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MM 601 Marketing Management
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In this course students will learn about the remit of marketing managers and the
marketing management process, comprising analysis, planning, operation, control and
appraisal.  The focus will be on becoming familiar with buyer and consumer behaviour,
strategy development and marketing mixes to efficiently fulfil the demands of target
markets while maintaining profit for business sustainability and also keeping to the principles

to responsibility towards consumers, society and the environment.
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MM 602 Marketing Information Systems for Decision Making
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In this course students will learn the concepts, components and methods used in
marketing information systems with the goal of supporting the decision making of marketing
managers. The course covers sources and methods of data collection, data analytics and
evaluation and designing reports that are suitable to be used by different levels of marketing
managers. The focus will be on using and benefiting from different types of marketing

information systems technology.
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MM 603 Marketing Problems and Consumer Psychology

wurAnLazndnnIslun T IziLazAnudynimisnisaainlasAnyinazUsu
UszendlimguiuazuuiAnmsinuininetgndn ieesniuunagniniamseainl iivanzauuas
anansaindslemanenisnanuaznauauaslaymgnalieg1auriase

The course provides concepts theories and frameworks that are employed to
understand underlining consumer problems and motivations to consumption behaviors and
identify marketing problems. Students are also trained different marketing frameworks to

satisfy unmet consumer’s needs and strategically solve marketing problems
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MM 611 Product and Brand Management
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This course studies the responsibilities and duties of product and brand managers,
covering product life cycles and suitable strategies for each stage of that life cycle, new
product development and management of product ranges by focusing on the importance of
developing brands that are valued by customers, how to measure brand value and

strategies and methods to build, maintain and add value and worth to brands by considering

the compatibility with other marketing mix strategies.
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MM 612 Pricing and Profitability Management
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This course studies the theories, principles and methods in determining and
changing pricing to suit a competitive situation and that is compatible with other marketing
mix methods by using tools and quantitative analysis methods to analyse the continuous

effects of pricing levels on marketing budgets and business profitability.
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MM 613 Customer Experience and Omni Channels
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This course studies understanding of elements, patterns of consumers’
interactions with their environment, forms of and decisions on choosing distribution
channels, and how they interact with the brand and other consumers after their purchase
for the goal of designing omni channels to maximize customer experience. This course also
provides theories concepts and case studies for designing appropriate communication
channels, efficient distribution channels and integrations of both with consideration of cost

justification, efficiency and technology in both traditional and digital premises

un. 614 ﬂ']’i?ilaﬂ"l’i‘ill']ﬂﬂ"l’iﬂa'lﬂLL‘U‘Uﬂ’i‘U')\W’i 3 (3-0-9)
MM 614 Integrated Marketing Communications

NANNIT LLﬁ8LLU’J‘I/I’]\‘]I‘L!ﬂ'ﬁﬁ@ﬁ?iﬂ’]ﬂﬂ’]i@a’]ﬂﬁﬂi%ﬁmﬂi%ﬁ’]um‘%@\'iﬁ@ aznangsu
EiﬂLﬁ%mmi@]ﬁﬁﬂ‘ﬂﬂgﬂLLUU%@MSI?JUM’] nsdaasunIsuIe MsUsenduius  nsldwidnaueiy
wazfansausUuuvdugnuideyadnarsiinudennussansdodufuuazaiva Wogaeld
unAnfitalauierfuiioussansnmgaaelunisieans waznisldeuussina deillaossliAna
denAdefuaILUTZALVININSAAIAG LAY

This course examines the principles and ways of marketing communication that
combines and links all types of tools and marketing support activities, including advertising,
sales promotions, use of sales staff and other forms of activities, as well as broadcasted
information and news on traditional and digital media. All these activities should be clearly
conducted under the holistic and unified concept to achieve maximum efficiency of
communication and budget allocation while striving for compatibility with other marketing

mix methods.
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MM 711 Competitive Marketing Strategy
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In this course, students will design marketing strategy on marketing simulation to
leverage and apply concepts and methods of determining marketing strategies and action
plans in order to achieve differentiation and gain competitive advantage in various situations.
This will be done by considering preparedness of and availability of resources for firms
together with the external state of affairs. The course will cover techniques to analyse
market structure and the level of competition, comparison of the stance of companies

versus their competitors and drawing similarities to best practice in industry.
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This course introduce emergent innovations in marketing and the power of
applying digital concepts across the marketing functions. The course starts from
understanding target audiences and their interactions and strategicallly plan the digital

marketing program covering from strategy and planning, content design, seach engine

optimization to mobile marketing, social media marketing and analytic tools.
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This course studies the concepts and tools used in supply chain management to
add value to business and applying concepts to increase competitive potential of businesses

that is compatible with changing consumer demand. The course also provides concepts of

production process management that satisfies customer demand in the most efficient ways.
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MM741 Doing Business in Japan
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Study social and business cultures, market potential and attractive industries, how
to deal with business customs and common business situations, and the current
characteristics of marketing and supply chain industries in Japan. Company visits in Japan are

incorporated in the course.
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MMT742  Doing Business in China
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Study social and business cultures, market potential and attractive industries, how
to deal with business customs and common business situations, and the current
characteristics of marketing and supply chain industries in China. Company visits in China are

incorporated in the course.
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MM743 Doing Business in Singapore
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Study social and business cultures, market potential and attractive industries, how
to deal with business customs and common business situations, and the current

characteristics of marketing and supply chain industries in Singapore. Company Visits in

Singapore are incorporated in the course.
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MM744  Doing Business in CLMV
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Study social and business cultures, market potential and attractive industries,
how to deal with business customs and common business situations, and the current
characteristics of the marketing and supply chain industries in CLMV region (i.e., Cambodia

Laos Myanmar Vietnam). Company visits in CLMV region are incorporated in the course.
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MMT745 Doing Business in Thailand

(Only exchange students are permitted.)
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Study social and business cultures, market potential and attractive industries, how
to deal with business customs and common business situations, and the current
characteristics of marketing and supply chain industries in Thailand. Company visits in

Thailand are incorporated in the course.
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Study social and business cultures, market potential and attractive industries, how
to deal with business customs and common business situations, and the current
characteristics of the marketing and supply chain industries in selected country. Company

visits in the selected country are incorporated in the course.
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MM747 Doing Business in Selected Country I
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Study social and business cultures, market potential and attractive industries, how
to deal with business customs and common business situations, and the current
characteristics of the marketing and supply chain industries in selected country. Company

visits in the selected country are incorporated in the course.
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Creating research proposal and research process that generate new knowledge in

Marketing. Writing and presenting thesis for publication with strong ethics practice.
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Students will undertake study and complete a project in a marketing subject area
of their own interest that is approved, supervised and under the guidance of an academic
advisor. The project must reflect a sound ability to apply different marketing theories and
knowledge in order to push the boundaries of knowledge or to answer important marketing

questions for the benefit of business and wider society
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