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MM 601 Marketing Management
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UR.602  SrUUENTaumALAEMTIATIZdeYan1InIeaaiiensdinduls 3 (3-0-9)

MM 602 Marketing Information Systems and Analytics for Decision Making

Up.603  landgnunsnanuasinineusian

MM 603 Marketing Problems and Consumer Psychology

U611 NIFIANIITNERAILaTATIAUAT

MM 611 Product and Brand Management

U612 NIIRNAINAINA

MM 612 Digital Marketing

UR.613  UseaumsalgnATuagnsNaIuedng

MM 613 Customer Experience and Omni Channels
UR614  NSADENININNITNANALULATUINS

MM 614 Integrated Marketing Communications
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MM 711 Competitive Marketing Strategy
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MM 741 Doing Business in Japan

Un.742  mMsaiugsnalulssinaiu 3 (2-2-5)

MM 742  Doing Business in China

Un.743  msaiiugsiatulseinadenlus 3 (2-2-5)

MM 743 Doing Business in Singapore

un.744  mseniiugsiatuginnm CLMV 3 (2-2-5)

MM 744 Doing Business in CLMV

Un.745  msaliugsiatudsenalne 3 (2-2-5)
(FwSuthAnvwanidsuanssUssmaminiu)

MM 745  Doing Business in Thailand 3 (2-2-5)
(Only exchange students are permitted.)

un.746  mstuilugsielulsemadiimun 1 3 (2-2-5)

MM 746 Doing Business in Selected Country |
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MM 747 Doing Business in Selected Country |I
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MM 748 Special Topic in Business : Topic Name
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MM 719 Independent Study : Project in Marketing
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UR.601  NITIANIINITAANN 3 (3-0-9)
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.

UM.602 izuumsaul,wﬂLLa:mﬁLﬂiﬁzﬁ‘t’fagamammmﬂLﬁamiﬁﬂa‘lﬂﬁl 3 (3-0-9)
MM 602 Marketing Information Systems and Analytics for Decision Making

WuIAn padUsEnau wagddnsildlunisesnuuussuvansaumanidmuneifie
novaueimsinaulafiddnyq vesfuimssmunsnain lnsaseunquunaadoya 35015l
foya nmeviarwuazeauazdniivteyaiiioliinnisdifaazirdeyasenuildsuldied
4zAINTIAL5Y NMFIATIZRRazUsyaanadoya N19eNLUUTIBULAz Y LEURNNYaITDYA
funnzautuinguszasdnisldauvesfuimsiunisnainseduineg adlaesjadiunisld
Usglotanmaluladasaumnauszianange

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
cleansing and storing for easy access and interchange, marketing data analytics and
evaluation and designing reports plus visualization 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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Un.603 landnienisnaiauazdning1guilag 3 (3-0-9)
MM 603 Marketing Problems and Consumer Psychology

wuIRAkazRannITluNITIATIzRLarAn Ly nInienisaatalaefneilasUsu
Uszgndlimguiuazuinfnmaiiudaingignéi ilesenuuunagnsmanmsnanslivsnganiay
annsaifdlemansnisaaiauazneuauaslymgnalieg1auviae

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

U611 NIFAIANITNANNUINLAZATIAUAT 3 (3-0-9)
MM 611 Product and Brand Management

YOULIAAINTURATOU LaznNTErtiveduimnsfiunsnandiquananinel uaz
nALAT 1emAsaunquaeasTinnandut uaznagnsiivmizauluudazsaedin nnsfaun
wansauetlvsl Msdansngundndnet Tnesgjaunslianuddgiunsiaunsdveditigualy
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uazLiinnuALaryar1reInTIAud failnomdsdinnuaenndesiunagnsainysraumig
MIRAIAGILBLY

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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UR.612 A1TAANARINA 3 (3-0-9)
MM 612 Digital Marketing

uinnssumInsnanLagiaielleAivianan fianunsatanyssgndliludiunaiuay
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\3nsflonsmatnfdva

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.

U613  UszaumsalgnAuasnIsHaIuyaImnig 3 (3-0-9)
MM 613 Customer Experience and Omni Channels

nsitla esduszney sUMUL NMeiufduitusiudannden madnauladonde uay
anﬂiimﬁﬁx‘imismEJEUE)\‘w:JJU%Iﬂﬂ Lﬂlami@@ﬂLL‘U‘Uﬂ’]iNﬁﬂuﬁaﬂﬂﬁﬂﬁzﬂwmﬂ%mﬁﬁﬁﬁ]LﬁﬁﬁlﬂﬁuLﬁa
a¥euszaunsaifirlituduilnnegnadeniios Junfidunisfinemgud uuiAauaznsdAnw T
NM500NLULYBINNNITADANS FoIN1INTSTMY wazn1sasaUszaunsallviiuguilae wail
AeaAnilafiaUseananm dunulunisuinisuas waluladvanuasfana

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
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UN.614  NI15ARETISNINNITARIARUUATUINRS 3 (3-0-9)
MM 614 Integrated Marketing Communications
PANNTT ATLUINIGIUNITADANTNINNTAAIANUTLAUUTLAULATBND kazNaNTSY
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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.

un.711 naq‘mémqﬂ'limamﬁan']sl,miqﬁu 3 (3-0-9)

MM 711 Competitive Marketing Strategy
THaTesiainudrasamsnaiaiielitnd@nwiuiudssgndlduuidn wagisnslunns
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Y

o

AYUBN T,@Ema’e)‘UﬂqmL‘Vlﬂﬁﬂmﬁmiwﬁimda%ﬁd‘uamam LAZENIUNITAINITUYITU NS
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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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&9

MM 621 Artificial Intelligence
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Concepts and fundamentals of Artificial Intelligence (Al). Applications of Al i.e.
core business data, sales and marketing, media, natural language, content creation and
community building. Data, technology and people preparation. Al implementation
strategy, implications and as a service approach. The example of Al i.e. churn analysis.

Economical perspective of Al

un.741  mssdugsialuussmady 3 (2-2-5)
MM 741 Doing Business in Japan

Anwinusssuidedinuuazidagsia lonananisnain gaanmnssuildsunuien
msUsufiusssuflounsgsiauazanunsaiilunegsie uardnunizveanisnaiauazily
gUMURadu muﬁ'@ﬂwaaqmu%ﬁw%uﬁﬂufjﬁu

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.

un.742  nsaliugsnaludsemeu 3 (2-2-5)
MM 742 Doing Business in China

A fmusssundedsauuazidagsia lonanianisnann guanmnssudilaiuanuion
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gUMUYRITY TINTINTRUUTENTu LA
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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.

un.743  n1saliugsnatulszsmagealus 3 (2-2-5)
MM 743 Doing Business in Singapore

Anwianusssuidedinuuazdagsia lonananisnain gaamnssudilaiuaudes
mMsUfusfussauioumsgshanazanunmsaiilumagsia uardnunizresnisnannuaziiily
gUvuasAselus muinsgnuuisnsuiiludeelys

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 Vvisits in

Singapore are incorporated in the course.

un.744  msaidiugsialugiing CLMV 3 (2-2-5)
MM 744 Doing Business in CLMV

Anvinusssundsdsnuuazidegsia lemananisnain gaamnssuildsuaiuden
ﬂ’l’iﬂ%ﬂﬁ?ﬁﬂﬁﬁmLﬁEJJJVI’NSq’ﬁﬁﬁ]LLazaﬂ’luﬂ’l’iﬂjﬁb’ﬂﬂW’lx‘iﬁﬁﬁﬁ] LAZANYULIDINITNAIALAL ALY
guMuYeIninia CLMV (Auwen a1l Wil Laglignunw) sauﬁg\‘im'ﬁ@muﬁﬁw%’juﬁﬂugﬁmﬂ
CLMV

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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un.745 nrsaniugsnatudszmalne 3 (2-2-5)

(dwiuinAnsuaniUdsuanssdsamarintu)

MM 745 Doing Business in Thailand

(Only exchange students are permitted.)

Anvinusssuididinuuazidagsia lonmanenisnann gaanmnssuiildsuauien
msUfuirusssudonmsgsianaraniunsalinlunassfio wardnuwausvesnisnainiagiiale
’q‘dmumaﬂm iﬁmﬁ\‘imi@ﬂ?UU%ﬁW%uﬁﬂulVlﬁJ

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.

un.746 nseliugsialudssmediimun 1 3 (2-2-5)
MM 746 Doing Business in Selected Country |

Anwimusssuiddinuuazifagsia lonanenisnan gnanmnssuildsuniuien
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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.

un.747  msandugsialulszmeaiiivun 2 3 (2-2-5)
MM 747 Doing Business in Selected Country Il

Anwinusssuiddenuuazifagsia lonanenisnan gnanmnssuildsuniuien
mMsUfusfussauisumsgsianazanunsaiinlumagsia uardnuarresnmsnanauaziily
gUMUTBsUsEATIAMUR m:m?lgqmi@mw%ﬁm%y’uﬁﬂuﬂimﬂﬁﬁmum

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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un.748  Vdeiiauniagsia : Jeviade 3 (3-0-9)
MM 748 Special Topic in Business : Topic Name

waRan3oIsnslva 9 Fuduiauinisesdarmimgsiamuissyluderdedsl
denitvane sensdnunlunisszondldludiunmey Wedsslowilunisusenauedn
paonauns sdugsialifinnuiuads uaswiiudeaniunisal maUAsuuUasiiinduld
AABALIAN

In this course students will learn about new concepts or methods that
develop business knowledge as stated in the topic. The content is applicable to working

life or contemporary business operations, is up to date and able to keep up with

constantly changing circumstances.

U719 N13AUATIBATE : 1ATINITAIUNITNAIA 6 WuIwnA
MM 719 Independent Study : Project in Marketing
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Students will undertake study and complete a project in 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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