3 (« 1) Milldmnumieiesu Livesnii ebo misin
Wildardnwliiy & In1sdnw dmiunisametowsSeuwiucal wagliiu e Un13Anw
dwriunsamudoudauliviuna,

(v) wéngniviggras (¢ U) iidmumiieiingan Livesndt e¢o wilsfin
Wldardnuliifiv eo Un1sdnw dwdunisamudsudsuiunag wagliiy e Insdnw
dwiumsamadouioulidunan

(A) vangmiigayws (biteoni o ) Wildnrwmieingn hileeni eco miein
Tldaandnelidfiu sle Un1sdme dmiunsamalouBouduna, waghiiy e Un1sdne dwiu
msamleuFouliviunan

ar - - v d el o ' - R ] ' -
(1) wingnuigyed (Weides) idduaumizeAniu liveendn e mitein
Wldnardnuliifiy @ In1sfine dwmfunsamatswSoudunan warlifiu o Unnsinen dwsu
o Py 2. O X ve o o ol ar [ a
miamzdvudouliduna vl Wilvnadnwaniuidamans@insusniiudidnwlundngns
&
D
- o - W - q - . I e ede W MW
() Wil s Je5edn waesnumbeianmiull

(&) Maswirvsenaumie

(n) 1% o AN AR 411
<l o - o ¥ o

(%) 1av#l & (udndon) st sAvtuluensfingm
“ L) - . =

(A) @YW & (Mandu) UARIDY WUIANYEYVIV

J L ' I -
(9) lawn o (Manwue)  wERIDY FYNTUTOITIIN



146

(&) dnavluaduinomioefia
(n} wershusn Aodnumhoinfiameilou
(v) vdusnlinadu Ao Inouiiluadounquiisedunni
(1) waiitaeduindy As Snudiluadeuufiinedusm
(a) wvihfianiuiadu fe dunuitluitanarsAnsduniomemioduam
180 nslssiuguaiwesavdngms lamnvdngesimuassuunisussiuRuain
vemidngmilaedadvssnavlumalsetununwaiulion o dwu fe
(o} wadwdnsGou
(lo) iR
() @197
(&) wiingms malieunaay mavsediuGou
(¢) Aratfumpmsous
() HanER HEEWS
f8 o mafauwdngas iynudngasiauvdngnsliiuady Taefinsdsdiuuas
swrmHansaniunsvamdngasndnisine Wb deyadlaluvivussiaumdngasduszosy

athelpanussuTEBsa R mMangns wWioynsou & U

“H1H§Ih

FEUUMTIANGANE

0 & sruun1sdan1ifne uwidnedeaslissuunisTAn1sfne b s As
MIANETINSEUULAENTSANYILENTE U

(e} ns@nwnluszuy Wunsiinenlumdngasifinisdmungauieusunisfine
szpsEvaansine midarauweemalssdiueg Safulaulvsimsdugamsinm

() MsAnwuanssuy Wumsfnwdliianudavdulunisdimungejonne suuuy
FEnsdanisinm seesattensdnw nsiana wasnrsussdiuea Sududsulvveannsdnds

=
IR



147

(o) s Inerduldszuunisdanmsine szuuninae Tnswdsnisianisd@nwsaniu
o WU FiB
(n) WU b MAmsAnsRetnnsAne Wunsiamsdnwund fadunansdne
affy Thzpznanfnuliiiooni e¢ #ani iinsdseadaninggiou Sudumansinmliviiy
Vuusseseyliluusumsineilundngns uaeldazornaidouissnn < fat Tnedadaluafou
geaudareirlilsaui Busembein swittwelilunensfinsnfvesssuuning
(1) wuu @ nansRnwIselinisAne Tdssesanisulidenndt ae dda
RaaANsAnY wikesdansEsulismauinlusomiefin st lilumansfinuUniives
TEUUYTIN A
() madamsAnmuuuuuuug Wil ssmamingd
(@) nsdiivdngnsarnnivile Usznevdaosiedufidnduieudnasuluniaggiau
dWensAnauvisiinnireuny wiensdfnlifewiiouiiniaggiowbudunilvesnamsine
AR
(&) swivends Tisyuumieinlunisediunsdnw SwumioinlduantiaiFuau
AN IDILABETIETY
(o) nsAnmIsinnszUUNIn IR
(n) 'i“|tﬁ'H'l.n“|ﬁﬂr|wﬁr'ﬂ'!'f!.:uﬂ'|'uﬁmuﬁanﬁﬂﬂﬂﬂmmlﬂﬁaﬂﬂiw ad 171
gonmmsaneUnd ety « waiedin
(1) MedmmeUfoR Adnadniennasdlitdonndt e faludamamsinuing
Titfiduviniy & wieiia
() n1sAna wionasinnaauiy wie nstineusulusialssma Aldnadin
Liisuni @& Salmdanensinend st @ wmisin
(9) maUfoRuaniedne vludssmadosneUsznd WaanfoRmuaniafnn
Tiindn e dUnmisthwiailes Tneilunmbein o - @ mhsfin
(3) msilasaen wisRanssunsdeudlamuilduusumneidoawiilasan
vispRanssiug Lidaondt ee Fluwiomanisdinen TWiewiniy e whefn
(o) MWV INeIdsaIa iR ARaHuReY (Prerequisite) dwiuntsamzilou

. L | - &y Pl am, s - -1 T | =
U Iﬁﬁmﬁﬂﬁﬂmmﬁﬂﬂﬁﬁﬂ'l-ﬁﬁﬁﬂ D 'ﬂ'l-l'lﬂ lwﬂ'lwuﬂﬁﬂ'mﬁnl.'iﬂu‘ﬂEJ’J'H‘]qulEF'lﬂuU'E::aﬂﬁﬂ'm



148

mrmfn' m

nMssuinfdne

> ar b
to & mMssutndnw
“ ~ o o - T | el a 8 o
uningdeazyinsasuAniien visdndendduisnsinuauiseudnymeulay
iaiivuwih wisseiulssmaiistnsinindugs viieiieuwin e sefueyUian (@ U) wialieuwi
| Y - - 3 o - - - o e
luadvinsadvaninissdndne lusdngaliganaindenis uasmadndwwisufiinig
- [ 3 - i J J - - -t 3 - =3 -
wiandngnivignng (Weailies) wievangriviggiesuuuimniviminivinauasneiniy wie
- o w aa « P - LV - o od o
YijuRms Wrulidaduning W mudsenmasazsasduaiuninerdenisanduduivusuas
uminendelviaaiugeu
~ . Vo
19 eo AuaNtRvawii1Any
(@) wangrsUiggniniadvinauasnsindnmioujuinsdeaduddnionisfinw
o W -~ e ' J - [
seAulseuAnwmauUatewiaisuyndsnsensafineiBnssuins
ar . o o R
() wangnivinyy w3 (Mawes) deadiuddniamsfinwissivusemaiiodnsivindugs
. ar - - 1 - o = . o - o
Wioiieuwiy wisssaveyUige (o 1) wiasuyiluaeiniesmiediniuituseivmasdidnm
quaanmtBtuqm‘s‘nwﬁmﬁwu‘iadﬁu"ﬁm‘sa'mamﬁ’umsinm%'mn1um’mmﬁu§'usm
o - - [ - - - -~ s
(m) néngaIviggeiuvuinminannivinswasnisinidvEaufianisdeaiu
v - v W - el - o - -l
Raniamidnwszduisandnyimouvateniaisun insensndnwisnisiviessiiniedoasay
Lifaundt m.¢o 9INI¥UL & seAvAzUUUNIBIiBULLALSTN ANy lundngasuuuinami
winannsdnwladinanaGieusiingy s.eo swfeimaquanddlunisinsudngasuuuinmi
-l « L -J -
(@) Wuliinuasd@dunnusiquandadgianiiidnyidmnl lundngasszdiv
-~ v Mded v oW v Iy w
Viganad mmanssmammingids inedasiunsiudidneilundngasssiulyyni
W - -~ “~ ) -
19 @a N35uloulidn wiatnAnwmnanunsAnwdy
(@) sivendeenmiulautidn wisdndnmunonanniugradneduduminendeiuses
() AnauRvasjvalounidulidnve smiinedy
- e d - "
(n) Sianandinamimualilude eo

. o < - a a " .
(v) ddnwluastugaudnuinimineduivssanudihitioonimidlinmsnm



149

(o) Gszaddiozveloumuianmiinendy FowfiRds
(n) BushiwmaumTingdenmusuuresuiidvun Tnsdsdamivendeiemuomie
Frdamnsluswddliieenit mo Jursuiuamadoursmansfneiiusvasdssdndne Taeuivends
ardafunlseiuaiswdidud iy way
(v) Wanugeufinwitguedidsinumagindssadounamsfounas meazden
amseritdEn s amiinedolaonss
() wnrinerdpenafinvun l¥audtureuiuleu laedunisfinnsuainauesnie
wﬂ’mawﬁLﬁtmwiWﬁﬁwaiauﬂszsaaﬁmﬁﬁnm
(&) nsisulaumiasiinuezransifoy
(n) aminerdyeeRarTudisulauseiviiFoun Tnerraniusouvsnms
w":’mﬂdjEM1uﬁé’w'[auﬂszﬂ«1ﬂ‘mﬁ1ﬁﬂm Wailgoafulumuitdel3lulsememinends
() mavisvlaumiefinuazuamaiounnantunsAnwsiadszma Tiduly
A IE N ATEM TINETAE '
(m) mavulaumbeieuaruansGousnaortugaudnwnsludszma lunsd
Tennadlunmiamaidouiarmugoiu iduluaassnmveamyingdy
(1) maieuToumheinuasnansifalunsdnddneilumeislundngas
dmiundngmauigyni (aiiloq) il’m5'1aﬁ'tﬂﬁlﬁﬁnmmuﬁﬂmzﬁtﬂwnWﬁﬁﬂﬁﬂﬁ'ﬂﬁwi‘:uqa
winserivoyUEyy Tidulunanissnmaveaminedy
(v) T@nvIodadnadiiounnathuamadou sadwinsouiausiouy ansede
n?ﬁuﬁnaum‘ﬁﬁnmm:ﬂmqﬂ'mi’uqwﬁﬁ’mwr‘i'ﬂ'(ﬂnmm'imﬁtnm':ﬁﬁﬂl.iuﬂ'nﬂmumnﬁmj1%’:Jﬁﬁ
nsvaieuTIeiruaz/MIomiaeAnld uaziinstuiinlilusdimiasin (credit bank) vasuvnivends
H%airlnﬂHﬁwﬂw?ﬂMﬁ‘nqﬂﬂ'fl'ﬂ“'uﬁun11ﬁ'auTmumhm’mn"|EmE|n winvnUseaumanl wvadisulau
mi'ntlﬁm'ﬁaﬂﬁﬁ‘wﬁnqwim'iﬁnuw'%mﬁma%'m.l"amim st Whihilusmanssmavasumninends
¥ o MsdAnwLRe By A
(@) giiduamsdnmsziuUiygranumyinedvuses wiovinanfugednuidy
-ﬁmamwmﬁqmuﬁnm Inermand Houasuiansu fuset onvedndnsweileygeime vty

" . ] i = u w
Wunmiiuduld widsaiullnamnFmnuiiwnaliluds aol«)



150

(o) Fimsiuaiins auautRvasdaiag inusilunsivalng uariBmsdndanlidmnm
Weatimyiiaes aiduusenimeasminedonaiansiaus

W9 em niTenuinuiian

(o) dfitaauimdonls wisdilésuoyiilidAnmidasdussaud wazinioumdngu
sae st sl iludsenmmminedy Wetumadeudiuidn Tuiu van fuineduivue

(o) ettt rusaniuiunatiuming dodmun et aasdninadnduian
ViuwalstiuoyiRnaminaidetiusag W

(o) Wlaiuvedouiiuianug tminedosimussitaUsssdtan Tneveuzasdn
ananaditdEnelsy wavlomrsdiEne il UEnwuusiy saersuwusmmsAnyifaonndos

AULBUAILRN1SARE

Hﬂ‘iﬂﬁ a

nFaanslBuTeu

10 me nsamednniny

(o) nsamgiieudou Wdulusuidwueliluvssnmumdnends windidaun
ameileumdriuiiumineduimua ssdasissauiuaadimsliludssnimmrinetdy

(k) nsaamziisusedole ddsawrsoamadouivunisamaioy i - nou
T HsEUUES et ReTmTRIEAues aurunafinvualiusEnamiineidy

() niammdouinedrvdaimus Wnssldnieluszezuamainisrediusei

anl

mindurimuetl iinodeesndndnimaamadouneivilumansinemiu

(@) msamisuGoussauysaifsodlelddisvassandousine muiidmunlily
UsEniEm i@y

@ Srileifldsudnes | vie P idalifosemaioudourneiviiudiin

(v) Arsdamsdnwluszuuningg wou e mensane detlnisAne ddsaiui9n
amzilpuIouseivmodaznianisinenild WA s wiiein wazasnsoamailnnioy

o ar [ BH i om -
'i"lEITH""lE‘h'I-‘I"i‘IJJ'I"IﬁEIE]‘SEHIFI laifiu & wmisfin



151

nsIANTIANEIUIEUUNINA WU e MAmsAnswaUnisdnw Banansnamaieu
Gounednveswnarniansanyaliiy e viehin
nstidnnninsamudoudouiiunit be maeindmivmaund uasiiu « miehn
dwiumeaggiou dmiumsiamsAnmluszuuning uuu o mamsfine Aelnsfine amaTsanii
Y3IRRRIMTINNT ed iehia dmiunmsdamsfineluszuuning wu e nemsAnvisetinisdne
ud o W e | - a
nnssAaet dudiveayiineuivends
@ da a sy < i P | <
() mIamsilouiRaouly Wiedimsamedounuadulune wazsviviamadou
- d 4
fnteuledy Wldsudnes w
- R - 4 o .
() Danorwvoamuioudrimdnmseinlag eldunafiuguaad (Audit) 16
o ‘v - ' ﬁ - | -~ ¥ o ' vl v
Tnsanuiuvevraensdfaounasans Wiemhsriifieumiisedvniudainey uasldibuningu
L a v A A ' [T a O -l e N Y
TuAsuMIng de el ddnasdesdissAmireinsedvnuniuidivualiludsenimumineds
wariidnorladunamsdouiiudnes S wie U
() nman1sdnundla minddalildamatouioudimglaq finn ssdesvean
s -~ 8 - N a ‘ -~ s
winnsfinmdmivaianisdineni lnsvimldeveayidaninnsdnvuielinuuiifiasuioyia
. 4 - -~ - -~
wazdoadrseAtsTsullsunsAnenfiednwanmidnatslu o¢ Yu duniniudanianisdne
winbiufosimusinan deviuaammsiiuiian
- o W o - a < " Y oa o
(@0) svninendvansgiRbilidniviuan miidn nduidnduiidelni ddlmapaduauans
v o v aa & 4 w o 1 Sa v e | -
Tnglvitiosveznaivivanmiidmiv Wusssznaminnsdne lunsdiwuiiidnszdosdiseamossution
- - & . o o ol -~ “
msfinuiiedhwmanmmatulidn sumsmssauiiodu, idndsnaiioududaninnsinm
aminendgliopiRlfndudnduidnmunssanou winiuduana o 1 duandud
Tanguuuanmmaduiian
4 - L J ar -
(ae) lunsdifilassnsuanwasuiidn dndnw sewinantugaudnw viailtennas
ol v -t =) kY -
awgse vinlitemnadlunisamauioudoutwandu
- ar - s o - - J -
(n) anningrdsenafinrsaneyldvideamsdoudsuneiidaasuly
J -
aomiugaunwdu wiunsamadoudnduminedetoun wieursdnld
- - - - - o
() nsdifuiidaniodndnwivindardudu uninerds o1efesanoyA

W - - - w o | -l o - o
Tamalsuivdrmitadeuluamineds Instdrseasssudisumuinmualilulsenmmmmineds



152

=G

98 m& nEFLLaEDDUTITE
(&) Asifiusedsensevinleniely v s vivin Tuaindulanianisdneivie
melu & Slemtuin turnfulemaggou
(o) nrsaauTedmasngzylanieluimuaaa bifuddedd ek vesaabeures
i 1
mensAne tusudTudlananisdnes msoaumsieimeludwuanandeaiuiunisiiyaeio
arliivsngSnws W lusslisumanseu widoeumeirmasimusnaimsfiuseinianeslai
BN W
() FumpuUFiAlun R inusvoousein Wilulumaidmualiludssnmnined
() nsAnuIaAITER Ut uasauad s aldnddeanen i wiadeams Thie
= | - w1l w O = P e - aw W Wi
nﬁqmmmmmuwmurmrmﬁ1wﬁuw'unmnﬁwwwﬂﬁnglwangm sanainfisuutn bidrazidu
J w ' ~ W ar o o i e W =
swimidisuindalufiony medibivannglundngesameindiud bidddaeslifuimedy
& i = 2 i - 5 ol
sulm asliirdmnasssAuTuasasaae
o | T - o 3 a = W oa
(@) mafmnmmdrasaseduraiiinfloufhouminsariugeufine Sulwinun
' [T - P 1
AneAuTuazaudnns T ein G euinl
B
49 @b M5BT
. [ »
(@) i laftanaoulfsinds C fanawisoamsdoudoudla
- oo b- w ala [ e ™ i H
(o) sweladulemalassaiowdngranitidnaoula F Tdsmowemedowsoud
T T . . ¥
(en) R srulamilassaimdngasiitlanaauls U Tanfasmmeadoudou
W0 awd AEENBEATTIEY
(@) mateaeTivimelueo 'lﬁﬂﬁﬁmwﬁau'lwi;qﬂmsuazmﬁ"imﬁu
w - o - 1 . Ly
(o) Nt TieTivamedy s iRsudalsellil
' s [ = - [
(n) TAnAUszaadszvadeat v luanedy sxdasldduanuifiuveaunin
o - o= - w - P [
asERE W AEde wasRuRrmsiy weeldSouaianaunsdnslurnsdiasds hitdoandn
=) o -
wilamANTTANe NG
() nrsfneatieriuansiussdeslasuriusitura v nawiivende Trosiu
o ' ol i il w TR o n
msfismTeRmEEawsnuifsusiitandstruazseduieludaiadu Fitliniusenam

uw sy



153

~EE-

- a P e ' =
(m) n1sdwawr i eioausasauysaifadialddiizArsraniounisihoaiv

ar & = w ¥ o oty P [T
aunlsemAuamineds uasspwndiunslfaadunowiulamansAneitamlseanasinely

o -y o ™ = P ] o i
(1) diefidalitheaneivwdn e iwedsnnoeshdnnanaAsesuiuasa

- i
wasluaeiolndla

W Wﬂ 4

msianazUszdiusansidne

i ac MIALaEmTUsEdiuNanTsRne

raad o s 1 ' ot &
(&) srvdedrlstinsasudeTanansAnenemsnwaslidosnimiag

- 1 - 1A ' ar ol ok
(o) HEmdpaina Sousiassilidiniviesa: go ppaaGeuiie Sl

s
ar

L wr - =3 1 J L Lo an L] s 5
Tasumsiavasusmilunaluneiviu flififvslafunsTawsssedlunanasspiou gslAsusEAUTY

Fwie anws U

_— . & . . . o ¥
(o) awiivendeldasuuseduiusgs uasaseiuty lumsiauassediung Fail

suRUTU/S e ATINWLTE Aty
A fdlen (Fxcellent) .00
B+ fun (Very Good) mdo
B # (Good) oo
C+ fnolt (Faily Good) bdo
C wald (Fair) b.oo
D+ #8u (Poor) ado
D dauunn (Very Poor) .00
F @n (Failed) .00
5 Wiufiwela (Satisfactory)

] Tadifuitwala (Unsatisfactory)

| s iamadabiauysal Incomplete)

P mspunsaeudsliduan (n Progress)

W

ATS0aWTIEa (Withcrawn)



154

=gnln-

nstiginaeuloumanaGeunnmsdnnlussuy venseuy viemiAnwnudsudy
Tidulumasememasmineds TaslidgdneainmsianawasnisUszdiuea il
ca mhefnfilgainnis@eu (Credit from Academic institution)
CE ﬁmﬂﬁmmﬁﬁnnm’mﬁﬂw (Credits from examination)
CP whpfnitldainmaausiiiuazsua (Credits from portfolio)
Cs wmuﬁmﬁlﬁmnmmﬁawmmmu (Credits frorm standardized tests)
o wiheRailiTnmaussdiuviesusdinlramineming 9 (Credits from training)
ox wiwAafildnmssniiunisidou (Credits from exemption)
() F2dnws s war U Tililunsusediusaseivdaialud
(n) M3Eina wWiansEnaeaussEansinUseauntaal wien1sufdfiamiafine
Wi AnauTusnlsEne
(u) “eriinud
(@) duann
(2} nAnwBase
e sedaula fuszasdaeld s wia U lumsusediueliseylSudngss
(@) §nws |wansdanrsdanalussierdudildaisanysa Tnefivdngrunanadi
fimggeidvuinssnts nslidnes | fedafuarmudiuraunnannnsddaousasmssylifininanu
Hswieniudeineg msufdnws | Wauysdifasdnduntsanely « dami Tuudiudamansdng
Unidrluseanisamadvudou mndudmuedindnuwinedsesifeudnegs | Suseiudu F
wWindnus U
(o) $ws P iudgdnuaiiluansdt seieniufednmadeumsaaudoieey uaslid
nsiakasUszdunanieiunansneiamedou sl Widemsusedeiuminedoimun
Snws P asdnufdadiatinisinuasssdiume melusspsnailidiuiugeieveinisasulaenia
U5e$1 o anamsAnmdaly mnfuimuassorraifnaiasIatauLd) uinedsssnldsy
g P (fuseiutu F wiednws U .
(w) Sres W Budydnualianain
(n) Gdnldneumeiritamedoumudoulvmsamedou wio
() nsamedouisdoluwasduluee wis
(r) TamgndsinnsAnlumemsinuniiu vie

(1) s inende eyRbiiAnnaus v dismadou



155

-~ . L) LJ ' - 8 A
(@) dnws S U | P uax W sghigminndnnumssutuaraiaiy

() nsdumbefinazay warmmuwamaseRuiuazaueds

(n) matusumhsinazandeliniumdngns hiuiewmemisiavessein
Haouldivindy

() arnendussinuiss vt uaraedsninmiefin wsrAsERUTuYRIEiT
Wommitiasldamadouluuraznianisine

() msfmnaisziuiusraeitlieranusssnaumiasinfurs ATy
wpmng MM eale)y) snmmiudnsssinmmniein ewwinioun ondule el
warlunsdatanamandouGounsinlandivwilunanimind iminedeesinnumssiudu

o "o . v U da - & w -
ﬂ#ﬂulﬁﬂﬂﬂnﬂ'ﬂ‘u'}Uﬁﬁuﬁzﬂ'ﬁzﬂuwwuaﬁﬁ\\“ﬂLUU“GUU”%\Iﬂﬂmtj\ﬂﬂ@ﬂ%ﬁlﬂﬂ']

d
WAy

ANUNMNITANE

1 ot M3E
(@) m3athauaznmsania
fandlaiieduiu wiodutas assndrdudeuludaluadou Witilum
aufnsioanunsdaeudmun Welirnevioevsddaouinsoneyi
(io) msasinAsAine
(n) FAnszvooygreaminnsAnwlalunsdssluid
) gniFenseaumaviainuaidnuT TN IS

) IFFumuuana@eutindnunsswinwseme vie yudulsdamimendbdiuanens

o) Wuthowieuszaug Ui sullannsofnunselyld
‘ $ X an v - i - o
«) aRaBY Fnuuivanens Vil TaeipamadouGouasAnnluminedy

et ioy & MAMTANY
nsvesywaIMIANY NI eclln)s) Tdndesamaoudnluminnmdy

UAIBETEY @ MANSANY



156

'E:I'I"

(v) fTARTsEasdasatinn sdnwinaanvilanianisfne i nivdeunndn e
Tuammuuuseiiresmiinendy wisudunideduseunndunaseimornsdiinumui
ioRmsmoyliududumiinedodlarsudely

() Sdnfiain w’saqné’qﬁ'nmﬁﬁn'r:rlmaamﬁqmﬂmﬁﬁnmtnia?nmnn:h FEADY
*ﬁ'ﬁ':Fhﬁimﬁaum‘sﬁn‘mLﬁ'm“nmﬂmwnﬂiLﬂuﬁamqnmﬂnﬂﬁnm '

(@) n13aneon ddafiussasdasveatsan FesBuluatpanwiouwiadoduusuain
gﬂﬁﬂiaqnhun’mit'lﬁﬂ?nmﬁmmuﬁ l.rEhmuauwﬁwmﬁ‘aLﬂaﬁwjt‘uﬁaqﬂﬁ

dn e AsRuEATWITER

TAnsewuanmianfomaieluid

(@) #70

(i} 8080

(o) ToulUidutidn dnfAnwianriunisdmeiu

(@ venuamidRvaansindiiidatenildelamdmimedaszmaimun

(@) Wiamedoudeunelunafun i deimusads el

(o) farwdssngiliauasiduidn wIanssinisdunaliiinaruidendou
wrivends uasuvivendouiuaumsiifnaufeninmedoulida

(o) daldFunsifouduiaminedousmaihuam b wimsasmildmun il
wurrsAns e adlidwiansdne

() fuamsAnwatdlaotmil Assluil

(n) dlodsuniudansy b nramsineUni Saildrssduiuasanadofawun
14 mto ) .

() Wadvwnuinsudnianisaneung wioduaniansneund Salesssuii
asauai i oo

(e) awilie wiseanls dail
() GAnUnd WAun ddediduantsisounarnisanvldaissduivaranaie
ﬁauﬁ oo il

() TAnsofian Aun ddaildnaniniounaznisasuldassiuiuasanais

UpBnNI w.oo



157

-

(mo) Msdwunaawildn ssnssiudeduniansdnwassnmsdaeilussuuniniae
WU b arAnsAnwEensAnE wiamsAnlussuuninag wuy e mAnTsAneT dellnmsane
dmfunanisAnyinaggiouliilusaufusanisdnudaly Addndduamedouiou ondy

i ﬁ 3
E'I":il'l..lﬂ'l'i MW IAE AT

o
WHIRY &

nisdEaInsAne

W8 e naualAlA ULy S
(@) 'Lun'mmﬁnmq-ﬂﬁwi’iﬁﬁna:ﬂﬁaﬂ'ﬁﬁnm fanazdasiuly se9uamdt
srdndanisane Tneduesdilinwreuminendeneluseesia  Wou Turniudaae
Ge Weiilansosdiaarunmns Shuiislumansinniiulussny
(o) TARTLF U TR Rl B yaned dosiinuauiAolusl
(n) Eousedumiag ﬂ's*ummHﬁnqmum:ﬁnulwaaawﬁmﬁu waglifiswinla
susnmes | viadnws P Taglinan@eu dil
&) mAnsnieuigynd « ¥ dnfanisAnwldliiou o nanisdnen
Uni dvfuntiamedeudeudunat wasliney e sanisinwingd dmiunsamaioudou
el
) nisfnsfetinyed ¢ 9 dndansdneliliion & aansAnwuni
dmiunisaansiiiswiouduiial wazliney ad men1sAneund dudunrsamadoudoy
i
o) wingafganad bitesnd v 1 dudanmsdnwldliiey e nian1sdnw
Und dmiunisamsdeuwdeuduie wasldiou ke aansAnednd dmiumsammaiouZeu
[HEATEY
@ nsfnuniaiyned Gawdes) dnfemsinwldlideu « aranisdne
Unfi dmduntgamedowdsudunaiaridney ¢ mansdnedni dmdunsamedoudou
[EHEAER
&) nafnwioUipgafiaes dufansdneldliiou & mansAnwund dwiy

srmaseilauG sudune wasliney o mensAmen® dmiumsamadouGouliduom



158

=G

{v) fAnfvaifivulouseindedldvadnwagluumrinedvusaisadialae
@ Unsdng

() fiAseAuduasauadenasaudngaslidosnit b.oo

(4) aaueuinusiniInaasurIuinIwsingy wazauiAiuRsuiueed was
wrlulafasaumna susznmumiinmag

(@) Gandarldfunisiaueialdldiuuiygyniesidon venvinifudiinuauds

anuittualilute bale) wdh FosdinuaiRduiudmeluil

(n) ﬂfh‘:::ﬁ’u'lfuﬂzaumﬁumaamwﬁnqwsﬁ'ﬂm o Tl sEliuRvIRTenduRy

I

wils withilssiutuavaaionaoningmsnaud oo 3 mee swlifuiesiloduiuans
() eheeliFusedui F wiodnes U wneiskinmedoudouluneisla
(r) nadiiuiidnifinnsvadeulounantsideu Suumizefia dediiv e lu o
R IuMbYiRTILRBIRANERT
fin bl neyliU3ggn anmwrinedududRasanoylitiygymiooyuTygn
Lﬂaﬁuﬂnmﬁnwﬁnm
() Tawdoadinuaninmie el
(1) TAnTiTguauTAlidnasinute bale) smiinendsaefesuiliifudduia
msAnwluszdvay Ty miaSygnadla il dndasfnwuarasuehusieieieg sk Sy
wirineglunmsissiuoyByandoliyyind audumiinededmusussliviiiulssmeaves
UWTIVETEE
(an) ﬁﬁﬂﬁlﬂﬁ'ﬂ."i'ﬂr|ﬁﬁnmmmuuumﬁﬂnmﬂuﬁnaﬂmﬁmﬂ 1ﬁaq1ﬁlﬁuﬁﬂmam1ﬁw
Tﬂﬂﬁwm"[ummmﬁinmﬁuf] fhruddamsine sadlumansinendidaafodianmnsduidndo
18 oo MaEnODU SR
Tunsiiifiaeldsusiganlvud sniinendverdinnousiyanld winmevdansiday
WU 1J1ﬂrgruﬁm.'l'ﬁ'luﬂ"m.-qhﬂnu'm?ﬂﬁruﬂuﬁﬁ‘lun’r:rehthnwﬁnm'lsiﬂ‘iumuﬁuwﬁ‘mmﬁ'ﬂﬁ’muﬁ
afimanssimenadnlumstasa wisldnseinsduluidendeoussdednitnd (osRuavaa
s inends wiedadAndasuratggafnulaiy
nssdinnewSygnuaulusianau Tiuad A Tudtanmwinede IheyliRuSya

Tifuyaraiiu



159

10 lbe MsldTIANAgEoud

(@) S19¥aiToudvsedl anniverdoszueuiivsAvasiifudandinansFoud
Uszirdnasinwinileq Tnsameidowiou o nrnisdne1und udnisdnuady biteendt ae
wheia Liaoldfuseiudu F vie Shws U uasipsildviviuavasadoluiinisineniug mee fuly
{idedgmintvemingesingluthovesdvdlitusiadoud

() s9iaiivuiinaeandngns ﬁﬁnﬁﬁuuﬁ'naamﬁhqm osudigyninsideu

v v o - - & - w -
SusumiluasiinanmsGounioasan moe Pl TadlAumeTaviogres

UnikmwiEnIa

= - 1 ' » L » - 2K . W : 2 A - -
ffa we Baniiliogneldnateiuldnde o wisodeuil WWlidedifuuminends

WIS 9IME MSANNIEAUS QRS A, bddw

Ussne Ui @ weenaes WA, bdo

Mg

(ans19758 RS BLWEUsSYANS Sann)

ENAN MW IVENREULTAIT



a
ANANUINT 7

a a CA v

HAd15299 1M UTsANARIURINGUENaUMS Jldvndin Rudiin iseu
919138 wazgndeensidniseulundngasnisiinen

[



160

a a CA v

HAd152991NM IS UTsANARIURINGUENaUMS Jldvndin Rudiin diSeu

919138 wazdidesnadGevlundngasnisinen

ndngnsldimuanguiiidulddudefinseunquisnisusnuaranelukiuiiussgueaagnssums
UImsvangns Useneume fildudeniouen laun glddadinuavusenoums gauladifnuisie uasy
faudenielu Wud Taedagtu wazennsdiaeu lnsustaznguusznoulufendudaogadiedl 1) naqu
Aitudiauazgusznauns leun fuimsseiugsvesesdnsiensuy dwu 6 510 2) fiauladidnwide
WU 9 519 3) TAntagu Twiu 45 518 wag 4) 91938RARN TIUIU 7 518 TIVEY 67 578

lumsdrmaanudesnisangiialadnndsaglduuvasuniy GOOGLE FORM n1sdunwalognd
Dumenisuagliidunianis wagn1sussyuanenssunIsusmswanans naasuanudesnisvesiddiula
drudousiazngy TaoutmunadnsniSoudnmnas uee. dfwielud

e

f1uA2133 (Knowledge)

1. m’mé’aamwaﬂﬁjﬁaﬂ%ﬁﬁﬁnm
- ASBPUNTARULIANTSUANSAATN
- ewduegdszaumsaiftanansathlulduselevdieseanisendnlusuan
2. AYUABINTTVDIEITY
- mseaneaulayl
3. AuRRINTsvaL L dUnAnuazEUTENaUNS
- wssunsauindAnw il lalaznSeuiean1en1sving
4. AMURBINITVDIDI1AN5E
- YInwrrnsnnIsaanaLazuInng
Ausinee (Skills)

1. anudesnisvasgiauladrdnun
- denudlunseuniseaauaztinuiinainegsiale
- dnleenadesmsvesiusinaluiosmainuiniu wasAndundnsusidneulandgnén
- BoudinfunisBudumsvigsiatensainausus
2. AUADINTTVREITEU
- Uszaumsalasslunmsvienu
- Microsoft office
- insedle/lusunsulunsfuniuasiinseideyaliedn uas A
- YINYENIANUANNARATINETIA LaYinyeN1IANTIIATIEN
- yinwgasdeansmadiunsye Msideu msthiaue
- 2wdINgY
- myidelavaviemsiasumudiinagalagndn uaznisvinnsminglesd
- VinvgdumauianimuaesiaaduiRledu



161

- msunladgmiamnzniinaznisiendisen wasnsinaulasgnesinga
3. anusensvaliindinuaziussnauns
- M5l Microsoft wagamiiAsafunsidew/iannlusunsy
- dinwgnwdngunienwiiany fugiunslinnszdusiag
- nsdnfsteyan1svingshallisin nsiwTendeya ANNIAIUNITUIINIIANITTRYR
- i Skil Tugnusineg wunsufuRuinniimgud wisfanssuliianlddduiuuazag
{97
- nseenuuviiugiu winnssilunisiiauedudn
- NMsAUATILAEIATIERYEYE ANIAIUNITUTINTIANTTURYA
4. AMUABINTTVRIBIANTE
- vinwglunsysannsesdruimauuImsgsikaznseatn lunsimunuinnssy
- awnsaldvalulaglunsimaeideys
A1U938553U (Ethics)
1. anudeinsvaldindinuaziusenauns
- AUSIINATEsTINluNIYIL
2. AUABINITVBIDIRTY
- HATSHIUTINIIVING
AudnwuzyAna (Character)
1. ANMUABINTVRIISEY
- vingemsidndiad yeadnam N33 waznsusudseaniunisallunisviheuluesdns

- uywddusmun s nusmAugBu
2. aAnufaINsvaldinfinuazgusEnauns
- dualueu EQ anundne nandndula naudnsiudeny
- MsUSUAY MslUnsUNalarIASIERAULANANG
- miﬁé’fﬂmwwiumaﬁaui’mdu‘[a@LLaz‘éﬂmjs] 1iiog19590157
3. AUABINISTVDID1N5E
- ushiunsiasundaslanasniian
- mmWiaslfé’fmﬂIuIa§1umiﬁum%’a%aﬁaamé’aqﬁ’uamumaaﬁmqmimmm



8. AYULYBUTHITENTNINAANTNTITUS

[

o 4

162

fuddeiirduaziusiavasaumingrds uasadudaenisvesiidiuladude

AUARINsINEREaUladuLEe

NadWSNsSEuT Ay @ o o v v = v o - .

. Aevied Wusha ginaulaidnen KiSeu Hlidndinuaz 913158

AN v v >
WUIzNAUNS
PLO 1 83Unemgei) - MsseuNsaey | - msnaneeulall | - wlsunsey - Vinweveinnis
WAZMENNITNNNT WIANTIUNITHAA unfnwiiidnla | saneuazuinng
MAIA N1FIANTT - AUIUAE wagnSoudeanie
winnssuuae Uszaunsaii 599U
U311353309 aunsatllle
Uselevusiaganiig
21anluauAn

PLO 2 Ussend - umAmendoite | - aheidelidudd | - anuduas - Usgaun1salase | - n1eenuuu - Winyeaatinnis
NOWHALNANNT | dANYDY fifnan iy Uszaunisaii Tunsvinanu ﬁugm winnssulu | sanauazuinns
NNNIAAIA NS | HUSENBUNTS Usznslan anansaniluly -msuntedgm | nstdawedum
INTUIANTTY Usgloviidosanyna | lewizminuaznns | - il Skill Tughu
WaLUIMIEIND 21AnluauIAn 101F959A wazn1s | #1199 wiunsURuR
Won1sadn - dlannudents | dedulaegeniada | annndivgud iy
WINNITUNY RNATRETIE Aanssulviddnlad
N159aN FosnaInuInTy drusiuuazasiion
PLO 3 Uszendily - a9 0ARATUER | - AndunAndnuein | - msviidelawan | - nsld Microsoft | - anwnsald
walulagansaumne fidnenmdu noulandgnm w3eNYADY uazaufifendu | melulaflunis
Wlensai Uszvnslan wiudifsnalagnen AATEtaya




163

v o e oy ANARIN15ANETEW Al
NaaWSﬂﬁLiﬂ‘ug% Ay o ¢ v a v Y 3 v Yo A ¢
. e Wusha ginaulatfne Ki3au K lidndinuas 813158
AIANIS ;
WUIZNaUNIT
WINNTIUN - annsauuiLn WagNSYIINT AN | N5/
N159aIn fun1s Al TUsunsy
Waguulaswes - Vinwganunisues | - nsiidneainly
walulaguazlan MNUAZARATY nsseudmalulad
Anlodu wazddluie laoen
- Microsoft office | 530157
- NWDINYY - iNwEAYI0INg Y
RRRRITA G R
& y
Wugunsld
NWITLAUAE)
PLO 4 JAsent -umTinendeiie | - Nsugaly | - Whlaenwdeans | - mslesgvideya | - mylesgiideya | - inwelunisys
Jayanineitesiu | druves MywTendeya | vesuilaaly GAGH AUIAIUNTS INTRIAAIINS
#01uN1saivaNIs | fusenaunis PIATNNWIAT | ewaIaundy | - iA3esile/ uImsdanmisteya | lunisian
AAALALTINT Y 719 9 ag19gnAes | uazAnAuRAndue | TUsunsuluns WinNssu
lantagtu lunns -paulandeny | ImeulandgnAn | Aasevideyaids - AHNIATIEIN
GHANP R PRHRIAN ABIN15VBIUTEINA an uag Al GG
a519a59A wazdanulaogns - iNweN19e
ugusssu ANUANASINETIA

LAYYVINYENITANLT
AL




164

o e a wa AMuAeINIsAINRNdulAduEe
HAANSNTLTEUIN Az o ¢ Y a v . = e o - .
. e Wusha ginaulatfne Ki3au K lidndinuas 813158
AN v v >
WUIZNaUNIT

- finwennsdoans

NNAUNITNA 11T

Weu mMsiiaue
PLO 5 Awmauny | - uivendeile | - adredanlndugd | - thanusly - Uszaumsaiade | - i SkillTwshu | - vinwelunisys
NAENSNINITAAIN | d9ANVDS fidnenmduy NaEUMIaaIn | lunisieu #1199 WuMSURUR | nnsesRaug
uazUdsgsiefl | duszneuns Uszvnslan wazt1AUIN wnnImged] W | mefuuivis
Retesdmiu asaganale Aanssulndidnlad | §3fa wavns
wauidy - Boufifeadums drusiuuazaiion | mainluniswmu
WINNTTY Fudunsigsia WINNTIY

W3IBNTATIUUTUA

PLO 6 ltimalulag - asre Al - ipdosile/ - MIAUATILAE - ansald
lunsdurudeya fidnen1mduy TUsunsuluns AATIvaya walulaglunis
NNNNTAAA Uszvnslan AUAITBYA AUMUBYAT
WINNTTU LAY GRILLRNA

UIPNITIND




165

o e a wa AUARINsINEREaUladuLEe
NaaWSﬂﬁLiﬂ‘ugﬂ Ay o ¢ v a v = v Yo A ¢
S e Wusha ginaulaidnfnen KiSuy Klddnudinuag 819159
AN A
WUIZNaUNIT
annunsad
P19NITAAA
PLO 7 UjjUdnu - AUETIUITTIIN | - HATTUIUTI
ANISITULAY Tunnsvinau MIVINT
385ITUNY
ABIANS
PLO 8 @150 PNWENSNEIRY | - dwEsuaiu EQ - YSusnung
enduiiuway YARNAIN N3 Aunae N | Wasuudasld
AN1150 L PINUAR 907 hazNIg fnaula NaL1sy | passan
AS9ATIALUNIS USumime 3P
711974 a@01uN1sallung - sUSUsI AN
o L3 a Y
yMaulueInnsg Wasuilaay
NI G T IRV I RO T PR EAVI PR Y
ANSVIIUTIUAU LANMIY
Hou - mMsfidngnnly
nsseusinalulag

wazddluie laoen
599157




ﬂ']ﬂN‘L!'Jﬂﬁ 8
N133LATITNAULEEND1AANANTENUABNITUTITUANGATUAY
WNUNITUTTANLEES



166

N13IATIENAMUELTD1UNANTENUADNITUIISUANGATUAL
LHUNITUSHITANULEES
ANUERTUNMSUIIISUANE RS

Usziiuauidesiiiieg wHuUMsAuLEes
1. asggsuRnveumranansliduluny 1. U52UUARAY ATIFFBURNAIIUNIIYINT
NN IUNANENTIEAUUS Y193 Yo9019138UsEdmdngnInnUnsAne Wielv
JulumunasivinsgiundnansseiuuSaye
M3
2. wugnsansiegluinasiunnsguseiund
WALIEAIUUNUNIYRA

3. InassauUssanalunsiaunueglinu
91N TIUTEIMANENT

4. Az TNaINISHANTUIANTTOUE AU
AauaudRnIsluennsdusedmangns




a
MANUINT 9
n1sdanisdedasieunazn1sgnssal



167

n133aNI1steiaseuLazn13gNsIal

ey
ns¥euSeu mneis BesdnAnvuazdiidlide Yeadou Widelaueuuy dednfiunie
HymiitinAnwivesndngasinermansdadin awiviuinnssunaznismainideaiieassd 6¥u
HANTENUIINNTANTUNTINNITTOUNITABY NIBNINTLINVBIUAAR/ YARINTIUNANENT /Atug=l/
uInende elmAnnsiamwazyiuussnuamnisfdunuvemdngns o Julvegiad
Usgdndnm
n1sgussai¥eand vineds msbildsuanudussnsFeianudutedasuieanainms
Sgun1saeuluningnsnIoN1TUTNITIUYRIMENGNS
QUERCNET
d¥eaiou nunszydediyana/viisau/any fidesnisdeniounazudavemid
AzNTIUNTIANTIFesTesSsuannsafndenduiiieaeunuteyasieasiBuniuiAuuazudsnans
dufluauld Tnglunsdeasouilinguszasdfielinisdndusuvesndngnsinermansiudi
anndvuinnssuuaznsnaIndeaieassa Wulvegafivszdnsnm
Ussinnveaiasiesiseu
1. Ms¥eaFeuiiAinananuunnsowesnisuimsusonginssuvesiaey
2. MmyfoaFouRnnnaruilivasndeinuasnindau/mnudedunsuimsianisves
VANEAT /ANE/UNIN4Y
3. M3feaouiliAnanmsSeunsaou
szUULaznaln

1. uisdefeadeulnsrinue1asdiivine/ensdussdmangnsviediudnansues
NANEAT

2. Uszsuvdngnssuiesuazianaiznssumsuimvdngnsussyiiedanisde
ERNEE!

3. fudumsudladedossounarudsnanssiunisluegfoasou mnBesnis
Sosssulunsdeasoussiuane/aminetdy indngns seutedeaseuludl
auzfiosiiunsdoluuagAnaunanisinnisteseadsuiiondmanisaniunisly
faseaseu
Uszilluanuiianelanisianistedoaseu
aqU%a%aaL%'sjw%ﬂzgmﬁa'mﬁsiﬁﬂ%fﬂmwummqLLu’Jmﬂuﬂ'ﬁﬂaqﬁ’uﬁ@mﬁLﬁm
nnmsesseuluiussgunssumsiiiuanuvangns

n1sgnsIaliend
nannailun1ssaNSutognssalsend
1. diegSemndlilisuanudusssulunmsusulunamsiSeunsasunielianududests du

a a L3

\eunannsnsgyimisensanduvesyaeu UnAnwilavsenssalseamznssunisaniununangns



168

[

16 meluadviutuusfuildnsumadinan Tnsiidunisdedeediadosdosianseddy
Fosieluil
(1) FoffFoemnd
(2) Tonvassmsenginsaluinisiownd
(4) werumdngiuiAeades
2. Mygnssaifesndfiazsulifinsanldazdendugnssaliomniignies uavduvieds
aglufmuaiiat lunsaffidyniingvssaiseladugvssaifasdulinansanldvield 1o
auznssunadugfinsuidedouarlidaiihiliianssainulnes
3. 1flenaaounds wiudndunisgnssalieandfigndesmuszifeulidndunisniud
Mrualuss g UNIMeNSeunIneg1aeusAmIT TMeIsRasanavssalkas TNt w.e. 2560
4. \fleraznssunsldfiasunidadoudniuind Wil srunavimihiideansuioduiunis
T Iulumuuddulasd delddimsvdoduiumanuuiud Wudadundsdeliifeamndnsu
Tneisn
Uszinnvasnisanssaifaannd
1. msdesFeuiAnanmsisounisasy
2. msfesSouiiAinannginssuvesaouiineliAnmnulidusssunazdmanseny
nodnla
szULLAznaln
1. fiifeansavssalfemndvimisdeondninasilunsiiansansuiognssaifesmndiu
MeUTETUNANGAS
2. UsrsuvdngnIninaeumnugnaesamdninasinisgssalieand lunsdlid

4

Japnirgvssalselafugssaiizsulifiansantiviels Taaznssunindug
firsanitadouarliudsiduliavssainsulaed

3. wisRuznsIININIsenEsIisamnTRTsANIUTITEN g udeiens fiansan
Yogussal Audunsmuiidmuslussdoussingrdouminedousms e
FRnsangvssaluaziomnd ne. 2560 mAunIdwnavewangnss lridaSos
Tz eduiunsianstesvssaifomnd

4. UsgsmumangnsianunanisiindunsenssalSeanduasidamanisanidunislug
Hanssaiiosnd
Uszilupnuianelanisdnnisanssnisemnd

6. 1Uszifiulaznansindunisgnssaidesniiniussyuauenssunsiuiuay

wangns dnawumslunstesiudymiinannisenssaiSeamnd



