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N15UYIUINIG 3(3-0-9)

(Management Accounting)
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A study of the use of accounting information for management decision
making, financial statement analysis, the report to management for decision making
in the area of production, investment, pricing, profit planning and control; cost-

volume-profit analysis, the use of standard cost as a tool for performance appraisal

N13AN15YDINNINITAANN 3(3-0-9)

(Marketing Channel Management)
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The importance, structure and types of marketing channel, channel
members and institute of marketing channel. Factors and environment that effect
to the marketing channel. Marketing channel for consumer goods and industrial
goods. Marketing channels design. Conflicting, selecting and motivating the channel
members. Policies and strategies which are relate to marketing channel, logistics
and supply chain and physical distribution. Electronics marketing channel and

international marketing channel.

ANSAANITHANNUINLAZATIAUAN 3(3-0-9)

(Product and Brand Management)
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MKT 3202
(MK 302)

MKT 3204
(MK 304)

*MKT 3206
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To study the role, authority and responsibility of product manager, product
levels and classifications, product management, product mix and product line, new
product development process, product life cycle, product positioning and
differentiate, packaging and label, role and importance of brand, brand strategies,

brand equity creation, brand culturization, brand advantage creation.

A1IANIINI5VIY 3(3-0-9)

(Sales Management)
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Scopes, significant roles and concept of sales management. Value creating,
customer satisfaction and retention. Marketing opportunity analysis, strategic
marketing, marketing management. Marketing organization, measuring and control.
nWaRnIIRUILaA 3(3-0-9)

(Consumer Behavior)
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Concept of consumers’ behavior, understanding consumer determinants
and market segment. Environment influences on consumer behavior. Individual

determinates of consumer behavior. Influencing consumer behavior for marketing

strategy, consumer decision making and consumerism.

N13ULNUNITNAA 3(3-0-9)

(Marketing Plan)
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To study the role and importance of marketing planning, marketing
planning process, marketing plan contents, analyzing case study of marketing plan,

workshop in marketing plan setting.



MKT 3209
(MK 309)

*MKT 3210

MKT 4201
(MK 401)

N13H9E1INITNAIAUVUYITUINTT 3(3-0-9)

(Integrated Marketing Communication)
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Concepts, principles, process, and networks of marketing communications.
Organization, planning and integrated marketing communications strategies.
Marketing communications environment situations, marketing tools, creating
marketing communications strategies and its implementation. The media planning
and media development for integrated marketing communications. Evaluation and

control.

UlguIuaZNaENS A 3(3-0-9)

(Price policies and strategies)
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To study role and importance of price, pricing concepts, pricing system,
pricing process, pricing policies , pricing strategies, price and break even analysis,
contribution margin and profit analysis, product life cycle pricing, price and another
marketing mix, price structure, service pricing, industrial product pricing, agricultural

product pricing, price changing and pricing ethics.

A15998N15AAN 3(3-0-9)

(Marketing Research)
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The specific definition of marketing research, marketing research
procedures, technique to determine the research problem, to review the literature
work, research design, selected the population, statistical analysis, explain the data
analysis, writing the research reporting, and take the result from the research for

decision marking .



MKT 4203
(MK 403)

MKT 4207
(MK 407)

*MKT 4208

Tadafnduazlgguniunienisnain 3(3-0-9)

(Marketing Logistics and Supply chain)
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Concept of marketing logistics and supply chain, management processes.
Customer service, demand forecasting, procurement, inventory management, order
processing, transportation, warehouse management, packaging, evaluation and

control

nAsAaInsEaulan 3(3-0-9)

(Global Marketing)
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Concept of g¢lobal marketing, marketing opportunities, marketing
environment, marketing strategies and implementation of global marketing plan in

the globalization.

N133ANINALNTAIINAIN 3(3-0-9)

(Marketing Strategy Management)
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To study the meaning, importance and role of marketing strategies,
marketing strategies to accomplish organization objectives, marketing strategies for
competitive advantages, integrated marketing strategies under marketing
environments and organization resources, sustainable marketing strategies,

evaluation and controlling marketing strategies.



AyenLasn
MKT 2307
(MK 207)

MKT 3307
(MK 307)

MKT 3312
(MK 312)

ASAANAUSNIS 3(3-0-9)

(Services Marketing)
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Scopes and significant roles of service marketing. Growth trend, models,
styles, and principles, including its processes, management, and strategy.
Developing new market, brand building, and improving quality of services,

customer relations management and loyalty. Organization and controlling are

referred.

N1IRNAINANIIAIY 3(3-0-9)

(Direct Marketing)
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The key concepts and crucial role of direct marketing. Types and
categories of specific direct marketing strategies, customer sales and general

business transactions.

A5l BUILAZANTELEIUNITVIY 3(3-0-9)

(Advertising and Sales Promotion)
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The course focuses on marketing advertising and sales promotion concept,
marketing activities especially in advertising and sales promotion formulation,

implementation and  evaluation which address in different  market

situation. Highlighted are the practicalities of an effective and efficiency advertising
and sales promotion plan that are created under local resource, budget and

measures of marketing effectiveness.



MKT 3313
(MK 313)

MKT 3314
(MK 314)

MKT 3315
(MK 315)

N5 lagyAna 3(3-0-9)

(Personal Selling)
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Roles and type of personal selling. Personal selling tasks includes selling
theory, selling procedure, selling techniques , ethic in personal selling, sell

support, sell conflict management, developing team working and its efficiency.

A153AN15N15ATUEN 3(3-0-9)
(Retailing Management)
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The concept of retailing management. Types of retailing and retailing mix.
Location and site of retail store, layout of item, retail building ,organizational
structure of retailing and human resources management, merchandising,
purchasing, pricing, promotion, crediting, customer services, retail controlling and

competitive advantage strategies.

A15AANISNNSANES 3(3-0-9)

(Wholesaling Management)
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The concept of wholesaling and wholesaling management. Setting the
policy, strategy and tactics of wholesaling, marketing mix in wholesaling
management, stress the physical distribution and customer services and the

evaluation the performance in wholesaling.



MKT 3318
(MK 318)

MKT 3319
(MK 319)

MKT 3321
(MK 321)

N1SAAIALIILIY 3(3-0-9)
(Hotel Marketing)
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The concept and significant of hotel marketing , targeting, and strategies
specially applied to hotel industry. Marketing mix applied as a principle in
particular to the hotel operation under competitive circumstances. services, hotel

marketing planning and social marketing environment.

A1SAANITATIAUAN 3(3-0-9)

(Brand Management)
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The concept of brand management, brand definition and brand assets.
Brand identity, brand building and brand planning. Expansion of brand identity
through the brand communications strategy. Keeping high standard of brand

management and tracking the management results.

WINNITTUNBANUIUAZNITUTINUIN 3(3-0-9)

(Product and Packaging Innovation)
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The important of new product development, new product characteristics,
concept and method to develop new product, new product development process,
feasibility study for new product development project, the important, the concept

and principles of packaging, packing material, packaging technology , packaging

design and packaging as marketing tool.



«:MKT 4305 n1sdadsunisnaativenisasesn 3(3-0-9)

(MK 405)

MKT 4308
(MK 308)

MKT 4311
(MK 411)

(Marketing Promotion for Export)
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Import and export process, and institute. Import and export marketing
promotion. Problems and obstacles, international insurance. International customer

contact, tax and custom.

N1INAALNWATNITU 3(3-0-9)

(Agricultural Marketing)
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The importance of agricultural marketing, production and transformation of
agricultural products. An analysis of factors and environment that impact to
demand and supply of agricultural product, pricing channel, promotion, product
quality, standard keeping and competitive situation. Marketing planning for

agricultural products, future market and institute of agriculture.

nsnanALiedsAy 3(3-0-9)

(Social Marketing)
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The concept and principle of social marketing. Social marketing strategies,
corporate social responsibility, environment marketing, developing societal and
environmental plan and project, case study analyzing and understand a social

marketing ethic.



MKT 4312
(MK 412)

MKT 4314
(MK 414)

MKT 4317
(MK 417)

A153ANI5LATINITNITAAIN 3(3-0-9)

(Marketing Project Management)
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Focuses on design, developments and execution of a marketing project on
a team basis for an actual client organization. Studies management issues in
implementing marketing plans and activities. Examines how specific projects relate
to an organizations overall marketing strategy and the resources needed to
implement such activities. Discusses criteria used to measure effectiveness of

specific marketing activities.

NINAINYAFAINNITY 3(3-0-9)

(Industrial Marketing)
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The industrial marketing concept. The industrial market environment,
industrial organizing, nature of industrial market, the market demand, motive and
behavior in industrial marketing, industrial marketing research, and marketing mix
applied in industrial marketing, customer service and customer relationship
management and trend of industrial marketing.

FZUUETEUNANININITAAIN 3(3-0-9)

(Marketing Information System)
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The concept and purpose of marketing information system, categories,
sources also principles and basis of marketing information association which related
to the management system and internal control. The design of in formation
systems for analysis, determination, consolation system of computing machinery
the association for information systems to report, measurement information of
human behavior and the improvement of marketing information system direction.



MKT 4321
(MK 421)

MKT 4322
(MK 422)

MKT 4323
(MK 423)

N1SAANANWIKAZUULAY 3(3-0-9)

(Sport and Entertainment Marketing)
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The marketing concept developed for sport and entertainment business
and activities. The course includes basic marketing, target marketing and
segmentation, sponsorship marketing, event marketing, promotions, and
implementation of sports marketing plans. Course also in cover the event
evaluation and management techniques, the utilization of data base marketing in
reaching the sport consumer, the overview of the marketing mix, and the

development of sponsorship packages.

A15IATIZATIUTUIUNIINITAAN 3(3-0-9)

(Quantitative Analysis in Marketing)
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Quantitative analysis in marketing management introduces a kinder, gentler
approach to the various quantitative concepts and techniques in marketing
management. Focuses on the mathematic and statistic method to solve the
marketing issues which to get an effective and efficiency marketing management

decision.

N133ANTIgNANEUNS 3(3-0-9)

(Customer Relationship Management)
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MKT 4324
(MK 424)

MKT 4325
(MK 425)

Concept of customer services which accompany with a core product and
service products. Problems and issues related to the service mix. Service-level
decision, the formulation of service policies, customer service management, the
development of customer service staff, training, and evaluation are
analyzed. Discussion covers customer information, customer surveys and
suggestions, the handing of complaints and adjustments. Techniques for dealing
with difficult and angry customers, dissemination of information, credit services,

maintenance, technical service, and the development of new programs.

N13IANITNITARIARUINIAUATEFNINDLNES 3(3-0-9)

(Marketing Management in Sufficiency Economy Approach)
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The concept of marketing management in sufficiency economy.
Environment influencing marketing management. Balancing between demand
response and the income of business. Building the buying behavior and the
knowledge of sufficiency economy. Product development on sufficiency economy.

Managing the Marketing mix and evaluation on sufficiency economy

Usmﬁuéﬂﬁ'zylmqmmmﬂ 3(3-0-9)

(Current Issues in Marketing)
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Focusing on concepts, principles, and marketing operating under current
situations to achieve company objectives by using a practical learning in an
interested marketing issue. The purpose of this course is to practice to achieve
ability and skill to analyze the happening issues. Course includes problem
definition, Strategy formulation for problem solution, creating competitive
advantages under each situation, evaluating and summarizing by implementing,

presentation, and discussion.



MKT 4328
(MK 428)
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(Marketing for Non-profit Organization)
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Marketing concept for non-profit organization includes government
organization, privatization, and company which operate a social marketing
program. A major topic to be studied includes market opportunities, target market,

marketing mix strategy, marketing plan and implementation, marketing control

which especially applied for non-profit organization.



