2 a U A

HangAsUIFINaNmIMdN

Q

MUNIFINTAAIA

(riangasdiuilse w.a. 2555)

v

1. qd'mmngm
Mu'ng ;. MANgATUTMITEININMITRINN  1vINMTAIA
ﬂ1ﬂ1ﬁlﬂﬂi]‘ﬂ : Master of Business Administration Program in Marketing
2. nd'mﬂ‘%mumuma:mmﬁm
mulneg Hoi VIMIFINIUMITUNA (M INA1A)
Sodo  UB.A. (MIA1A)
NYIDINYY G‘f}mﬁn Master of Business Administration (Marketing)
%ﬁ]ijﬁ] M.B.A. (Marketing)
3. Yngiszasnvesningns

a v oA 1 J

WangasuIMmsgInaunIiadia a1 3mmaaaa (nangasdiuilye we. 2555) Hiagilszasaiie

q

a

HAaANHIUUNANNAUTNUAAIY
Y Aoy o o

= Y Y a s = o A A
1. Mﬂ’J'lngVlNﬂ1uﬂ1§@lﬁ'lﬂ ll’JﬁEJVIﬁuﬂ'luﬂ'lﬁﬂﬁ%ﬂﬁ]“ﬂﬂﬁ‘ljiﬂi] ﬁ1M1§ﬂﬂ§$Qﬂﬂﬂﬂ‘Halm%u'l!,ﬂif]\‘lﬂﬂ

nemsaaamlFlumsuimsianmsgine laod1ea

a 7 "o o 2 { R
2. MVTDUATIEHANINAAIA NITLUUIUVU uazﬂmuﬂuTmnaﬂaqmmﬁmmﬁmmammwuwﬂu

Uszmeanazaalszme'ld

a Yy o= X o A ! v o s Yy
3. Mﬂamgf]mmﬂmﬁlummq‘H;]m‘iGlmm‘wa’mm‘iﬂﬂmwaﬂmmgLmzwmmmﬂmmgmummmﬂ

Taeenatitlszansamn

4. 09585351 AUFITULALIITOIVITUVONINNIAaIANALaz IR lnanwaulasuves

UNIINGIAY

IS a v A o a A ' Y a 13 9 1A aa
S. Mﬂ')'lilﬁ'lil'liﬂGlu'ﬁ]ﬂﬁif]ﬂ'lii]ﬂﬂ'liiﬂi\‘lﬂ'li’i/’l'l\‘l')ﬁlf'lﬂ'liﬂi]$ﬂﬂﬁlﬂlﬂﬂﬂ1iwwu1ﬂﬁnﬂgGlﬁﬂﬁﬁﬂﬁl‘ﬁ

Uguanulnig luennimmsaaa

4. vangms
Hangas UIrsEsnoumIadia MvInmaaa
UIUHUILDATIN
LHY A LU A 2 FIUAAOANANYAT 42 NUILAN

LHY Y FINAAOANANYAT 42 NUILAN



Tassadandngns

NHIUHHIEHN
ARSI TR ) U Y
UIUHIILDATINAGRANANGAS 47 47
1) HUIAIMLIAY 30 30
2) HWIAIWUADN i 9
3) FF1INNTINUT 12 -
4) INMIANLIDATE ) 3
5. el luviangns
5.1 HNINIIVIAY
963 711 mmqﬁfﬁugmﬁmﬁﬁﬁﬂﬁm% nmMsnain 3 (3-0-6)
Business Fundamentals for Marketer
963 712 m‘a“’imamﬁwqﬁmmé’uﬂﬂmmmjﬁﬂ 3 (3-0-6)
Consumer Behavior and Business Analysis
963 713 ﬁﬁﬁuazma"imamﬁ'@:Amﬁami‘i%”a 3 (3-0-6)
Statistics and Data Analysis for Research
963 714 msvamsmumaaadinsuinmsaana 3 (3-0-6)
Marketing Management for Marketer
963 715 N15398N15A01A 3 (3-0-6)
Marketing Research
*963716 M3TanMIMIvYIuarmMIud i uinnInaia 3 (3-0-6)
Accounting and Financial Management for Marketer
963 721 mi{fﬂmimﬁuﬁ'n%maqwﬁmzﬂaqwﬁmig'qmm 3 (3-0-6)
Strategic Brand Management and Pricing Strategy
963 722 mitamsvaelgguniunaz Tavadnd 3 (3-0-6)
Supply Chain and Logistics Management
963 723 miﬁamﬁmmmmmuuimmi 3 (3-0-6)
Integrated Marketing Communications
963 891 AUNUINNMTAAIN 3 (3-0-6)

Seminar in Marketing



5.2 ¥UIAIY AN
N33 mNMsnaauSauifiay (Comparative Marketing)

963 741 mssamsm3naiatesdunazmsamaszayTan 3 (3-0-6)
Local Marketing and Global Marketing Management

963 742 m3vamsmInaaiiedanuazesins livsar s 3 (3-0-6)
Social Marketing and Non-Profit Organization Marketing Management

963 743 M3TAMIMINAIAEIHTUFINIVIIAGON VAN Az vIalyg 3 (3-0-6)
Marketing Management for Small, Medium and Large Business

963 744 mIamad U iausIIuivanvay 3 (3-0-6)
Marketing for Cultural Diversity

*963745 mﬁTﬂmimmmﬂ@aﬂaqwﬁ 3 (3-0-6)
Strategic Marketing Management

*963 746 ANUARTS19AIIALATUIANTTUNIINMIAANA 3 (3-0-6)
Creativity and Innovative Marketing

NQIIFININAANANITINIAAIATINGNY (Contemporary Marketing)

963 751 MIIANITMIAAAVING 3 (3-0-6)
Services Marketing Management

963 752 MIAAAUVVATIAS A FToIANNITO TN 3 (3-0-6)
Direct Marketing and E-Commerce

963 753 MITANITNMTUVILALMNTIATIINDTOL 3 (3-0-6)
Sales Management and Negotiation

963 754 msamagsnamuanaiieln 3 (3-0-6)
Modern Retail Marketing

963 755 ﬂizlﬁumqmmmﬂiuﬂﬂgﬁu 3 (3-0-6)
Current Issues in Marketing

963 756 mshifmfsauimanmsaaia 3 (3-0-6)

Marketing Consultation

W9 * MUNED951899 T

a a d
5.3 INeNANUS
a0 ¥oIM R
a a o [ a
963 899 e NUT 12 niena
Thesis
= a
5.4 M3ANYIDAIL
a0 ¥oIM R
963 897 MIANHIDAT 3 NN

Independent Study



6. UHUMIANY

A = = " A
‘IJ‘VI 1 MANSANEIN 1 HUIIENN
UAH N UHUY N 2 UNU Y
963711  AnuiNugumugInadmiinmsaain 3 (3-0-6) 3 (3-0-6)
Business Fundamentals for Marketer
063713 ADAMarmIInzideyaiiemsive 3 (3-0-6) 3 (3-0-6)
Statistics and Data Analysis for Research
o Y ) 1% o
963 714 NITIANTITAIUNITAAIATINIUUNNITAAN 3 (3-0-6) 3 (3-0-6)
Marketing Management for Marketer
o 1 a = =
FTINNHIUHUIUNANINSI VS ULIEU 9 9
mHHEDAaTaN 0 0
A = = " A
‘IJ‘VI 1 MANIANHIN 2 HUIIENN
WA N UHUY N 2 UNU Y
963 712 m‘a“’imamﬁwqﬁmmé’uﬂﬂmmmjﬁﬂ Consumer Behavior and 3 (3-0-6) 3 (3-0-6)
Business Analysis
9
963721 MIvamsandumiFinagniuaznagninisais1a Strategic Brand 3 (3-0-6) 3 (3-0-6)
Management and Pricing Strategy
o ' 1 a A s
063722 MItamsvelagimuuas Tadaand 3 (3-0-6) 3 (3-0-6)
Supply Chain and Logistics Management
&
063723 MIABETMIAMAUUUYITDINS 3 (3-0-6) 3 (3-0-6)
Integrated Marketing Communications
o 1 a = =
FINNHIUHUIYNANNSI VS ULIYU 12 12
mnHEDAaTaN - -



5 2 mamsinnii 1 Highn
AU A DY N 2 LA Y
963715  MSIIMIADIA 3 (3-0-6) 3 (3-0-6)
Marketing Research
063716  MItamMImsvydasmsudmivinmsaaia 3 (3-0-6) 3 (3-0-6)
Accounting and Financial Management for Marketer
963 7xX  Iruden - 3 (3-0-6)
Elective
963 7xx 10N - 3 (3-0-6)
Elective
963 899 Ineniinug 6 )
Thesis
smnIUHEinaInzieuisay B B
swmigfaazan 33 33
U7 2 manisinenii 2 HEHn
AU A DY N 2 LA Y
963891  AUVUIMNWNMIAAIA 3 (3-0-6) 3 (3-0-6)
Seminar in Marketing
963 7XX B8N - 3 (3-0-6)
Elective
063897  MIANEIDATE ] 3
Independent Study
063899  Anerinwus 6 ]
Thesis
swdnnunInginamzDaweu 9 9
smmEDnazaN 4 4



7. A19BUIEIIEIN

963 711 RN AT SR B AR T AR ST TR LR 3(3-0-6)
Business Fundamental for Marketer
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Fundamental of business operation in managerial economics , general management,
human resource management ,organizational behavior, marketing management , production management ,

problem analysis and problem solving strategy; factors influencing business operation ; marketer roles and

responsibility in business administration and good governance practices.
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Consumer Behavior and Business Analysis
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Consumer behavior model; factors influencing consumers’ characteristics; psychological
factors comprising motivations, perception, learning, and attitude; personal factors; reference groups and
family factors; social class factors; culture and subcultures factors; cross- cultural consumer behavior;
communication and consumer behavior; influence of diffusion of innovations toward consumers;
consumer decision making process; analyzing business markets and business buying behavior; buying

situations and participants in the business buying process; factors influence business buyers, and case

study.
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Statistics and Data Analysis for Research
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Statistical techniques for business research including descriptive statistics, inferential
statistics, population and sample, data measurement, one-sample t-test, independence samples t-test,

paired samples t-test, analysis of variance, correlation analysis, regression analysis, multivariate analysis,

nonparametric statistical analysis.
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Marketing Management for Marketer
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Modern marketing concept; marketing management process; marketing opportunity
analysis, marketing environment analysis; competition analysis; analysis of consumer behavior;
marketing information system and marketing research; market segmenting, targeting and positioning;
strategic marketing planning; marketing mix strategy; product management; product life cycle, price
management; distribution management; promotion; marketing organizing and controlling; marketing

plan development by focusing on marketing ethics.
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Marketing Research
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Roles and importance of marketing research towards business operations; marketing
research process; research problem definition; research design; source of data and research sample
decision; research proposal preparation; data collection method; statistics for marketing research;
processing, analysis and interpretation of data; research conclusion and research report with emphasis on
student practice in group or individual project following all marketing research steps and complying

with research ethics.
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Accounting and Financial Management for Marketer
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The roles of managerial accounting for planning, decision making and control,cost analysis,
analysis for sale and profit planning, budgeting for profit planning, gap analysis, flexible budgeting,
activity - based cost accounting, the roles of financial management in business practices, financial
statement analysis, fundamental concept for risk and return, time value of money, working capital

management, capital budgeting, long-term financing, financial projection and, asset valuation.
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Strategic Brand Management and Pricing Strategy
ou lvupaseIn : 963 714
K dy Y A v A ) a ) a A o a F) K 1
ANUFIUBIAUNINVTUAWALATIAUAT LUIAANIINVATIAUAT NITAT1INUAM

a o J a a a ] J
Yo auA eSS uiquan 1 dud1vesdus Ina nszuiumsadwaiaumlng nagnsnis

]
AaaaAa A 1

o a v v 4 4 o o /A o ¥ o &
ANITATITUAN ﬂ’J'liJg‘Vl’JvlﬂlﬂEl’Jﬂﬂi'lﬂ'l Uﬁﬂﬂigﬁﬂﬂlﬂﬂjﬂﬂﬂ'liﬁﬂi'lﬂ'l ﬂm&mmmwammim
v Y 3 ¥ ¥ vy = v &

7101 myaaduladuanwaziuaeulumsaisa maassm laglsaunuiundan nsaisiai lag

7 o ¥ & o g o
I¥guasailundn msassmlaoldgadunu msasiinilagldmsuisiwiuman ulouieuazna
¢ =

gnsanazmsn)asuuilassian

Introduction to product and brand, concept of brand , brand equity and customer
perception of brand equity, building a new brand process, strategic brand management, general
knowledge of price, introduction to pricing objective; factors affect pricing; pricing decision and pricing
process; pricing according to cost-based; pricing according to demand; pricing according to break even

point; pricing according to competition pricing policies and strategies and price changed.
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Supply Chain and Logistics Management
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Supply chain structure and process, managing supply chain and logistics, apply supply
chain in business firm, e-logistics information systems, managing materials, order processing, the freight
transport, packaging for transportation, managing inventory, warehousing, customers service in logistics,

and outsource logistics service. case study.
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Integrated Marketing Communications
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Role of integrated marketing communication in marketing, consumer behavior and

integrated marketing communication, marketing plan and integrated marketing communication. the
communication model, establishing objectives and budgeting for the integrated marketing communication
program, developing the integrated marketing communication program; planning and development of
communication tools, implementation and evaluation, media planning and selecting, regulation and ethics

of advertising.
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Local Marketing and Global Marketing Management
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Role importance and environment of local marketing and global marketing; competitive
analysis for local and global marketing; influence of economics, politics, society and culture on local and
global marketing strategies; regional and target countries policy; marketing research for local and global
marketing; analyzing and comparison between local and global marketing strategies and activities; roles

of local and global marketing organization . case study.
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Concepts of social marketing and non-profit organization; marketing for local
administration and public service; practical guidelines of corporate social responsibility and non-profit
organization; good governance; business ethics; labor rights and welfare practices; consumers
responsibility; community and social participation and development; environment and natural resource

protection.
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Marketing Management for Small, Medium and Large Business
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Role and importance of small, medium and large business to economy and society;
nature, operations, problems and obstacles of small, medium and large business management; marketing
environment and competition analysis for small, medium and large business in domestic and international
markets; marketing strategies for small, medium and large business; ethics and social responsibility of

small, medium and large business. case study.
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Marketing for Cultural Diversity
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Characteristics, types and boundaries of marketing operation for cultural diversity;
factors affecting marketing management for cultural diversity; marketing communication for cultural
diversity; principles and processes of communicating from one culture to another; medium and the
message of marketing communication for cultural diversity; marketing strategies for different culture

including differing perceptions, ways of thinking, values, non-verbal expression; language expression,

and sub-groups within a culture. case study.
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Strategic Marketing Management
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Principles of marketing strategies; corporate level strategy; business level strategy;
functional level strategy; strategic marketing planning; marketing opportunity analysis; external
environment analysis; internal environment analysis; core competitive strategies, formulating marketing
strategies; strategies for new market entries; strategies for growth markets; strategies for mature and

declining markets; marketing strategies for the new economy; organizing and planning for effective

implementation; marketing metrics for marketing performance.
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Creativity and Innovative Marketing
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Characteristics and creation of creativity, marketing innovation, analysis of competitive
advantages, trend research and marketing feasibility, inspiration generation and marketing innovation

search, idea screening and implementation, intellectual property law, current issues in marketing

innovation.
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Services Marketing Management
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Importance of service marketing in new economy system, service business marketing
mix, providing world-class service quality, the difference between product marketing and service
marketing, customer expectations and perceptions of service business; understand customer requirement
by marketing research; customer relationship management, measuring service quality and gap analysis;
service design, and service marketing strategies determination.
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Direct Marketing and E-Commerce
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Principles, role and types of direct marketing channel, consumer behavior and shopping
modes, the prospect database, market segmentation and targeting, acquisition process, order fulfillment
process, direct marketing: creative and media, overview of electronic commerce, retailing in electronic
commerce, consumer behavior online, web advertising, opening the electronic store, electronic commerce
support services: security, payment systems, order fulfillment, customer relationship management and

electronic commerce, regulation and ethics of electronic commerce, electronic commerce company case

study.
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Sales Management and Negotiation
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Business and sales department, duties and responsibilities of sales representatives, sales
force recruitment, selection, training, development, compensation management, evaluation, sales
planning, salesmanship, principles of selling, effective selling techniques, speaking and presentation
skills, principles and concept of negotiation, negotiation and selling techniques, leadership skills, conflict

management, case studies in sales management and negotiation.
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Modern Retail Marketing
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Evolution of modern retail management in Thailand, marketing mix of retail store,
modern retail management: purchasing, category management, logistics in retail business, in-store
marketing strategies, retail marketing strategies, research and development for retail business, information

technology for retail business, managing suppliers relationship and building business alliances, managing

customer relationship.
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Current Issues in Marketing
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Analysis of changing disposition and impact disposition of marketing management:
consumer behaviors disposition, segmentation disposition of products and services, the disposition of
intermediary power in marketing channel, disposition of cost and freight transportation modes, marketing
communication tools disposition, marketing research disposition, critical marketing management and case

studies, caused-related marketing: environment, society and case studies.
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Marketing Consultation
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Principles and process of marketing consultation, skill and attitude to marketing
consultation, the marketing cognition : consumer behaviors, market segmenting, marketing planning,
promotion planning, selling planning, sales forecast, marketing situation analysis, discussion of
experience in marketing career, discussion of solving the marketing problems in business case; the
successful business case studies, marketing strategies for marketing consultation business , the ethics of

consulting.
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Seminar in Marketing
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Seminar in current marketing issues, integration of knowledge students gained from
various courses with additional research in systematically analyzing situations, solving problems and
making marketing decisions by applying techniques from case studies and simulation games, with
emphasis on teamwork, learning to present their opinion and listen to class participants including

experience and ideas showing to prepare students to be good marketing executives.
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Independent Study
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The study of a topic on business administration, involved in marketing, in accordance

with student interest under the supervision of independent study advisory committee.
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Research conducting and report writing on a specific topic relating to marketing under

the supervision of the thesis advisory committee.
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