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English for Sales and Marketing
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Study of the concepts and common terms related to sales and marketing; practice
listening to sales and marketing related lectures and dialogues, discussing sales and marketing

issues, and reading selected texts related to sales and marketing
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Taxation
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General knowledge about taxation; concepts and roles of taxation; principles and

methods of taxation according to revenue codes, personal income tax, corporate tax, value-added

tax, specific business tax, stamp duty, customs duty, excise duty
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Microeconomics
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Demand and supply; market equilibrium; elasticity of demand and supply; consumer
behavior; production functions and cost of production; perfectly competitive market; monopoly;

monopolistic competitive market; oligopoly
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Macroeconomics
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An overview of Macroeconomics; national income calculation; national income
equilibrium; price index; monetary policy; fiscal policy; basic knowledge of international trade and

finance
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Business Law
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Important civil and commercial laws; law juristic entities; limited partnership
establishment; limited companies; dissolution; property; legal transactions and contracts; specific

contracts in relation to business transactions: hire purchases; sureties; agency; brokers; drafts and

the Act of Cheques
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Introduction to Business
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Types of business; related factors; influences of business environments; business in a
borderless world; principles of administration and management; human resource management;

production; marketing; accounting; finance; business ethics
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Financial Accounting
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Characteristics and basic concepts of accounting; accounting record

process; adjustment of accounts; closing accounts and financial statement preparation; accounting

for merchandising and manufacturing operations; value—added tax accounting; bank reconciliation

statement; statement of cash flows

946-160 HanmMInaA 3 (3-0-6)
Principles of Marketing
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Definitions and importance of marketing; basic concepts of marketing; environments
influencing marketing; basic knowledge of consumer behaviors; market segmentation; targeting;

positioning; marketing mix
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Small Business Management

umﬁmmmqyﬁzﬁmﬁumifﬁ’ﬂmiﬁiﬁwmﬂéau nagNENITAAIA MU A3
famaninensuyud manaauazmsNuRwFnagnt msudlamlugsnevinadon Tema
ﬂlm“g;iﬁw?e“lmmwmﬂizmﬁ 3953 TUANTUMITAMIFINIVUIAGTOY

Concept and theories of the management of small and family owned businesses,
marketing; finance; human resource management; production; strategic planning, problem solving
in small business, opportunities for domestic and overseas joint ventures, and ethics in small

business management
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Principles of Management
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Concepts, roles and evolution of management; social responsibility of an organization;
managerial environment; managerial decision making; management functions; planning;
organizational management; leading; controlling; an overview of strategic management
946-213  MISUYBTUINIS 3 (3-0-6)

Managerial Accounting

S1INTVIAVFEUNDU: 946-113 MIVYTNISEU

Prerequisites: 946-113 Financial Accounting
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Roles of accounting on management; cost concepts and classifications; product
costing; full costing and variable costing; cost-volume-profit analysis; analysis of costs for

decision making; standard costing and variance analysis; budget preparation; capital

budgeting; responsibility accounting; performance evaluation; pricing
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Consumer Behavior
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Prerequisite: 946-160 Principles of Marketing
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Relationship in marketing management; consumer behavior; analysis of consumer
purchase behavior in decision process; theories and factors influencing consumer behavior;

individual factors; external factors; marketing activities influencing consumer behavior

946-262 M3IAMINMINAA 3 (3-0-6)
Marketing Management
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Prerequisite: 946-260 Consumer Behavior
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Concepts and theories of marketing administration; marketing management; analysis of
business contexts; strategic planning in marketing, administration, products, prices, and channels of
distribution; marketing promotion; operational control in business; business administration; social

responsibility
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Supply Chain and Logistic Management
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Theories about logistics and supply chain management; transportation process; raw
material purchasing; product delivery; inventory management; warchouse management; packaging;
logistics information technology; implementation of logistics strategies and supply chain

management; logistics planning and supply chain management
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Current Issues in Marketing
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A new course about contemporary marketing theories, the selection of key topics and

issues with the department’s assent to examine how to apply marketing approaches and strategies

946-268 MINMAYNTUINOIATHFDINOINE 3 (3-0-6)
Community Marketing for Sustainable Economy
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Concept of community marketing for sustainable 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 community marketing for

sustainable economy
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Marketing for the Non-Profit Organizations
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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
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Business Finance
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Prerequisites : 946-111 Principles of Accounting I or 946-113 Financial Accounting
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Objectives and functions of financial management; time value of money; return and risk;
planning and financial analysis; cash and marketable securities management; receivable management;
inventory management; short-term and long-term financing management; capital structure; dividend

policy
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Human Resource Management
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Definitions and roles of human resource management; job analysis; manpower
planning; personnel administration; recruitment and selection; training; compensation and welfare;

building up motivation and morale; performance appraisal; promotion; job rotation; relocation;

punishment; layout; negotiation; labor relations

946-360 NMIVANIINITVIE 3 (3-0-6)

Sales Management

Uwumwﬁ’wﬁmewjﬁmﬂmmm MITADIANTNITVIY MTUANNT MIAALADN
WiinauIe MsineusuwIinIuYIe Aallznisuie mswsnaeseslumsidusieiugnm
Wiominnusade MINATIZHYTN NagnT 1UnNT19391A0504 mafinuaziagesdielums
Tihnhnguin mesuunuminauwe msgediminauuie msdnsizd msdszidiunaau
NITITNUNUNITUNY ﬂ']inﬂﬂiﬂIﬂ'liGU'lfJ MIVIMITIA ﬂ']i!;l,li\?lfllﬁﬂ']i"lﬂﬂ Qﬂﬁ}'] NTLFAUDUTY
ANMUS VAR UADFIAVVOIUT MITNIU Y

Roles and duties of sales managers; sales organizating; recruitment and selection of sales
officers; sales training; the art of sales; strategies of sales negotiation with customers or business
purchasers; the analysis of dialogue partners; bargaining strategies; techniques and tools for
motivation; compensations for sales officers; incentives for sales careers; the analysis and
evaluation of sales performance; sales planning; sales forecasts; time management; sales

segmentation, customers, sales offerring; social responsibility of sales executives

946-361 MsaaAlan 3 (3-0-6)
Global Marketing
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Characteristics and roles of global market which affect business in the future; global
market entry strategies; competitions in global market; marketing behaviors; global market
segmentation, modes of consumption in global market; concepts of global marketing; global and
international marketing strategies; exportation, importation, and international investment; the
analysis of factors affecting international marketing; international issues concerning business ethics

and future trends
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Integrated Marketing Communication
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Definition, importance of marketing communication; strategic planning; integrated
marketing communication management; types of marketing communication, selecting marketing

communication tools

946-363 MIIVLAAIA 3 (2-2-5)
Marketing Research
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Definitions and importance of marketing research, process of marketing research,
specifying marketing problems, research design, types of research, data resources and
data survey methods, creating data collection tools, field data collection; data analysis, research

report writing, presentation about the application of research findings for problem-solving and

marketing decision-making
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Job Training in Marketing
euly : dwmFuindnunudl 3

For third-year students
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Job training relating to maketing for on-the-job experiences in the workplace

946-366 MIAAIAVINT 3 (3-0-6)

Service Marketing
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Definitions and significance of service marketing; concepts of modern marketing and
service marketing, buying behaviors and consumer expectations; service market segmentation;

service marketing mix

946-367 MsaaAegInoANSaN 3 (3-0-6)
Retail Marketing
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Principles of retailing; retail institution; consumer behavior and competition; efficient
retail marketing strategies; retail location; supply chains and information technology for managing
retail systems, product management, procurement systems, retail branding, retail pricing, retail
market promotion, retail store management, retail store design, store layout; service and techniques

for retailing; international retailing, electronic retailing

946-369 MIAAANIVEN 3 (3-0-6)
Green Marketing
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Meaning and importance of the environment and marketing objectives and elements of
marketing taking into account the environment and satisfaction among producer and consumers

analysis of marketing strategies application to preserve natural resources and environment
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946-400 NIANIBINAYNT 3 (3-0-6)
Strategic Management
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Concepts, roles and evolution of strategic management; strategic management process;
situational analysis; setting of strategic direction; strategy formulation; strategy implementation;

application of strategies to situations; strategy evaluation and control
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Product Management and Pricing
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The importance of products and pricing for marketing management; types of products;
product management strategy and policy, pricing process, pricing strategies, price analysis,
the analysis of internal and external environments which determine product management models,

prices, methods, marketing strategies for problem solving

946-461 MIIAMIFRININMINIZTNLTUM 3 (3-0-6)
Distribution Channel Management
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Theories and significance of distribution channels; roles of distribution channels;

combining the knowledge of distribution channels with other marketing mix; the design of



distribution channels for competitive advantage; managing distribution channels under changeable

circumstances; argument management; positive relation development; creating long-term value
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Seminar in Marketing
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Analytical process for marketing problem-solving in case studies; articles about current
marketing issues; applying knowledge and marketing theories for solving current marketing

situations and problems
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Independent Study in Marketing
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Choosing a marketing topic of students’ personal interest; knowledge application in
technical analysis of marketing data for problem-solving; marketing operation forms; presenting

a report about a study of a particular topic or problem
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New Product Management
a [ ] a [ 4 a [} a a
umﬂﬂmmmsﬁmmiwmmwa@ﬂmmuazmmﬂwu mimmﬁmuazmﬂuﬂGlumi
a s o & a a Y a ] a 4 A 9
’Jlﬂ51$TT‘V]%1L‘]Ju1uﬂ15’e)’e)ﬂll,‘]J‘]JLLﬁz‘]J'iWTiﬁuﬂ”ILLﬁ&Uiﬂ151ﬁn NITUATICHAQATIANISLUN
mswamaalumshgaaa msdSunufaauanudesmsuazanuliisouivesgnd

a { [ a [ J o U ) o a o I '
ﬂmﬁaﬂumﬂmﬁmﬂuwammcn MsnagINlseaunemsaaIad 1S uNaanum Inw

'
a @

an an A A o ' A gy =
IBNTNATDUVANIA ITNITUITNITNITHAANUNIINITUAUIUDITADUAY
Concepts about the management and development of new products and services;

administration and technical analysis needed for design and managing new products and services;



market entry analysis; developing market entry approaches; conceptual adjustment to customer
needs and consumer desires; choosing product concepts; marketing mix development for new

products; market testing; product lifecycle management from introduction to maturity
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Relationship Marketing
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The definition and importance of relationship marketing; the consumer-to-consumer

relationship; business-to-business relationship; consumer-to-business relationship, the development

and formulation of strategies for sustainable relationship
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Social Marketing
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Marketing management based on social and environmental responsibility; the impacts of
traditional marketing toward social and environmental changes; sustainable development; social
and environmental responsibilities in business; the customers who give importance to social and
environmental responsibilities; environmental marketing strategies; marketing principles for

non-profit organizations and social campaigns
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Business Statistics I
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Statistical analysis of business problems; definitions, scopes, and benefits of statistics;
data collection and presentation; measures of central tendency; measures of dispersion; probability;
probability distribution of random variables; estimation; hypothesis testing; test of association; use

of statistical package for data and presentation analysis
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Quantitative Analysis
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Linear programming; decision making under uncertainties and risks; project planning

and critical path analysis; game theory; transportation problems; markov analysis
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Creativity and Communication in Marketing Professional
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Concepts and theories for business presentation; process, methods, principles of
strategic design; effective ways of promotion, including to persuade, to achieve acceptance among
particular target groups; the ways to organize an activity for a specific situation; processes to

enhance creativity and communication skills for successful marketing careers
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International Marketing
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Concepts, theories and business procedures in international marketing; factors affecting
international business, globel marketing, strategies of international marketing, exportation,

importation, overseas investment; international marketing impact analysis; business ethics for

international marketing
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Business Analytics
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Analyzing business data; read and describe information technology, business intelligence;
using historical data with mathematical models, or with the use of data mining techniques; analyze
the opportunities and risks; market trends sales forecasting; return; using big data for the decision

making.
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Management Games
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Definition and importance of games; utility of games in management; game design;
applying games in practical ways; the selection of games for specific situations and different kinds

of players
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Poll Methodology
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Definition and significance of polls; principles and theories about polls; principles of
conducting polls: survey planning, survey design, instrument design, data collection,

data analysis, and presenting information
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Brand Management
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Definitions and significance of brands; brand components; brand identity, building
the strength of brands, adding brand value; the analysis of a product and relavant processes to make
a decision about branding; planning for brand building in a modern economy; brand loyalty
strategies; revising brand positioning to increase competitiveness in local and international markets;
factors influencing decisions about brand development and changes of brands or brand conceptions

for analytical planning and formulating proper marketing strategies
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Marketing for Asian Countries
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Characteristics and roles of Asian marketing; the influences of Asian marketing on future
business; methods of Asian market entry; competitions in the Asian markets; marketing behaviors
and marketing segmentation; consumption modes of the world market; Asian marketing strategies

in present and future trends
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Creativity and Design in Marketing
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Principles and techniques of marketing design; human psychological components in

reading and perceiving works of design, the design of logos, trademarks, packaging;
graphic design for organizations; positioning trademarks on products; computer-aided design and

model presentation; using computer programs for marketing media design
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Digital Marketing
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Concepts that consumers can interact with digital media on consumer choices,
consumer-to-business interaction or consumer-to-consumer interaction via digital media;
the collection of consumer-related data on digital media; strategies of using data from consumers’
interaction with digital media for analysis to identify effective marketing operation models which

meet specific consumer demands and boost efficiency of digital marketing
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Marketing for Hotel Business
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Concepts and theories of marketing for hotel business; specific marketing aspects and

problem of marketing for hotel business; marketing managerial methods for hotel business
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Marketing for Tour Company
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Concepts and theories of marketing for tour Company; specific marketing aspects and

problem of marketing for tour company; marketing managerial methods for tour company
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Marketing for MICE
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Concepts and theories of marketing for MICE; specific marketing aspects and problem of

marketing for MICE; marketing managerial methods for MICE
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Cooperative Education
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Internship at a workplace in accordance with the field of study through the processes of
job application and selection; handling of work responsibilities and obeying of organizational rules;
application of the internship knowledge to assigned work; searching for additional knowledge and
related disciplines under the supervision of advisors; working at least four months during internship

and being co-assessed by the Department of Human Resources of the workplace
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Marketing for Entrepreneurs
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Specific marketing aspects and problems of entrepreneurs and small business owners;
marketing managerial methods for small business development; skills in strategic marketing for

competent entrepreneurs; business administration in changing environments under professional

ethics
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Entrepreneurship and New Venture Creation
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Concepts of entrepreneurship; characteristics of entrepreneurship and entrepreneurship
development; attitudes and motivation of entrepreneurs; qualifications of successful entrepreneurs;
skills and resources required for being an entrepreneur; business environment and opportunities
analysis, marketing research; starting a business process and business plan; financial sourcing, new

business legal issues; problems and risks in business operation
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Managing a Growing Business
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Management of opportunities and involvement of challenges for entrepreneurship and
business growth by being the ultimate resource constrainer, stretching all systems in a company to
the limit and often beyond; using a boundary-spanning approach to investigate management at the
limit; frameworks, analytical skills and techniques, heuristics, and decision-making tools that can be

used in growing entrepreneurial businesses
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Franchise Management
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Study and understand about the business franchise; type of business, franchise
advantages and disadvantages of doing business franchise rules on market conditions and

management; financing for the business; to analyze the possibility of doing business contacts and

processes to create business opportunities through franchising system
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Destination Marketing
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Concepts and theories of destination marketing; specific marketing aspects and problem of

destination marketing; marketing managerial methods for destination marketing
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Marketing for ASEAN Countries
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Characteristics and roles of ASEAN marketing; the influences of ASEAN marketing on
future business; methods of ASEAN market entry; competitions in the ASEAN markets; marketing
behaviors and marketing segmentation; consumption modes of the world market; ASEAN

marketing strategies in present and future trends



