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English Listening and Speaking
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Practice of listening for main ideas and details; English conversation in daily life; storytelling in

context
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English Reading and Writing
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Practice of finding the main idea and details of a text; making a summary of a text; vocabulary and

grammar in reading and writing English texts

GE 2 M3iannanuna

MINATINTINZUAZANAY

117-201G2A ms‘l"ﬁn%’wamim‘mummﬁamic?fﬂ'au“l%‘lummmu 2((2)-0-4)
Information Use for Investment Decisions
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Importance, analysis and use of information for investment decisions; returns, risks, and fundamental

principles in various types of investment; systematic financial planning
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Smart Logical Thinking
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Basic principles of mathematical problem solving; mathematical knowledge for solving everyday

problems; mathematical knowledge for improving the quality of life
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a 9 19 aa o w @ Y Y o aan o w [ 1 9
aumaradunuamlurialszariu oannuminnulymudialssiriv sanauazios
aznuigyrmlurialszdriu wvenmasnuiym luaialszdiu

Linear equations, progressive rates, ratios and percentages, and exponential numbers in the context of

everyday life

MINABIFTZVY

117-101G2B msnauazmsnaaula 2((2)-0-4)
Thinking and Decision Making
WANNITHAZNTLUIUMTAAVINYBE MIAAEIAT19d55A N3N 1zHToyanazi1a1s

4 9 v A 2 99 ¢

ﬁiiﬂﬁ1ﬁ@lilta3ﬂ1ii‘]ﬂﬂﬂﬂﬁ ﬂﬁ%ﬂ’JuﬂWi@]ﬂﬁuiﬂ NIZUIUNITUTINHINING ﬂTSl]iSifJﬂﬂsl,“lf
Wangmsaaelamsnlasunlasvesszuudinunazdiadoy uazud ol lu
aa o w
CRIEER R
Principles and processes of thinking; creative thinking; data and information analysis; logic and
reasoning; decision making process, search of knowledge; application of thinking skills to
understanding changes in social and environmental systems as well as to solving everyday life
problems

437-101G2B Anedamag 1hlaeehanain 2((2)-0-4)
Smart Thought, Clever Understanding

a 1 a a @ a 22 a a
ﬂWiﬂﬂ’t‘)EJNﬁLﬁ@]‘Nﬁ ﬂ15ﬂﬂlﬂfﬂﬂjuﬂ?fﬁ NI1TAUATITUVINIUAA ﬂWiﬂi%muﬁﬂ1uﬂT5ﬂILlﬁ$ﬂ15
= o @ o s a oA Aa o w

nlaswnlaslanienivesauludiay matszgnanisnnegalimanaluainlszd1iu
Rational thinking; conceptual thinking; analysis of opposing viewpoints; assessment of the situations
and changes of people’s worldview; application of rational thinking in daily life

117-102G2B MINANTZVVAN 2((2)-0-4)

Thinking Systems Development

o a ' : a a o S o a a
'Viﬁﬂfﬂilla8ﬂi$‘lJ’J‘L!ﬂ15ﬂﬂ“]Jﬁ$lﬂ‘Vl§lNc] Lﬂ%f’)\‘lﬁi‘)ﬂﬁﬂﬂﬁlﬂi"lgﬂ ﬂWiﬂiZQﬂﬂ‘}’iﬁﬂﬂ"ﬁﬂm"lﬁ
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ITUY ﬂ15']Lﬂ5'l$WL‘INLW€°]Na!m%m’E'Jﬂiﬂﬂﬂi@\iilﬂﬂ1iﬂﬂ’3lﬂi'l$1’7LW@LLﬂﬂﬂJUTi'lﬁﬁﬂu'lil'lal‘]fﬂUﬂ"li
o Y
Vl%ﬂuhlﬂﬂﬂ%HWlIW%ﬁll
Principles and types of thinking processes; analytical thinking tools; systems thinking application;
reasoning analysis; selection of appropriate analytical thinking tools for effective problem-solving or

application in professional contexts

nangastimamansUngin wangasuuuse we. 2569 wih 14/75



© =——
Adan1sfAinu uKISnendeavvaluasuns Snewvadaand %U e ek

wedndoassaunguni

Usto1UnsAnun 2569 -

GE 3 msfauuugisznoums
117-202G3 Anlsznoums 2((2)-0-4)
Entrepreneurial Thinking
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augauaziaby

Entrepreneurial mindset; analysis of the environment associated with changes in economy and
society; entrepreneurial process planning; financial and investment planning; determining balanced

and sustainable business models

a Jd o
763-101G3 AAUUVAMININ 2((2)-0-4)
Think Like Start-up
a dy Y a a [ d‘ =) dall Y @ a ada
uuInamslszneumaiiesdy mMsfaFIuIangsu InTealalodu lumInanngsne I5AMs
WMFINVUY start-up I5MII5UFIN TNl yadnnmvesdlszneuns inbznsilouunugsne

4
@

ioedu nm‘imiwzﬁﬁmwumﬁ'amﬁaw’fummgiﬁ% Wauzmshmsaaadiosdu msnaumy
miﬁuﬁumuﬁsﬁmﬁaw’fu inBzmaIEeIYIYe NS4 Tﬂiwmmiﬁmmﬁsﬁm‘}y’uﬁu

Basic concepts of entrepreneurship; innovative thinking; basic tools for business development, ways
of doing business in a start-up; methods of starting a business; entrepreneurial personalities; basic

business plan writing skills; basic business ecosystem analysis skills; basic marketing skills; basic

business planning; storytelling presentation skills; prototype development project

GE 4 mslinalulagiadna

117-203G4 malulaguazansavmaludannaana 2((2)-0-4)
Technology and Information in Digital Society
mstaenliniesiie mslama Tuladyseivensaumenazidonasaumaludialsgsriumazms

[ Y Y a =

e Idedegndes gnngranenazasesssu (mamaluladasauma)
Tool selection; use of technology for information assessment; using information in daily life and at
work in a proper, legal, and ethical manner

Y

d‘ aa v 1 A d'
870-101G4 MIgemslugnadTiaod I aWaIBIn} 2((2)-0-4)
Active Citizen Communication in Digital Age
[ d' aa o 9 G aa o w
denuuazmsaeas lugaaaia ns lsma Tulagensaumaludialses1iunaswanseny A
@ a a [ <3 a 4 1 a o
Yasademalawes anwuAnnAvesdoyainms miasnaeuden mndadorutelnamdu
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Society and communication in digital era; information technology utilization in daily life and its impacts;
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cyber safety; information disorder; fact-checking; media creation through mobile applications; ethics and

laws

117-204G4 taanilszaugiiugrumazmslililsunsanlsegndedisde 2((2)-0-4)
Basic Artificial Intelligence and Simple Application Usage

4

msaumaazmaluladeasauma uuifa ssrilszneuuaviszanvesyanszang Uselom
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sazmilszyna llyaniszAvg WFindszdriu agruunenazisesssudums iy nlszavg
msAnU1iA Taems 1 Tlsunsulszgndedisdie

Information and communication technology; concepts, components, and types of Aurtificial
Intelligence; benefits and application of Artificial Intelligence in daily life; laws and ethics regarding
the use of Artificial Intelligence; practical training through simple application usage

723-201G4 tayanilsyavgaieassasmiugitudu 2((2)-0-4)
Generative Al for Beginner
ﬂﬂgaﬁﬂizﬁyﬁgLazﬂnumunﬂizﬁyi@m?waﬁﬁmﬂTuTa?Jﬁugmiumsa?nﬂmmmszﬁyﬁ szim
voulyamlszangFeadnasss mildlyanlszavgFeainassadiudrelumsadianu Tasanu
vnadndetlyamlszAvgiFaadesse v osssumzaudeduns Wilyamlszavg
Attificial Intelligence (AI) and Generative Artificial Intelligence; Basics Technology for Creating Artificial
Intelligence; Type of Generative Al; Using Generative Al to Enhance Creative Workflows; Mini Project with

Generative Al Ethical and Risks of Artificial Intelligence

GE 5 qun1z03A3IU (SDG 3)

711-103G5 ANYANHITIN 2((2)-0-4)
Life Balance
mmwmﬂmaﬁ‘imazamw%m%ﬁugm MITNEIAUAVBIFIN MITNHITUAAVRIIAT N300
fidame mesudsemueins uazquadalufioqunnaiaiia
The meaning of life and basic mental states; maintaining life balance, time management, exercise,
dietary habits, and caring for one's mental well-being for a healthy life

a

993-101G5 man3vzasianazdamnnunsaadsagiidaaniiuiiu 2((2)-0-4)

o o

Anti-Aging and Stress Management with Folk Wisdom Medicine

a

uIARveIaATMIrzan iy uazmi5’ﬂﬂ15ﬂ3mLﬂ%ﬂmmmuguﬂm’ﬂpﬁuﬁm nanmMIsuae
miﬂﬂﬂﬁﬁﬁmsmwﬁ'uﬁwzaaf& MIUIAADBATEARIBAUBS MITNTANAMAAT NATILT
A (Reiki) ttazmen3msana

The concept of anti-aging science and stress management according to folk wisdom; principles and

practice of anti-aging facial massage; self-massage for stress relief; Reiki energy healing; Qigong

exercises
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117-103G5 quiissman’ifequnnizesis 2((2)-0-4)
Aesthetics for Holistic Well-being
AUVTIAMAATUYDINITMIIFIA NMTFINAUDI NMITANTANUWATEA MIAUAFUANIZUUVDIATIY
wazmsUsusaitensediwsumunaanuanmsaInyae
Aesthetics of living; self-awareness; stress management; holistic health care; adaptation amid

diversity

264-101G5 MSNANADEMNUHIAY 2((2)-0-4)
Human Potential Development
wénMILasIWIRARANISSNAMB I IMANYS B Mauaziaine m3Tianziaueuiie
Aunudnonimurau Mslnsgiaunuiia nsauthnuediafiianmmime nssants
IR BA s IneazS o nsuatazaAnen ey mynlfeunasmauan
ﬂ?iﬂ%ﬂﬁ'f] fﬂﬁ’JNLLWL!@'LLﬁqéllﬂ"I‘WLL“]J‘JJi‘JQﬁi’)llﬁ!,ﬂll"lgﬁllTTTJU?‘IJVI‘U?NGIHL?N
Principles and concepts of self-awareness according to philosophy; religion and psychology; self-
analysis for the discovery of individual potential; analysis of life assets; meaningful life goals; stress
management; body and mind for self-care and personal improvement; positive change; adjustment;
holistic health planning in accordance with one's own context

v
[

GE 6 Saas1saiziazmsnannit i (SDG 1245 10)

117-104G6 ufiﬂniiu”Efaﬂmmzﬂixiwﬁsﬁauugyfiuﬁamsﬁmmﬁﬂ"aﬁu 2((2)-0-4)
Social Innovation and Human Benefits for Sustainable Development
ANUNLIE HANMT uudfanNd IRy vesuianssudinulumsGeudisingmsimadean ms
Uszgndldosdanuiduuianssudsnugmsduinaounazad wassananssuitorss Temfvos
et pdediadith
Meaning, principles, concepts, and importance of social innovation in learning social phenomena;
application of social innovation knowledge to driving and creating activities for the sustainable
benefit of humanity

117-105G6 msaanRE Ry Sy uasHgnonaImies 2((2)-0-4)
Sustainable Development and Sufficient Economy Philosophy
ANUKNIY HANNIT umﬁmmzmmﬁﬁmﬂam’jmuwmsﬁmmﬁ&ﬁu TuaaesygnatFd
Yy uasugnaneiissmumaningzsin msansgiuazlszgnd lsuanmsuazuuiialu
it 52AUYANA DIANTEIN w%ﬁymmﬁiamiﬁmmﬁgﬁﬁu
Meaning, principles, concepts and importance of sustainable development goals; Bio-Circular-Green

Economy Model; King Bhumibol’s the philosophy of sufficiency economy; analyzing and applying

nangastimamansUndin wangasuuuse we. 2569 wih 17/75



© =——
Adan1sfAinu uKISnendeavvaluasuns Snewvadaand %U e ek

wedndoassaunguni

UstoUn1sAnun 2569 &

principles and concepts at the personal, organizational, or community levels for sustainable

development

117-106G6 anudunarioaazdnansisae 2((2)-0-4)

Citizenship and Public Consciousness
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UUINA NANNII ﬂmfmmuazﬂammﬂiymmmmmuwmﬁamﬁamﬁwmummwmsﬂﬁ’waﬂmi
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Uszaniilaoluszavguru denuTanuazdinnooulail (@wnuaiion) manisnnguuie aw
o a [ 2 = o I~ 7o YA Y o o Ad A
TFUNALDUADTIAN ANUNUNIUNINTINY HWLWﬂJI]S%Tﬂ‘HHﬂUQﬂHI@ﬂiﬂ)’ﬁaﬂﬂ1iwwu1ﬂ JgU
Concepts, principles, qualifications and importance of citizenship for sustainable development under
democratic principles at the community level; global and online society ( virtual society) ; law-

abidingness; social responsibility; social equality; serving others through the principles of sustainable

development

196-101G6 andunaiios 2((2)-0-4)
Citizenship
a [ wva o I A 9 [ a
LHIANAN HANNII ﬂﬂ!ﬁﬂﬂﬁlm%ﬂ??uﬁ?ﬂiym@ﬁﬂ']'lilL’lJu‘Wﬁ!iJfNﬂ'lElGl,Glﬁaﬂﬂ'lﬁlligi‘]f']‘ﬁﬂvl@ﬂiu
@ @ o Jd  w v Aa 1 @
srauguyy denu Tanuazdeaueonlml (dnuaion) mamswngruie ANUSURAEUADTIAL

Concepts, principles, characteristics, and significance of citizenship in a democratic community,

global and virtual society; law-abidingness; social responsibility

GE 7 msi5uimlddnnuwainsveslan (SDG 6 713 14 15)

117-107G7 waﬁ’ﬂmaaﬁmwsnﬂé’auﬁumﬂ"ﬁﬂiﬂwﬁﬂ1uﬁu§1uﬂ§Wﬂ1niﬁsiu%1ﬁ 2((2)-0-4)
Environmental Dynamics and Natural Resource base Utilization
525Uﬂﬁ!?ﬁ%‘ﬂﬂ?ﬂuﬂﬂuﬁ&’ﬂ??uﬁﬁ]ﬂ‘l’ia'IEJ‘VI'N%’Jﬂ1W mmJ?"uUuuﬂmﬁmwuméjammiz
WanN3sTNU u,u31/1Nﬂ151%’%%”%1enniﬁiiaJGlfﬁuazmi%”ﬂméunﬂﬁ'amd1a§q§uuuﬁug1u
Innenaas wianssumaluTadadelniiensinysssumanazduiaden qusssuuas
3osssulumsldniwenssssuna
Terrestrial ecosystems and biodiversity; environmental changes and their impact; a science-based
approach to sustainable use of natural resources and environmental protection; modern technology

innovations in natural and environmental conservation; morals and ethics in the use of natural

resources

117-108G7 Nedlandunnden 2((2)-0-4)
Oren World Exploration
Y
@ @ aa @ a [ o
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Wen matiauazinsoilonslsziivauamudunaden Mssan1sdwadouion s HAUIN
o A 9 o Y o A A ) A a a

[NTAR! ﬂ1iﬁi'Nﬂ'J'lll@]§$ﬁ’LlﬂgGlf]Wﬁ’J@]ﬂ'li!‘]JaEluuﬂaﬁﬁﬁlnﬂaﬂll UAUNAUAU

Four dimensions of the environment around us: resources, technology, pollution and socio-
economics; environmental change situations; problems and impact of changes in global dynamics
across various dimensions; environmentally sustainable city; sustainable tourism; geographical
indications; multicultural way of life in the community; green dynamics; techniques and tools for
environmental assessment; environmental management for sustainable development; raising

awareness of the dynamics of environmental change; geo-social mapping

724-104G7 imzAanszuadnenanansaielva 2((2)-0-4)
Current Issues in Modern Science

@

anumsaimsnldsunasvesanmadeyTaniiferduineimans mislva anunisal
apuneiduwaiaveslaniitinansznudenynd d9iiFia Feau uazdaunadonluszdy
Wesdu szauginia uazszaulan midfudlumseidsealungsoiianesssumna an
v 9 a o = Y v o = v Yy a s
aszminiuazmytdgniaditinlddinumsulasunasvesaammadonlan Muinemaas
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Situations of global environmental change related to current science; current issues on global
dynamics impacting humans, living organisms, society, and the environment at local, regional, and
international levels; adaptation to survive natural disasters; promoting awareness and cultivating
consciousness in alignment with global environmental changes in science, technology, innovation,
energy, and the environment; literacy of social and global change issues through modern science;
management of environmental problems using modern science to enhance the quality of life for
oneself and the public towards sustainable development
724-105G7 MsuSIaaddememswann ey 2((2)-0-4)
Green Consumptions for Sustainable Development
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Situations of environmental change across four dimensions: natural resources, technology, pollution
and socio-economics; choosing environmentally friendly products; sustainable development;

awareness and consciousness in dealing with global environment changes; readiness and adaptation to
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stay informed about global dynamics changes; global climate change; energy and water situations;
marine and terrestrial resources; case studies of local environmental issues for mitigating impacts on
individuals, communities, regions, and the global scale; creating a balanced life for sustainable
development based on a good quality of life
724-106G7 winnssnaalan3ewemnanng ey 2((2)-0-4)
Fighting Climate Change with Innovation for SDGs
v o o a Y o a A
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The environment around us; situations of global dynamics change and their impact; green innovation;
technology and innovations for mitigating global warming; sustainable development; choosing and
designing environmentally friendly products; creating added-value products from waste materials;
clean energy and its management; related laws and regulations; awareness and understanding of

environmental changes

GE 8 31835 1den
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411-102G8 Mulng gen Z gen ed 2((2)-0-4)
Thai gen Z gen Ed
Winwzmslgmwumazmsdedis Wa wa o1u nazi@eu uaznisihnm s Teminwuson
VBINM IO TANTAUUTT TN
Language and communication skills: listening, speaking, reading and writing; applying language

skills in the context of intercultural communication

412-103G8 el lydia 2((2)-0-4)
Happy Chinese
Y ) a v o a & . o ' a
MIHNAINHLATUMTVIUAIONHIIU UASMTTUNUINUTIUFAIUINEEN TN WA 01U LAz
avg ldumsaSuadanganssunmmzanlumsdemssznineiamsisy
Practice of writing Chinese characters; practice of communication in daily life through listening,

speaking, reading, and writing; appropriate behavior in intercultural communication

413-104G8 MMM TeY 2((2)-0-4)
Malay Language to ASEAN
MIAINEEMINe wa 01 @ﬂumymmgiuisﬁuﬁ,ugm MIBIMOONTL MIALAAA N3
Wousnusgil fntiazdaunywagilFludialszsiu madeuddiauas Sausssuuag

Basic listening, speaking, reading and writing skills in Malay; Rumi pronunciation, spelling, and
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script; vocabulary and expressions for daily life topics; Malay social and cultural learning

415-105G8 naalnzlysznlzsy 2((2)-0-4)

Nihongo Pera Pera
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Basic listening, speaking, reading and writing skills in Japanese; Japanese social and cultural learning

416-106G8 ouugasaurly Malszggnina 2((2)-0-4)

Annyeonghaseyyo - Hello Korea
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Practice of listening, speaking, reading, and writing skills; practice of pronunciation; writing simple

sentences; daily life conversations in Korean; Korean social and cultural learning for communication

417-107G8 dengunIenuIn 2((2)-0-4)
English Plus+
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Effective use of English skills in communication; vocabulary and grammar in listening, speaking,

reading, and writing in context

418-108G8 vays a1 WSeed 2((2)-0-4)

Bonjour la France

P
A v 9 [ [

& 3 o a4 a ° N Yo ¥
ﬂﬁﬁﬂﬁﬁﬂTH'lPjiﬁLﬁﬁigﬂﬂwui'lusluﬁﬂsllﬂﬂlﬂﬂﬂﬂﬂ“h”mﬂi3%'] U uamwugmuﬁﬁmawﬁ%

MIATUAE

Communication in basic French on daily life topics and learning the culture of French speakers

419-109G8 famy mn 2((2)-0-4)
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Communication in basic German on daily life topics and learning the culture of German speakers
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117-111G8 MIsNaNPEzM¥ IngszauavInenay 2((2)-0-4)

Development of Thai Language Skills for University Student
msWanaussanmnansuitensdedisluinue 4 10 18ud nvenisila-gedied
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A UsUMFTass Y

Enhancement of language proficiency across the four communication skills: critical and aesthetic listening
and viewing, speaking in public, reading for comprehension, conclusion, translation, interpretation and

explanation, and writing compositions; Thai language usage with integration of knowledge of culture

117-112G8 Yaen Taen 2((2)-0-4)
Hayya Hayya
msauinBzRa 4§ Ao nasila MIWA N9 wazmsdeunimemsuiemsdeatsly
Faasz$1iu msomeonidean vy msiseuddenuaz IausITNe MU
Practice of listening, speaking, reading, and writing skills in Arabic for everyday communication; practice

of Arabic pronunciation; Arab social and cultural learning
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1a9NdU
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117-113G8 s Suvususe 2((2)-0-4)
Living Life from the Inside Out
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Taking care of physical and mental well-being; value of life and humanity; self-awareness and
understanding others; cultivating a positive mindset; building social resilience; creating alignment
between one’ s inner self and actions, and interactions in the external world; embracing cultural
diversity, coexisting on the basis of ethics; cultural competency; conflict management and non-

violence for social coexistence

117-114G8 gUAMIZMELAZIN 2((2)-0-4)
Healthy Body and Mind
qUN1IZOIATIN umﬁmxamqyaﬁugm Msvsziiiuguaizmenazin ANUAIBAIAZNT
famsauaion miguaialeaues Msuimsiamsetsual YUIAINEUTILIANELMINAN
NI ILNUGUAGUN INNIBUAZ DA TN UNVD RIS o

Core concepts and theories of holistic health; physical and mental health assessment; stress

management; psychological self-care; emotional management; positive psychological capital
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development; holistic self-care planning in personal contexts

117-115G8 ¥Iana 2((2)-0-4)
Happy Life
9 o = a 4 o [ S Y 1
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anuuananatnrat Msliud lumsldiialudnuitinnurainvate

Understanding emotions and stress; analyzing emotional states with effective management; physical,

mental, and social integrity; mindfulness and consciousness; planning and self-management for a

happy life; happiness in life; self-awareness; social literacy; understanding and respecting diversity;

adaptation to social diversity

117-116G8 ﬁiiumﬁﬁﬁmﬁamiﬁmmqﬂmnz 2((2)-0-4)
Natural Therapy for Improving Well-being
ﬂ'liH?Wii]ﬂWiiJﬂILm%ﬂ’ﬂil!ﬂ%ﬂﬂ ﬂ"li%mi?gﬁﬁﬂWWEJ"Iill‘EIILLﬁgﬁlﬂﬂTS’EJ153Jiuﬂl@al}ﬂih<]l,ﬁ1ﬂ$ﬁﬂ n13
Idnuazdimesssumaieduaduguamuazsnelsa maguasumenazialamuunuama
s3sumANn MId139FInesaugatusITuNALasduaden
Understanding emotions and stress; analyzing emotional states with effective management; applying
natural principles and approaches to enhance well-being and healing; caring for body and mind
through natural therapy; living in balance with nature and the environment

117-117G8 ANUFNRUSIZHNITIATUANNME 2((2)-0-4)
Relationship between Life and Death
ANNFURUTIzHINTFIaf AU ANud IRy ueImImTsudanieaialinanin msdls
ﬂmﬁmazmmwuwuﬁﬁ% ﬂ?illiﬁ’ ﬂ’ﬂillﬂdiﬂﬂuﬁ%ﬂ"ﬁ%ﬂﬂ?iﬂ'ﬂumﬂ%ﬂﬂ NITINUNUNTTALUD
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Relationship between life and death; importance of preparing for a good death; value and meaning of
life; emotions; stress and its management; planning for taking care of one’s physical and mental

health

125-131G8 nuﬁfmuﬁﬁua’énaﬁﬁ 2((2)-0-4)
Creative Cultural Capital
ANUHNVDINUIAUTTTU LUIRANUIAIUTTTH DU TaTTTNveedilsznouns madsygnd 14
maTuTaiunuSamsssu yuiansssusunnudby
Meaning of cultural capital; cultural capital concepts; cultural capital for entrepreneurs; applying

technology to cultural capital; cultural capital for sustainability
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125-162G8 NADNIINATNATIA 2((2)-0-4)

Creative Craft
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Thinking and using basic skills for creating local handicrafts; producing creative works from basic

wisdom that leads to sustainable local wisdom

125-163G8 winassigiityan 2((2)-0-4)
Miracle of Wisdom
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Meaning, characteristics, and types of wisdom; principles and concepts of wisdom; awareness of the
value of local wisdom; application of local wisdom in daily life

A [ % § o A
196-161G8 msﬁ]uwammmm‘lgmuiannumswmmﬁﬂ’wu 2((2)-0-4)
Glocal Citizen and SDGs Awareness
o Y o A oA aa 5 ' A A o Ao oA 3|
ﬂ'lﬁ(ﬂi%ﬁuﬂgﬂﬂﬂ'ﬁWﬁHlﬂ‘ﬂﬂﬁﬂuiull@l‘ﬂ?ﬂﬁﬁﬂll ANIINNDINONMITWAUINGITU AU
A o Y P~ o
WE’IL@J@QIﬁﬂ Lm$ﬂ'liﬁHgﬂ’ﬂﬂTﬁLﬂaEJuLL‘]Jﬁ’I\‘IﬂNﬁQﬂiJ"UfNI’dﬂ
SDGs awareness in social context; collaboration for sustainable development; global citizenship and

awareness of global social changes

437-161G8 AihumseinanfuanasuRareuaadIny 2((2)-0-4)
Leadership for Future and Social Responsibility
HuaRANIT WAL 698 Wann1svediseuina unuinvesdanyanaludean
Uiz lae n3finaues msiitie msegswiusuduazauiuRaveuRodIan N3
%mﬁﬂumﬁmﬂé‘auﬂgwu Fausssuasdunaden
Concepts of sustainable development; principles of future leaders; the role of individuals in a

democratic society; self-awareness; discipline; peaceful coexistence and social responsibility;

voluntary community work; culture and the environment

418-172G8 azquglsy 2((2)-0-4)
Europe Discovery
o & = ) o o a " A v
ANuinugIuveanIdylsl Audiny Tausssu As¥gN Mo azdaIAdeN N3
nlasuntlasvesanmnadonm liiagdunadeumesssumavesnisyglsl

Introduction to Europe: society, culture, economy, politics, and environment; changes in Europe's
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overall environment and its natural surroundings

400-173G8 Tanfaeu aul$u 2((2)-0-4)
World Changing and Dynamic of Smart People
waRauasnanmsimeateatuiaTan mswamnauiuln mﬁﬂmsuuﬁ’ugmmsﬁmmﬁ
daBu maouSnimsnenssIsunAuazAaunadon

Concepts and principles of global ways of living; developing the next generation; sustainable

development management; natural resource and environmental conservation

747-121G8 JorMaa3uBamiay 2((2)-0-4)
Facts and Figures
v
msasmnutazmIszydymnnaaumsaihgiu msdudutazassiusudeya mitams
o 9 a <Y Y aa d’l Y o Y
NUUBYAD ﬂﬁ’.lLﬂﬁZ‘l’i"’llﬂiJ“ﬁﬂ?ﬂﬁﬂﬁm@Wlu miﬁgﬂwmmzmammuamm&a

Formulating questions and identifying issues from current situations; searching and gathering data;

managing data; analyzing data using basic statistics; summarizing findings and presenting data

746-132G8 ﬁué’ﬂﬁznaumiaau"laﬁ 2((2)-0-4)

Build an Online Entrepreneurship

uuIfnveIflszneUNS SRS URY (@A1SNew) n1500nuDU luMagINIRIoNAaNN1T
Business Model Canvas 1155 19UWUE5NIA8WANN5 Lean Canvas Msiudndum nmssarinind
dmsudisgnoums msmuamidmiudlszneuns msviedudiooulail msdmsgd
uamnuwuﬂmﬁaﬁmm‘giﬁfo

Entrepreneurial mindset; startups; Business Model Canvas; Lean Canvas; importing goods;
accounting for entrepreneurs; tax calculation for entrepreneurs; selling products online; analysis and

planning for business development

724-153G8 F33UIANTA 2((2)-0-4)
Natural Therapy
vanmssssunatinia dninia @eainia Teay ayulwsludialsedr iu naadasinnsssuna
Principles of natural therapy, forest therapy, sound therapy, yoga, herbs in daily life, and natural
products
871-131G8 M3damsgsnoadaaielva 2((2)-0-4)
Modern Digital Business Management
a a Y] a o [ Y] a g Aaa o 9
sduvugsfswazmsuImssanisgsnsaNelui mssansgsnediromalulagadna nisld
Aan o a Y a @ ] A =\ a A o
maluTagavia glununganssudus Inagaais vy msaaravude Tagealine unaavasy
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Business models and modern business management; digital technology-based business management;
AUNNLDIATI

; modern consumer behavior patterns; social media marketing; online business platforms and tools,
practice of creating a digital business model; customer relationship management; digital business

laws and regulations

870-142G8 ABUIMUAASIONGS 1Az Duyjaeuras 2((2)-0-4)
Content Creator and Influencer
a Jd A 4 a 4 a t4 @
AUNUIY LUIAAUVDIADUINUN ATIDIADT LS ﬂu%lgmuwm ﬂ1i?lﬂ51$ﬁﬁﬂ1uﬂ1§mﬂﬂﬂﬂu
A ' A o 1y 79 ¥ Naa o A ¥ ¢
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msdomseou lall ngrinenazs 555w lums 14imaTuTadata
Definition and concepts of content creators and influencers; analysis of current new media
communication trends; communicating with target groups; application of digital technology to

content creation; basic storytelling techniques; basic media production techniques through various

platforms; online media channels; laws and ethics in digital technology utilization

993-151G8 PMIVANMIANNAILA 2((2)-0-4)

Stress Management

wRauasnguianuatea Jasvaung mansznuvesnnuaisauazdymiguamiitiann
ANATEA MIUTTITUANATEA N15UTLTUNNBZNITTANITANIUATEA HUIAANITIANIS
ANWIATEA IMATANITHOUADIBANIATIA ITNITIANIIANWATIA HANFIAUINVNITIANT
Aanuazen MItlizgndlFismstanmannuaioaluaaumsaiang g

Concepts and theories of stress; factors related to stress; impact of stress and stress-related health
problems; stress screening; assessment of stress management skills; stress management concepts,
stress relief techniques; stress management strategies; religion and stress management; application of

stress management in various situations

269-121G8 3fa Jmg 2((2)-0-4)
Values of the Wise and Deliberation
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TymiiRannransznuvesinnmaniuazimalulas

Advancement in science and technology; impact of science and technology on the way of life,

economy, society and environment; higher-order thinking techniques; scientific thinking processes;

guidelines for preventing and solving problems arising from the impact of science and technology
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437-150G8 ANNIN 2((2)-0-4)
Love
a = d' 01 [ 1 a Y 1 a d' =
HUINA NEBA LIBININITN mmsﬂugﬂuuumm Wf]ﬁﬂiill@nu'iNﬂ?ﬂlLﬁZﬂﬁi%ﬂuﬁﬂﬂi‘)@ﬂﬂ\‘]
= @ T a @ o < a @ @
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Concepts and theories of love; types of love; physical and mental behaviors that express friendly love; faith
and love; issues of disappointment and violence related to human feelings; identity formation; adjusting

identities to evolving contexts
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1) QIITINUGIHION
a % ) d
870-102 31ﬂu!ﬂﬂ!!ﬁ$ﬂﬂyzﬂ1iu1!ﬁu@ﬂd]ﬁﬁ%]ﬂﬁiiﬂ 3((3)-0-6)
Speech Communication and Creative Presentation Skills
o o o J
Hann1s ANUAINY ’é]\iﬂﬂixﬂ@ULlaZﬂiZLﬂﬂﬂl’t‘)QﬂWﬁW‘.ﬂ ﬂ?ilﬂdﬁﬂﬂﬂ1iwvﬂ ‘ﬂﬂ
a ua J J { J y I a
Ugianmswaluguuoais q laun msyalufidseagn msyaansos mailuisng ms
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Y I YA = o ' & A
AINWAIIN ﬂ?ii%ﬁﬂllﬁ%!ﬂﬂiuiﬁﬂﬂigﬂﬂﬂﬂ1iu1lﬁuﬂﬂﬂ']\1l1’ill1$ﬁll INONITEDAT
1 = a a
pg19l1szansna
Principles; importance; components and types of speaking; preparation for
speaking; practice in various forms of speaking, including public speaking, storytelling,
being a master of ceremonies ( MC) , hosting, interviewing, discussing, and debating;
presentation skills using creative methods; appropriate use of media and technology to
support presentations to achieve effective communication
I
HISEUENNTD
1. a%m&mmﬁﬁmuazﬂizmmmmswﬂ"lﬁmhdgﬂﬁ'm (PLO2)
I
2. ']NLLNuﬂﬁWUﬂllﬁgﬂﬁﬁlﬁuﬂlﬁﬂ?ﬂﬂﬂwuimJ“]JLlEWﬁ%}Nﬁii?{ (PLO2)
3. Amlfiiamsyalugduuueis q 18 (PLO2)
s}di = o A A a a A
4. lg@ouazmalulaglsznounmstinauamomuilszanimmlunisdoans
(PLO2)
Students are able to
1. explain the importance and types of speaking (PLO2)
2. plan for speaking and content presentations (PLO2)
3. practice various forms of speaking (PLO2)
4. utilize media and technology to enhance the effectiveness of communication

during presentations (PLO2)
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870-103 msldmgranazasInaeUTemiandsImInsaemsndia 3((3)-0-6)

Reasoning and Evidence in Digital Communication
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Principles of inductive and deductive reasoning; components of reasoning;
processes of analytical thinking and critical thinking; forms of reasoning and fallacy in
communication; ethics in reasoning; approaches to empirical fact-finding and fact-checking
in media; journalistic methods in collecting, examining, verifying and analyzing of
information; information and media literacies
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(MLO3)

Students are able to

1. explain the principles, components, forms, and fallacies of argumentation (PLO3)

2. identify empirical evidence by examining, verifying, and analyzing data or
information in journalistic work and communication (PLO3)

3. utilize information technology to evaluate and examine the accuracy of data and
information in communication (PLO4)

4. evaluate, analyze and criticize arguments in various forms of journalistic and
communication work, by taking into account communication ethics and codes of conduct

(MLO3)

870-104 MIgaMweM a3 3((1)-4-4)
Photography for Communication
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Principles of photography for communication; visual composition, lighting, color,
and perspective based on principles; emotional and message expression through
photographs in various contexts such as journalism, corporate communication, and creative
media; analysis, critique, and evaluation of visual communication; ethics in photographic
practices
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1. efwenanmamennazesnisznoudaiiiemsdods 14 (PLOY)
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2. ’ﬁiNi‘TiiﬂﬂTWﬂ18ﬂﬂ1ﬂﬂ@ﬂﬂ?inmuﬂ§iﬁﬁqﬂ (MLO2)

3. idenlFums & uazyundeuiiodaosdsznounmlimuauduingisyaad
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4. Awnnzdiazinssinammadeasvesmwaieluniunais q 18 (MLO2)
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Students are able to

1. explain the principles of photography and visual composition for
communication (PLO1)

2. create photographs that convey emotions and messages (MLO2)

3. select lighting, color, and camera angles to compose images aligned with
communication objectives (MLO2)

4. analyze and critique the communicative value of photographs in various
contexts (MLO2)

5. demonstrate a positive attitude and ethical practice in the use of photography for

communication (PLO5)

870-200 nguiMsdeasINaY 3((3)-0-6)
Contemporary Communication Theory
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Concepts; paradigms; and development of contemporary communication
theories; social, political, cultural, and technological contexts; shaping of theoretical
formations; schools of thought in contemporary communication studies; critical
theory; political economy within the media ecology framework; conceptual debates;
limitations of existing theories; the application in analyzing contemporary

communication phenomena
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2. flszfiutlaym tazesnedermevenguinismsdemsld (PLO2)

3. iueneenmelddeiifauazdoiimevesmguinsdeas 1ded
Mz ay (PLO2)

Students are able to

1. explain the concepts, principles, and theories of contemporary
communication (PLO2)

2. identify issues and explain the challenges of communication theories (PLO2)

3. propose appropriate solutions within the limitations and challenges of

communication theories (PLO2)

870-201 tayaniszavgludenazmsaemsmsania 3((3)-0-6)
Al in Media and Marketing Communication
4
wugveana Tulabdyanszavg malszgnd 19 AL lunuduiimaenans
a 0w v o a1 & o "y
mﬂTuTaﬂ Ald s umsas wazlsvuaailon ﬂ1§ﬂ1ﬁu¥ﬂﬂqmﬂ1ﬂiﬂﬂ Hagn13
INTILHNNANTIURLS 1nA 1¥AUeAIAYITUUMIARIATA TUITA HANTENDVBS
a ' 4 Aan o 3 a

Tagmnlszaviaegammnsiudenazmiaaiaaina Uszduadmaiosssulums 1y
Payanilszang lunudimeenaas

Fundamentals of artificial intelligence (AI) technology; applications of Al in
communication-related fields; Al technologies for generating and tailoring digital
content, audience targeting, and consumer behavior analysis; chatbots and automated
marketing systems; impacts of artificial intelligence on the media and digital
marketing industries; ethical considerations in the use of Al in communication arts
profession
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3. UsziiumansznuneasesssunazdeauaInms e AL luaiimea

J

faas (PLOS)

Students are able to

1. explain the fundamentals of Al technologies and its applications in media
and marketing (PLO1)

2. utilize Al tools for content creation, content optimization, audience
targeting, and consumer behavior analysis (PLO4)

3. evaluate the ethical and social impacts of using Al in communication
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studies (PLOS5)

870-202 maasesaiuassaludenazmsaeasmInea 3((3)-0-6)

Creative Storytelling in Media and Marketing Communication

NANNMITHAZNGBHNITEUTOL HUINIINITHAUINIGITOE 19619
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Principles and theories of storytelling; approaches to creative narrative
development; application of storytelling principles across various media platforms;
strategic role of storytelling in marketing communication and branding; analysis of
narrative structure, character development, and emotional engagement; narrative
development for brands and organizations; techniques for cross-media storytelling
and digital storytelling; integration of visual, audio, and interactive elements to
enhance communication effectiveness and audience experiences; ethical
considerations in storytelling; practical exercises in creative storytelling for media
and marketing communication
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4. ﬁmuuﬁ?awndu’%muunﬁammwwﬁuwmumﬁﬂizﬂaumw LE'EN
wazmsUfduiutineaunsidaswiungudhnme (PLOS)

Students are able to

1. explain the key principles, theories, and techniques of storytelling for
media and marketing (PLO2)

2. analyze narrative structure, character development, and strategies for
building emotional engagement across diverse media platforms (PLO 2)

3. design creative storytelling for marketing communication and brand
building (PLO 2)

4. develop multimedia storytelling content that integrates visual, audio, and
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interactive elements to engage target audiences (PLO 5)

870-203 mudanqudmSulimamans 3((3)-0-6)
English for Communication Arts
fanfuazdruauilflurmsimamand MINAUINNBENIBIDING Y
TudnFnilmemans maiuavedmiuuTunnaInmsnazindw as
Uszgna lda1mssnguluaoiumsaisiassmaiinuduilmamans 134
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Vocabulary and expressions in the field of communication arts; development of
English skills for communication arts professions; presentations in academic and
professional contexts; application of English in communication arts-related work situations;
use of English in digital content creation and marketing communication; enhancement of
English fluency for communication
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mynaa ldeduringaunuaIunsal (PLO4)

Students are able to

1. use English terminology and expressions related to the field of
communication (PLO4)

2. present information and ideas for academic and professional
communication contexts in English (PLO4)

3. utilize English in creating digital content and marketing communication

appropriately for different situations (PLO4)

o_w d
870-204 3UHITMUATMINNVGUAINTNHINAMANS 3((3)-0-6)
Ethics and Regulations in Communication Arts Profession
MNANITUTIIN 955010550 HaznguuIeluIndwnmisdoaisga v
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Ethical principles, code of conduct, and laws in modern communication

professions; impacts of digital transformation, Artificial Intelligence (AI), and social

media on ethical decision-making; freedom of expression on digital and traditional
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platforms; case studies in ethical and relevant laws

HisouaIo
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doarslugalmild (PLOS)
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TFvalifonemsnaaulamensosssulusis unvesmsdeans (PLOS)
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(PLO5)

Students are able to

1. explain the principles of ethics, professional codes of conduct, and laws
related to the communication profession in the modern era (PLOS5)

2. analyze the impact of digital transformation, Al, and social media on
ethical decision-making in the context of communication (PLO5)

3. evaluate issues related to freedom of expression on digital platforms and

traditional media, with reference to ethical and legal case studies (PLOS5)

870-300 INSBUARDD 1% 2((0)-4-2)
Preparation for Cooperative Education I * adniy
HUIAA HANMT LazANUEIRYVOIAHNIANEN wannAETazTUABLMS  MiIEAR
UfiRanRdne insiisuiiudemsufiRanfadnm 1dun maFeuvarune
A17n5U N3N euszIAge (Resume) MITUN AT MINAUIYATNNIN
fngmsdemssendnyana 13esssunaziislumsiionu meud iy
Headulufivhan uazmswzeunnundoudialonaz iy 3nam ol
aunsalSudmazdfinauldluanmilsenouns
Concepts, principles and importance of cooperative education; criteria and
procedures of cooperative education; essential skills for cooperative education
practice, including writing a job application letter, preparing a resume, job
interviewing, personality development, interpersonal communication skills, work
ethics and discipline, basic problem-solving in the workplace, and preparation in
terms of mindset and professional skills to adapt and perform in a real work
environment
A oua 30
1. euenanms anudin waznszuiunmsvesannaane ldedi
gnAad (PLOG)
2. FARTEUENAITANATIIU 15U 1/52IA00 (Resume) azaanNIgaing
m'ld (PLO6)
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gazmymaneiuinluusuninawld (PLo4)
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4, WGMH']“VIﬂB&’ﬂ']iLLﬂll"UﬂiUU‘H'IHJ@Q@]L! I,Lﬁgﬂ'liﬂi’]Jﬂ’J
Tuanwnadeunsshauld (PLOS)

Students are able to

1. explain the principles, importance, and processes of cooperative education
correctly (PLO6)

2. prepare job application documents, such as a resume and cover letter
(PLO6)

3. analyze and apply interpersonal communication skills and teamwork in a
professional context (PLO4)

4. develop basic problem-solving and adaptability skills in the workplace
environment (PLO6)

v Ay a d
870-301 HANYMIUNAMANAT 3((3)-0-6)

Principle of Communication Arts Research

LUIAA HANNITUAZNIZUIUMSITEMUMTTOET NITIVOTILTUL 159
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Concept, principle, and process of research in communication field;
qualitative, quantitative and mixed-method research approaches; research questions
formulation and research studies design; research methodologies; research
instruments; ethics, technology and digital tools for research
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3. adunseaiion1335e uaz1dimaTuTain 1§ lunszurunmsise 14
(PLO3)

Students are able to

1. explain the concepts, principle, process, and types of research used in the
field of communication (PLO3)

2. formulate research questions within the scope of communication, select
appropriate research approaches and methodologies by considering ethical research
frameworks (PLO3)

3. develop research instruments and apply technology and digital tools in
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the research process (PLO3)

870-302 vgﬂﬁmé’mﬁnyn‘fmauﬂﬁlﬁ msﬁamimﬁwuﬁﬁu HazMsaoms 6((3)-6-9)
iNodURAMN
Module : Deep South Identity, Multicultural and Peace Communication
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Background; socio-economic structure, political, cultural and ethnic
identities of Deep South provinces; dynamics of conflict in the Deep South Thailand,
conceptual framework of violence, conflict, principle of conflict analysis; concepts
and theories of peace and non-violence; roles of civil society to support peace and
peace constituencies; empowerment; conflict transformation and peace building;
peace dialogue; roles and significance of communication in multi-tracks peace
building and conflict resolution; principle, practices and ethics of journalism in
conflict related situations; intercultural communication; inclusive communication;
social cohesion; marginalized groups; independent and case studies

HisouaII0

1. odunsuuiia sadnuaimeTausIn NIMINAAsTUANIN Lazms
Fodssznafansssnld (PLO2)

2. 1nsesiiolunisdinsizdaudaududisuinioaile
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3. dnauenesnnnanuiaudilaslfiniesilodrunisdoars g
(PLO4)

Students are able to

1. explain the concepts of cultural identity, peace journalism, and intercultural
communication (PLO2)
2. utilize conflict analysis tools in conjunction with communication tools

(PLO5)
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3. propose solutions to conflict using communication tools (PLO4)

da ¢ 4 ¢
870-303 msadmusuABInagnsuaz MITemsUUIUA 3((3)-0-6)
Strategic Branding and Brand Communication
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Principles, concepts, and significance of branding and brand communication;
analyzing market situation to develop a strategic brand; brand elements, personality,
and identity; brand touchpoints and storytelling; brand communication tools;
designing brand communication; planning process for brand communication
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Students are able to

1. explain the principles, concepts, and significance of branding and brand
communication (PLO 4)

2. analyze the market situation to develop a strategic brand (PLO 4)

3. identify and explain brand elements, brand personality, and brand identity
(PLO 4)

4. analyze and evaluate brand touchpoints that influence consumer
experience (PLO 4)

5. create compelling brand storytelling that resonates with the target
audience (PLO 4)

6. select and apply appropriate brand communication tools and channels in
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alignment with brand strategy (PLO 4)
7. develop an integrated brand communication plan based on systematic
analysis and design process (PLO 4)
870-304 mseitemsdemsasita 3((3)-0-6)
Writing for Digital Communication
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Principles and techniques of digital content writing for informative, news, and

marketing communication purposes; writing clear, accurate, and credible
informational content; persuasive and engaging writing for sales promotion and
branding; content creation tailored to various digital platforms; selection of language,
tone, and writing strategies aligned with communication objectives; message
customization for targeted audiences; creative writing techniques to enhance
audience engagement and effectively achieve communication goals
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Students are able to

1. write an accurate, clear and credible digital content in an informative and
news-based (PLO2)

2. write a compelling marketing content tailored to digital platforms and
defined target audiences (PLO2)

3. utilize creative writing techniques and appropriate language strategies to

enhance audience engagement and effectively achieve communication goals (PLO2)
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870-305 UfuamsIdemaetimamans 3((3)-0-6)
Practice of Communication Arts Research
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Communication research planning; research practices; data collection;
quantitative and qualitative data analysis; research result discussion; writing research
report and research article; research presentation

A ouaI0
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(PLO4)

Students are able to

1. plan and conduct a complete communication research process (PLO3)

2 .analyze and synthesize research data, and present credible research
findings and discussion that contribute to the body of knowledge in communication

(PLO3)

3. write research reports and research articles for public presentation (PLO4)

870-400 I3ENARDD 2% 2((0)-4-2)
Preparation for Cooperative Education 11 * ‘lgini
mawsenanundenlumsfidannadnmduiimaemans Aadunms  viiena
ﬁmm’auﬁuﬁﬁ'uiuanwwumﬁ'ﬂuﬁﬁmmwmﬂwmﬂ ITOIVIIUNIIFITN
HuINNsIA Az aue 159911 159 1euRan1sUuaau utagnis
Usziiiumansiinau
Preparation for cooperative education in communication arts; training to
work collaboratively with others in diverse environments; professional ethics;
guidelines for developing and presenting project proposals; reporting on work
performance and evaluating work outcomes
A oua 30
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Students are able to
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1. explain the steps, processes, and expectations of cooperative education
correctly (PLO6)

2. analyze and identify the solution to solve problems that may arise in the
workplace (PLO4)

3. present a project and write a cooperative education report accurately

(PLO6)
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Seminar on Issues in Communication Arts
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Contemporary issues in the field of communication, both in terms of theory
and practical application; discussion, critique, and presentation of significant
communication topics from various perspectives; case study analysis; and organizing
public seminars
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5.

ApdIAY (PLOS)

Students are able to

1. discuss the key concepts, theories, and contemporary issues in
communication arts (PLO1)

2. evaluate and critique communication concepts or case studies from
multiple perspectives in a systematic manner (PLO2)

3. utilize data and communication tools to present analytical viewpoints on
contemporary issues in the field of communication (PLO3)

4. monitor and adapt to contemporary issues for continuous learning
(PLO4)

5. organize discussions or seminars on contemporary communication issues
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to engage the public with ethical awareness and social responsibility (PLOS5)

870-402 annafni 6((0)-36-0)
Cooperative Education
msUfuanudiuidmamansluaaiulsznounisase neld
o 7 A =2 a K ~ dy
ﬂ1§@‘LLﬁlLﬂ%lLu%quﬂ'lﬂf]1%1§ﬂ1ﬂﬂiﬂ‘1&ﬂﬁﬁ NIANH uazwmﬂﬂu
anuszaeums mIsassenuaniIfnel tazmiuauenad i ves
Tassnuannfdny,

Practice in communication arts within a real workplace, under the
supervision and guidance of a cooperative education advisor and an industry mentor;
preparation of a cooperative education report; and presentation of the outcomes of
the cooperative education projects

Yy
HITIUTINIGTD
@ @ =) Yy v [ i Y o
1. W@JJ‘L!Tﬂﬂ‘lslZﬂ?i!iﬂugﬂ?ﬂﬁu!ﬁ)ﬂ!LﬁZﬂ?iﬂi‘U@]?i‘ﬂ‘VI“IJ
aeanudsumilasluaniulsznouns (PLO4)

2. dfanuainesseussuInynuazinusuHaye uAe dea Y

(PLO5)
Y Y 4 a 4 a wa a

3. Glﬁlfmmgua:vmyzmqumﬁﬂmmiuﬂﬁﬂgummﬁwumsq

thvine (PLOG)
oA A A aa o 14

4. ammuuamuuuﬂizmumﬁwmaﬂﬂwa"lﬂcluﬁmuﬂizﬂﬂnmi
(MLO1)

A ° A ' 1 Y 9 s

5. Wﬂmmgu'l!,ﬁu@ﬁ@W1u“HEN1/IN§]N“]hlﬂ@EJNﬁiNﬁﬁiﬂLlﬁ%!fﬂiﬂ%ﬁiJ
funguithwane (MLO2)

@ a Y A Y A
6. i]ﬂﬂ"li!mg'Jmi'lz“l'f"ll'E]HaLWﬂel%GLUﬂ'liﬁﬂﬁ"lﬁﬂ'ﬁﬁaTﬂ (MLO3)
J A = Y o 9

1. QW\HLW‘Hﬂ'ﬂq’ﬂﬁﬂ'liﬁ’ﬂﬁ1§ﬂ1§ﬁ’c’ﬂﬂ’ﬂﬁ'ﬂﬂﬂﬁENﬂ‘]JH_h‘Vi3J18J
"U’l’)\ﬂﬂi\iﬂuﬁﬁﬁ%ﬁﬂkﬂ (MLO4)

Students are able to

1. develop self-directed learning skills and adapt to changes in the
workplace (PLO4)

2. perform duties in accordance with professional ethics and social
responsibility (PLO5)

3. utilize communication arts knowledge and skills to successfully complete
assigned tasks in the workplace (PLO6)

4. Plan and implement digital media production processes in a professional
setting (MLO1)

5. produce and present media creatively across various channels appropriate
to target audiences (MLO2)

6. manage and analyze data to support marketing communication in the
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cooperative education project (MLO3)
7. plan marketing communication strategies aligned with the objectives of

the cooperative education project (MLO4)

2) NgRIF N

a Y dd’ aa o
2.1) I eNMIAINaIIATOAING
2.1.1) I UNVIAY

870-110 msadeassnialenazmsilszynalitaanisyavg 3((1)-4-4)

Video Creation and AI Application

ﬂizuaumiwﬁﬁﬁmaﬁyugm Taun P15IURUNITHAR (MATlA
mamet masade msdenldeunsal mslfinTesdeaislniieaiuads
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TR nlizﬁyj”luﬂszuaumiwﬁwﬁﬁia‘luﬂﬁﬁ%ﬁuﬁawﬁma
Tugdnuuae 9 msAnl§iidnisnanialeaan Al lﬁﬂﬁ%ﬁﬁiﬁﬁlﬁlﬂﬁﬁﬂ!mﬂ
a3 9 MuIasanmsianis lumsnanialo

Basic video production process including production planning, shooting
techniques, editing, equipment selection; utilization of modern tools to enhance
video production efficiency, principles and application of Artificial Intelligence (AI)
technology in video production; creation of various video content formats; hands-on
practice in Al-based video production; creative content development through video
production projects

A oueuIn

1. a%mani:mumsuaxmﬂﬁﬂﬁuﬁmﬂlumiwﬁﬁ?ma (PLO1)

2. WasesiionazmaTulasTyynlssdvuazanuiaaduassdlums
WanIf 1o (PLO4)

3. aduassdienialeplunuie 4 dromalszandlfinalulad
tyailseavs (PLOS)

4. Mweunazduinlasaniswaniale Tagysauinisnis e
Pyailszaug (MLO1)

Students are able to:

1. explain the processes and fundamental techniques in video production
(PLO1)

2. utilize tools and Artificial Intelligence technologies and creativity in
video production (PLO4)

3. creatively produce various forms of video content by applying Artificial
Intelligence technologies (PLOS5)

4. plan and implement video production projects, integrating Artificial

Intelligence applications (MLO1)

nangastimaransUndin vangasuuuse we. 2569 wih 41/75



© =——
Adan1sfAinu uKISnendeavvaluasuns Snewvadaand %U e ek

wedndoassaunguni

Usto1UnsAnun 2569 -

%

870-210 mseenuuunNndmSuaeddia 3((1)-4-4)
Graphic Design for Digital Media
o & o ¢ a4 A Y v o
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AINATIN
Fundamental principles and visual composition in graphic design; selection
of colors and typography in design; techniques for creating graphics for various
forms of digital media; use of graphic design software and tools; exploration of
emerging trends and technologies in graphic design; and hands-on graphic design
projects for digital media with a creative approach
HisouaIo
a [ dy s A Ao o
1. @ﬁUWﬂﬁﬁﬂﬂ1iwu§1uuﬁ$ﬂﬂﬂﬂ§$ﬂﬂﬂﬁﬂﬂﬂﬁ1 miuﬂ?ﬁ@@ﬂuﬂﬂ
af o v A aa o
Aandndmsuaeadia (PLO1)
) a A A aa o a o o
2.1%KﬂﬂuﬂuﬁgmiﬂﬂﬂﬂﬂﬂﬂQIUﬂWSBGﬂuUUﬂi1Wﬂﬁ1ﬂﬁﬂ
Foadiialdednaadaassn (PLO4)
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3. ﬁTNﬁiﬁﬂﬂTuﬂﬂﬂHUUﬂi1wﬂﬂﬁﬂUﬁu@ﬁﬂﬂuuﬂiuwuﬂmﬂﬂiuiaﬂ
Tmilumsoenuuudeadia (PLOS)
4. NuEazdiuIassmsoenuuunInd S UFeAINa 18 (MLO2)
Students are able to:
1. explain fundamental principles and key visual composition elements in
graphic design for digital media (PLO1)
2. utilize techniques and digital tools to creatively design graphics for
digital media (PLO4)
3. create graphic design works that respond to emerging trends and new
technologies in digital media design (PLOS5)
4. plan and implement graphic design projects for digital media (MLO2)
870-211 mIadeassAneumMuAAdIa 3((1)-4-4)
Digital Content Creation
uuIAALazATZUIUMTAT A UINUAATRA M Insizinquiihmine
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Concepts and processes of digital content creation; analysis of target audiences
and online consumer behavior; storytelling principles and content design for digital
platforms; use of images, graphics, and video content production; strategies for
content marketing and promotion; application of Artificial Intelligence and digital
tools in content creation; management of copyright and ethical considerations in
digital content; and hands-on digital content creation projects

Yy

ALITIUTINIGTD

a a 9 Jan o q' o

1. i’)‘ﬁ‘]J1EJLL‘NTJﬂﬂLLa$ﬂ53‘]J’JL!ﬂTiﬁi?ﬂﬂﬂulﬂuﬁﬂﬁ]ﬂﬁﬂ@ﬂﬂiﬂﬂEJ
aguithwine (PLO1)
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[ 1 J aa o
uaazunaaosuAINg (PLO5)

3. MmaTuladdyylszAufuaziniosiioadiamonisaiig

4
ADUINUA (PLOS)
o a Y Jaa o o =R ==K

4, ﬂiﬁllwullﬁgﬂiluuIﬂﬁQﬂ']iﬁﬁ'l\?ﬂ’é]uLﬂu@]ﬂﬂﬂaiﬂﬂﬂ'luﬂﬂﬂ
MIVINIAVANTUALITETITY (MLO2)

Students are able to:

1. explain the concepts and processes of digital content creation that address
target audiences (PLO1)

2. design and produce creative digital content appropriate for various digital
platforms (PLOS5)

3. utilize Artificial Intelligence and digital tools to enhance the efficiency of
content creation (PLOS5)

4. plan and implement digital content creation projects with consideration of
copyright management and ethical practices (MLO2)

870-212 mswandeasnaneilyanilszing 3((1)-4-4)

Digital Media Production with Artificial Intelligence
vannisuaznisdsvgnaldmaluladdyy1dsedugd (AD
TunszuIUMIHaAToAI M3 lHaTellanazunaaresy Al lumsadiaasss
dy ag 9 a a 9 Y
e lugdununin 3aTe Yendu nazniiln nsasigidoyagyunas
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nguillmuiedie AL @ UAYUNITINUHULASHAUIAD LU THNIaY
malulad Al nfidwlasunlasgaaivnisude n1sN15U1950555UUAZ VD
aguINeNneItosiuns 1y Al lunmseande nisAndfidruInsinsnando
ATNaAIY Al
Principles and applications of Artificial Intelligence (AlI) in digital media
production; use of Al tools and platforms to create visual, video, textual, and graphic

content; analysis of audience and target group data using Al to support media

planning and development; emerging trends and Al technologies transforming the
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media industry; considerations of ethics and legal aspects in Al-based media
production; and practical project-based production of digital media using Al

AisouauIo

1. esvienanmsuazmsidmaluladdyyidszavglunisnan
A aao
aaaana (PLO1)
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2. iaSesiiouazunanvoiy Aliioarailiov1d0aina
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a 7’y v 1Y & v q o a 4

3. Aanghdeyagsuuaznguihvineiolsulelunmsnwnunande
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4. ﬂi%LNUL!ﬁzﬂ{]U@Hﬂ1M"U@ﬂ§]ﬂNTﬂ!LﬁZﬁ]ﬁﬂ“ﬁiiiJ‘VlLﬂEl'J"Uﬂﬁﬂ‘U
M3 1% Al lumswandoadsia (MLO2)

Students are able to:

1. explain the principles and applications of Artificial Intelligence
technologies in digital media production (PLO1)

2. utilize Al tools and platforms to produce various forms of digital media
content (PLO1)

3. analyze audience and target group data to inform digital media
production planning (PLOS)

4. evaluate and comply with legal and ethical considerations in Al-based

digital media production (MLO2)

870-213 msaHangldmunnanilesuadia 3((1)-4-4)

Monetization on Digital Platforms
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Processes and strategies for generating income from digital platforms;
analysis of digital business models and revenue streams; audience analysis and
content planning; personal branding development; application of digital tools and
artificial intelligence to support monetization; management of copyright, ethical, and
legal considerations; building sustainability in digital content careers; case studies;
and practical projects to develop professional and business opportunities
HisouaIs0
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1. @ﬁ‘]J'lfJﬂﬁgl]Jﬂuﬂ'lﬁLlaxﬂafal‘Vl‘ﬁGluﬂ'liﬁﬁ'l\ﬁ?ﬂulﬂ%WﬂLlWﬁWV\l'ﬂiNﬂﬁ] q

(MLO2)
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Students are able to:

1. explain processes and strategies for generating income from digital
platforms (MLO2)

2. analyze digital business models, revenue streams, and plan content to
generate income (MLO2)

3. utilize digital tools and Artificial Intelligence tools to enhance
monetization efficiency (MLO2)

4. evaluate and manage copyright, ethical, and legal issues

in digital content monetization (MLO2)
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870-214 mydnsriaenaznguihninglugaadia 3((1)-4-4)
Digital Media and Target Audience Analysis
a Y a A aa o a = a o 1 Y
NHYANIIY @Uiiﬂﬂﬁﬂ fAINa lLu’)ﬂﬂLLﬁgﬂf]‘HQﬂ?i'JLﬂﬁ"ISWﬂqulﬂ"lWiJ"lﬂ
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a J 4
doygrdsecanyg (AD 013 14in504iio Google Analytics, Meta Business Suite,
4 a d aa a d a 4 1 U
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Digital media consumer behavior; concepts and theories of target audience
analysis; audience segmentation and persona creation; in-depth data analysis and
data collection from digital platforms using big data and Artificial Intelligence (AI);
utilization of tools such as Google Analytics, Meta Business Suite, and YouTube
Analytics for statistical analysis; content and engagement analysis; interpretation of
data for content development; reporting and presentation of analysis results;
understanding personal data protection laws; and hands-on practice and case studies
in target audience analysis
Iy
HSYUAINITD
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3. Amaizuazianudoyamon I lunswainoumud
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4. Famsenumsinnzinguihnine Tasfmildengruinedeyadiu
ANALAZITETITY (MLOI)

Students are able to:

1. explain concepts and theories related to target audience analysis in digital
media (PLO4)

2. utilize digital tools and Artificial Intelligence technologies to conduct in-
depth target audience analysis (PLO4)

3. analyze and interpret data to inform the development of digital media
content (PLO4)

4. prepare target audience analysis reports with consideration of personal

data protection laws and ethical standards (MLO1)

870-310 mIaasIndemnauns 3((1)-4-4)
Filmmaking
a v J 4 4
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Concepts and history of film; film genres; screenplay writing process; film
production process and team organization; directing and acting direction;
cinematography techniques, camera angles, lighting, and sound; production design,
costume selection, and makeup artistry; application of digital technologies in film
production; editing, sound design, and musical scoring; special effects; exploration
of film festivals; ethical and legal considerations in filmmaking; and hands-on film
production projects
Aisouaso
1. afneuuIna Usziamans taznszanumMIHanneuas (PLO1)
2. 1Hmaianisaiedil n1sdidu vazmaluladadialunisnaa
4
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ﬂg]wmsjﬁl,ﬁm%’m (MLO2)

Students are able to

1. explain the concepts, history, and production processes of filmmaking
(PLO1)

2. utilize cinematography, directing techniques, and digital technologies in
film production (PLOS5)

3. design production elements and create films that effectively engage
target audiences (PLOS5)

4. plan and manage the film production process systematically (MLO1)

5. evaluate and implement film production projects with consideration of

ethical and legal standards (MLO2)

870-311 msdemsmanaiioasazmsmasulvamaedanu 3((3)-0-6)

Citizen Communication and Social Movement
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Study of democracy and civic participation; freedom of expression and
communication rights; theories of communication for social change; citizen and
empowerment communication; the role of alternative media and citizen media;
application of digital media in driving social change; global and Thai contexts of
social movements; online communication and campaign design for social
movements; data management for public impact; creation of content that drives
social issues; case study analysis; ethical and legal responsibilities in communication
for social change; and hands-on design of communication strategies for social
movements

ABouaNIn

1. ofutsuulfauaznquMerdunsdodisnianationas
ﬂﬁ!ﬂa@u“lﬂ'JVIW\?ﬁlﬁﬂiJ (PLOD)

a o YA aa o A A o A <

2. ’JLﬂi13‘”l!,ﬁgalﬂ)'ﬁ@ﬂ"l]‘Vlﬂ!,mgﬁ@WﬁLM@QGlUﬂTTUULﬂﬁﬂuﬂizlﬂuﬂ%ﬂ

dany (PLOS)
o A A ]
3. E]'E]ﬂll‘]J‘]J!LﬁZﬁ]ﬂﬂ1ﬁ!Lﬂ3JLﬂﬂlu ﬂ?iﬁﬂﬁ?i!fWﬂﬂ1§lﬂﬁ@u1W'}

NNFIAY (PLOS)
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4, ﬂizgﬁuwaﬂizwmgazmm%’uﬁﬂﬂsaumdﬁﬁﬂ‘ﬁﬁmmznawmﬂumi
Fomsiiiodeny (MLO1)

Students are able to:

1. explain concepts and theories of citizen communication and social
movements (PLO1)

2. analyze and apply digital and citizen media to drive social issues (PLOS5)

3. design and manage communication campaigns to drive the social movements
(PLO5)

4. evaluate impacts and ethical and legal responsibilities in communication

for social change (MLO1)

4 a ¢ 4 A a
870-312 mstarseudeadvassndagennuniuaiaaia 3((1)-4-4)
Creative Storytelling with Augmented Reality
a [ o I a a
Llu’)ﬂmmzﬁaﬂfﬂiVINTLJGU’E)\?mﬂilﬂﬁ?lﬂ’ﬂll!ﬂu%iﬁlﬁﬁll (Augmented
. ) = & ¥ I A
Reality: AR) ﬂTiGl‘lﬂ'ﬂﬂTuIaEJ AR IWOMITAINATIA NITLAUTIDI NITDONLUUVUNIT
A (Ao o Jdou Y A Yy A A S I o o X
uﬂgﬁuwuﬁﬂuwu fﬂi!fﬁﬂﬂqlslﬂﬂi?)Qilﬂl,mg"lff’)V\lﬁll?ﬁﬁ?ﬁiﬂﬂ?iW@lu%uﬂ‘H?
I a =y A 9 o a VoA [
ﬂ’ﬂlllﬂui]iﬁm’in ﬂﬁiN?fTLlWIﬂI‘LAI’@IfJL"lﬂﬂ’UW]ﬂ‘Hﬂﬂ1imniﬂxﬂugﬂu°ﬂﬂiﬁh 9
a wa I = I a a
msAnliaduInssmsadnassadodromaluladanuiluas uasy
Concepts and working principles of Augmented Reality (AR) technology;
application of AR in creative storytelling; designing interactive experiences for
audiences; selecting tools and software for AR content development; integrating AR
technology with innovative storytelling techniques; and hands-on practice through
creative AR media projects
HisouaIuI0
a a @ o I9 ¥ ~ I
1. 9FUIUUINA HaNNITNINIU Llﬁ$ﬂ1§ﬂ§$Qﬂ§l1‘]ﬂﬂﬂIuTﬁﬂﬂ'.]'llll’ﬂu
a a 1 d‘
ﬁ]iﬂlﬁiuiuﬂﬁlﬁ%i@ﬁ (PLO1)
VoA a 9 o A =
2. ’t‘)’t‘)ﬂLL‘]J‘]_IﬂWiLﬁHi’t‘)\iHﬁ\iﬁiW\iﬁiﬁﬂWWﬁWNLWﬂTUIﬁﬂ
I a a A Ay o Jdo Y
anuussuaTuazMIvUgIuiuTAUGYY (PLO4)
¥y A A s o X 4 a a \
3. %ﬂmfmJauamav\lmnﬂumiwmmmaw1m1mﬂm5amiman
J
a319d55A (PLO4)
o a Y s A Y =
4, ’J"NLLN‘HLL@S@HLU‘HT‘ﬂ5\1ﬂ15ﬁ51\1ﬁ55ﬂﬁ6@]’Jﬂ!fl/lﬂiuiﬁﬂ
< a a
anuiuasuasy (MLO2)
Students are able to:
1. explain the concepts, working principles, and applications of Augmented
Reality technology in storytelling (PLO1)
2. design creative storytelling that integrates Augmented Reality
technology and interactive audience experiences (PLO4)

3. utilize tools and software to creatively develop Augmented Reality
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content (PLO4)
4. plan and implement creative media projects using Augmented Reality

technology (MLO2)

Jd 4 o (v d a Q'
870-313 ﬂ1§ﬁ%1ﬂﬁiiﬂﬁﬂﬂ]ﬂiﬂﬂﬂﬂﬂi@iﬂ%ﬁﬂﬁﬂu 3((1)-4-4)

Media Creation for Local Businesses

WaNMIveIMI AT NaIIAd0d M UBIANTFININeIA N ANNF IRV

4 v o t4 s a 19 a Y a
LUTUALAZDAANHUDINNT ﬂ’l5’Jlﬂi13‘Hﬂqmﬂ"lﬂllﬁJngWi]ﬁﬂiﬁJﬁjﬂﬁTﬂﬂ na

4 9 d" d' A o o a Y A Y = a A
EJ‘VI‘ﬁﬂ1§’diNLu’ﬂ‘H1ﬁ’f]1/ln’iil1$’d3JﬁTHilJ‘ljiﬂi]‘Vlﬂ\mu ﬂ1§1“])’1°]fl“])’ﬂﬁhlﬂﬂll’c’l$
Jd Aaa o 1 a [ 4 a a ag

uWﬂﬁW@5%ﬂﬂﬂaiuﬂ15ﬁ%ﬁiﬂﬂ1ﬁﬁa1ﬂfﬂiﬁ%TuﬂﬂaﬂBﬂWﬂﬂﬁiﬂ%fniwaﬁﬁﬂiﬂ

A v Aama A 9 A ' YA A A o Y
LRZIUBDWINAAUIANDT T NNITUFIUITIN uazm‘ﬂ“ﬁﬁ’ﬂuaﬂmym”ILW’E)LWNmﬁﬁiJS

umuﬁ

Principles for media creation for local businesses; importance of branding and
organizational identity; analysis of target audiences and consumer behavior;
strategies for content creation tailored to local businesses; use of social media and
digital platforms for marketing promotion; building business identity; production of
video and multimedia content for audience engagement; and utilization of media and
advertising to enhance brand awareness

Aisoua 30

L. a%ma‘wchﬂmsLmzummqmiﬁ%’naﬁﬁﬁaﬁmé’umﬁﬂi‘ﬁqiﬁi}
Wosdu (PLOI)

2. '3mﬁsﬁﬂaqwﬁnﬁﬁ%’wéauazﬁw1ﬁ§ﬁaﬁgwu1$ﬁuﬁ’uq5ﬁﬂﬁ'@qﬁu

(PLO5)

a A o A

3. wand03aTonazifiovfaaiideoduasunisnatanay
afmsiiausamvesnguihmng (PLOS)

4. ammuua:ﬁmuﬂﬂsqmaﬁ%’wﬁiiﬁ?}aﬁm%”umﬁﬂiﬁiﬁﬁ]ﬁ'mﬁu
aghafluszuy (MLO1)

5. ﬂizgﬁumisl%’ﬂaqmﬁmﬂﬁff’?}@uaﬂmnmuﬁaﬁ%’nmﬁuismsué{ (MLO2)

Students are able to:

1. explain the principles and approaches of media creation for local
businesses (PLO1)

2. analyze the strategies for creating media and digital content suitable for
local businesses (PLO5)

3. produce video and multimedia content to promote marketing and
enhance audience engagement (PLOS5)

4. plan and develop systematic media creation projects for local businesses
(MLO1)

5. evaluate and implement media and advertising strategies to build brand

nangastimaransUndin vangnsuuuse we. 2569 wi 49/75



© =———
Aan1sfinun uKISnedeavvaluasuns Sneavadaand %U e Sl g
Us:91Un1sAnun 2569

awareness (MLO2)
870-410 HAnlfiamsaduassndendia 3((1)-4-4)
Practice of Digital Media Creation
Anfiamsaduassndenina iumsesnuubtazd iy IngimMsdums
i1 9
wawﬁamwamq ﬁnmuaxmﬁaﬂgmamaaz!ﬁﬂﬂ ANLANTZUIUNITITUUNY
INTIEH paNUUD Wa tazii uaueraugassue meoldansldanlinuuay
puzimnemsddaoutaz s e yanfumsysannsnnu Wnue taznanai
Rendesnumsaduassdaonina tamalsziunamwranuet1ales ossTuaz
ANUSURAYDL
Practice digital media creation through the design and implementation of real
digital media production projects; in-depth study and hands-on practice covering
planning, analysis, design, development, and public presentation of works under the
guidance of instructors and project advisors; emphasis on integrating knowledge,
skills, and attitudes related to digital media creation and evaluating the quality of
outputs with ethical and responsible considerations.
HisouaI0
a v Yy v o4
1. EJ‘ﬁ‘]J18l!ﬁ$ﬁ1ﬂ1501%ﬂ’31ﬂ§ﬂﬁ«!ﬂ1ii)i]ﬂlL‘]J']JlLa%ﬂWiﬁiNﬁiiﬂﬁﬂ
AINA0E1NNYanN1s (PLO1)
2. ysamamalulad@dnanaziasealenmuzanluniswda
FoAd1a (PLO2)
a 4 A Aa o A 1 Y
3. AImsigvinazesnuuudoaINanaeuauesnotliviniouas
nguithmine (PLO3)
4. l¥nszunumsnandonanald (PLO4)
5. Usziliuqauainuazaduuizduvesdoasnaluuiun
4
NnraInyrany (PLOS)
Aa va 9 9 7 A aa o 1 a A
6. ‘].];]‘]Jﬁx‘ﬂuﬁnuﬂ1§ﬁi?ﬂﬁiiﬂﬁ6ﬂ%‘ﬂﬂ’t‘)Eﬂ\illi‘liﬂﬁ'i'illllaz
ANUSUAATOUADTIAN (PLOG)
a @ 9 <A aa o F4
7. ’]'N!,!,Nu!,l,az'ﬂiﬁ'lii]ﬂﬂﬁiiﬂi\?ﬂ1iﬁi']\1ﬁi§ﬂﬁ@ﬂ%'ﬂﬁvlﬂ
1 I
281911 Us2 VY (MLO1)

[l
v A

8. a%’mmzﬁnauawmméaﬁ%mawﬁﬂmmwdamﬁﬁmz (MLO2)

Students are able to

1. explain and utilize knowledge of design and the creation of digital media
according to its principles (PLO1)

2. integrate appropriate digital technologies and tools in digital media
production (PLO2)

3. analyze and design digital media that responds to objectives and target

audiences (PLO3)
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4. implement the digital media production process (PLO4)
5. evaluate the quality and appropriateness of digital media in various
contexts (PLO5)
6. perform digital media creation tasks ethically and comply with social
responsibility (PLO6)
7. plan and manage digital media creation projects systematically (MLO1)

8. create and present high-quality digital media works to the public (MLO2)

a =)
2.1.2) ¥ udNIAdN
d
870-220 MNBUASANE 3((3)-0-6)

Film Studies

= o Y A s wa s

ANHIAITUHUIY WAUINTT UNVINUAZHTHUINVDINTNYUAT ﬂﬁzmmﬁm
ﬂTINEJ‘Hﬁg mqy§ﬂ1w&uﬁ'§ @Qﬁﬂi%ﬂﬂﬂﬂ]ﬂﬂﬂ??‘lﬂuﬂg ﬂizmm!,azuum1mjum§
AUA WAL FUNTIZUDINNOUAT UNLIMVBINIHBUAT IUgARTWA danAsIaL
ATLUIUMIINTANINEUAS M3 TUNUAZ DA BFIIMATNEITUNMNEUAT
=1
ANHY

Study of the meaning, development, roles, and functions of film; history of
cinema; film theories; elements of film; film genres; values and aesthetics of film;
the role of film in the digital era; principles and processes of film criticism; and
seminars and critical discussions in film studies

Aisoua 3o

1. e uneiannms Unum uaznguRinedesiuamouas (PLO1)

2. Fnszvesdlsznen Uszian uazguAIMNgUNE 0z veIn NoUAS
(PLO1)

a a s s Y o a A

3. 'ﬂigLlluuﬁg’lil’limﬂ"IWEl‘L!G]iIﬂEIGl‘HWﬁﬂﬂ?ﬂlﬁgﬂiﬂﬂuu'f]ﬂﬂ‘ﬂ

mugay (MLO2)
° a o Y a & aa 7 o s

4. ‘LJHﬁ‘L!’E]Naﬂ1§31ﬂ31314lLﬁZﬂlﬂﬂﬂLﬂuk"N?WWﬂHLﬂﬂ’]ﬂUﬂ?Wﬂu@]i611!
MITUNU (MLO2)

Students are able to:

1. explain the development, roles, and theories related to film (PLO1)

2. analyze the elements, genres, and aesthetic values of film (PLO1)

3. evaluate and critique films using appropriate principles and conceptual
frameworks (MLO2)

4. present analytical results and critical perspectives on film in seminar

discussions (MLO2)
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870-221 msl¥daanlszvgiioatiangld 3((1)-4-4)

Al for Monetization

Fd

ugunefudyglszaviuazima Tuladiineaves nsdszgndly

a

I 4 a 4 a
Paglszavg lunududearsuazimamans mslsdygdszauglums
9 Ay v ad A o Y J Y a Y
AINUDHINAANAY NITNINITAAAUASTINUUITUAAIY Al NIIUATITVUDYD
uazmswiznguiihmuedis AT msadieseldanunaaresuooulai nis
a ] d'w d' 9 Y a J a

panuuy Tuaagsna luil o Nvuedeudrema Tulastayanlseabg msnaisan
a v A 9 = A @ 1 a wa 9
i]5ﬂﬁiilﬂm%ﬂ?'llli“UNﬂ‘]fE]’UiuﬂTiGl‘]f Al AINHINTUNIDYN lLﬂgﬁﬂﬂaUﬁﬂ1§ﬁ51ﬂ
510105 1% AT

Fundamental understanding of Artificial Intelligence ( AI) and related
technologies; application of Al in communication and media fields; Al-based
multimedia content creation; Al-driven marketing and brand building; data analysis
and audience targeting using Al; generating income from online platforms; designing
new business models enabled by Al technologies; ethical considerations and
responsibilities in using Al; case studies; and practical training in Al-based
monetization

Y=
HITYUTINIGTD

2q,

1. ®§M1ﬂlluﬁﬁﬂﬁlu;§1uua$ﬂﬁﬂizEJﬂﬁi%ﬂﬂluiy 1szaw
11«!\11u§@ﬁ1ﬂm$ﬁlﬂﬁﬂ1ﬁﬁ§ (PLO1)

2. Anngruazesnuuunagnimiaieneldnnauwaalesuasiiadae
m3lsyanilseavg (PLO4)

3. Gl,%'ﬁtytuumizﬁyiﬁ%ﬁuﬁ‘ﬂﬂmaz@i’uﬁuﬁi}ﬂﬁnwnmmmﬂ
iload1931018 (PLO4)

4. Nuwunazganiulasamsaduseldannns 1¥iyailszaug Tae
M9D993 855U ANNSVRASDY (MLO2)

Students are able to:

1. explain fundamental concepts and applications of Al in communication
and media fields (PLO1)

2. analyze and design monetization strategies for digital platforms using Al
(PLO4)

3. utilize Al to create content and perform marketing activities for
monetization (PLO4)

4. plan and implement Al-based monetization projects with ethical

considerations and responsibility (MLO2)
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870-320 MnanMNauasaIanInIny 3((1)-4-4)

Smartphone Filmmaking

@ a J J @
'ﬁﬁﬂﬂ?iNﬁﬂﬂWWﬂuﬁiﬁ?ﬂﬁﬂﬂﬁ‘ﬂiwu NITUIUNITNAUIUNUASNITIN
oo s v = A v
UNUNTITDIIN ﬂWiﬂ@ﬂLLUU@\?ﬂﬂigﬂﬂ‘Uﬂ"l‘W ﬂTiﬂl"lﬂM‘N LN LAagNITINaDUNAD
mailamilfuedwalmFudmsumsoieiuazmsdadenmeuas nsesnuun
VA o w 7Y s a A s A
fﬂiL’s’l11,5’0QLLZ’!Zfﬂifﬂﬂ‘ﬂﬂ”IWEJuﬂiﬂ'JﬂﬁiJ”lﬁ/ﬂwu NITHANTONINIUATINONIT
] ¢ an o = a wa a 2y v s
LN VUL NaaesuAINa LLTﬂgﬂTiNﬂﬂg“ﬂ@lfﬂiwﬁGlﬂ"lWElu@iﬁuﬂ’)ﬂﬁil"ﬁﬂIw
LA NTRRREY
Principles of smartphone filmmaking; script development and production
planning; composition, lighting, sound, and camera movement techniques; use of
applications for filming and editing; storytelling and directing using smartphones;
producing films for digital platforms; and hands-on practice in creating short films
using smartphones
Hisouaso
a @ a 4
1. 'E]ﬁ‘]ﬂffﬁaﬂﬂTﬁlLﬁzﬂiZ‘U'JuﬂﬁNﬁﬂﬂTWfJ‘L!@]ﬁﬁ}’lﬂ’dﬂ1§ﬂ}l’\lu (PLO1)
2. lmaiiamsaieiuazdanenmweuns aeauninvuld (PLOY)
3. 90AUDUAITIANTOIUAYHAANINOUATINONITIHOIW T
J aa o
vuwaaesuAINa (PLOS)
4
o a [ 4 1
4. ammuua:ﬁmminixmumiwa&mwaum%’ﬁuﬁ’mﬁmaﬂﬂu YN
I
Husgun (MLO1)
v o 5 v s Sa
5. ﬁiNLLﬁ%H']Lﬁu@Naﬂuﬂ'IWﬂu@ﬁﬁuﬂ?ﬂﬁllﬁﬂiﬂuﬂllﬂﬂ!ﬂ?‘v\l MLO2)
Students are able to:
1. explain the principles and processes of smartphone filmmaking (PLO1)
2. utilize filming and editing techniques via smartphones (PLO4)
3. design storytelling and produce films for dissemination through digital
platforms (PLOS5)
4. plan and manage the short film production process using smartphones
systematically (MLO1)
5. create and present high-quality short films produced using smartphones

(MLO2)

870-321 msdemsmsnans 3((1)-4-4)
Communicative Performance
wﬁ'ﬂmﬁwﬁﬂmmazwqyamﬁé‘amﬁmmﬁm 89AU5ZNEUMIIAAT (MATIA
MINAUINNBLENITUAA ﬂﬁﬂi%&mﬁﬂﬁuﬁﬂﬂuéﬂﬁlﬁ 9 MSVIULNUAL NS

@

° A oa 4 oA a P s
NINUNITUAAY ?jﬂﬂg‘ﬂiﬂﬂ'liﬁ’f]ﬁ"liﬂTiLl,ﬁﬂQNTL!ﬂ"l]ﬂiilll‘]ﬂﬁﬁNﬁiﬁﬂllaziﬂiﬂﬂ'ﬁ

nangastimaransUndin wangnsuTuuse we. 2569 wi 53/75



© =———
Aan1sfinun uKISnedeavvaluasuns Sneavadaand %U e Sl g

wedndoassaunguni

UstoUn1sAnun 2569 ¥

MILAAINITA

Principles and theories of communicative performance; elements of
performance; techniques for developing acting skills; application of performance
across various media; script writing and performance directing; and hands-on practice
in communicative performance through creative activities and real-world performance
projects

A oua 30

1. a%’mfmé”ﬂnmmzmqyf]ms?%amsﬂ1'5meuazmﬁﬂszﬂaummam
(MLO2)

2. Wannineznsuaawaznsdszgnd 19lunsdeats ludeas
(MLO2)

3. eonuULLazA L TATINT eI MI1 AR 19eS WA (MLO)

Students are able to:

1. explain the principles and theories of communicative performance and
performance elements (MLO2)

2. develop acting skills and apply them in communication across various
media (MLO2)

3. design and implement creative communicative performance projects (MLO2)

870-322 M¥dwiemIa31vassnae 3((3)-0-6)

Local Languages for Media Creation

ao v o 4

=2 2 9 A a 4 3
Anylszidunesduiisnuas Tamadad aaanyaluazamilugnuauni
Y a v a a A A a
Jausssy aula mviwargdutlaaitl uazaiwiduou q TuuSunveanis
4 o 4 A 2 e o
doms wadavesdonwinu unumvesnsau lunuaiwassas e tazns
T¥mnwioangury nfunsdndiams 1¥neduieannguasuuaskae

Foadaasse

Study of localism and globalization; cultural identity and hybridity; Southern
Thai dialects, Pattani Malay, and other local languages in communication contexts;
dynamics of local language media; roles of local languages in contemporary creative
works; the application of local languages for community development, includes
practical training in using local languages for community development and creative
media production

Aisouaso

1. PFUIIUNUINVOINIY 15Hluﬂ5$ﬂ’luﬂ1iéﬂﬁ1§uﬁ$
m3adassnde (PLO4)

2. 3Lﬂ‘i1$ﬁﬂ”I‘ial,"]sf}ﬂﬁel”lﬁuiuﬂ?iﬁwu1ﬂ1uﬁ%}1ﬂﬁiiﬁ§’lMﬁﬁﬂllﬁ$ﬂ15

WAy (PLOS)
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3. f‘)i’)ﬂulllluﬁgwﬁCﬂﬁﬂﬁiNﬁﬁ'iﬂiﬂﬂi“ﬁﬂﬂ&ﬂﬂuLWﬂLﬁﬁNﬁﬁNﬂﬂﬁﬂHmuﬂz

WU (MLO1)

Students are able to:
1. explain the roles of local languages in communication and creative media
processes (PLO4)
2. analyze the use of local languages in contemporary creative works and
community development (PLOS5)
3. design and produce creative media using local languages to enhance
cultural identity and support community development (MLO1)
870-323 Nsmsmaniivuindendaedera 3((1)-4-4)
Data-Driven Journalism
mAtaMsIAUIILTINIELATNEIUANUYNAB IR IToYA IFMIURTIZY
Foyaritemsnsnninleldndnadauazaouiimes nanmsadunmiuaue
FoyauazeenuuuduTnifln nsnaugiudeyauasiniesiodsitaly
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Techniques of data collection and verification; methods of statistical and
computational analysis for news; principles of data visualization and infographic
design; integration of databases and digital tools into reporting workflows; ethical
standards and fact-checking in data journalism; practice on storytelling projects using
real-world datasets; collaborative practices for data-driven storytelling
Hisouvzasn:

a P ] A Aa v A o ]

1. UATIEH !Lﬁﬁ\1"[]@yjﬁW\iﬁﬂﬂuﬁgijﬂmﬁly‘ﬁﬂllﬂﬂiﬁﬂg LWE]‘LJUJWGL’H
aduayuitedn ldediaumiug (MLO1)

2. PONUULLATTS 19N INUBYA (data visualization) tazduTWns1n 1o
Aoentsziauinudadeyaliidrlvhenaziiauls (MLOD)

Yy A & A a ')

3. 1“1“?156\1%’8!Lﬂ%mﬂuﬂﬂ?i’)!ﬂi1$ﬁm@yﬁiuﬂi%ﬂ’)uﬂ?iﬂi’)ﬁ]ﬁﬂﬂ
Y I A A 9 A R o A '
GUi’)Wlﬂﬂﬁﬂllagl%ﬂﬂiﬂﬂ‘ljﬂyawﬂﬁﬂﬂ‘lJ‘lJi‘lJ‘WUTJ (MLO1)

Students are able to

1. analyze and evaluate the credibility of sources and datasets for journalistic
purposes (MLO1)

2. design and produce ecase to understand data visualizations and
infographics to communicate news effectively (MLO1)

3. employ statistical tools and computational methods to derive trends and

narratives from data adhere to ethical standards and fact-checking protocols in data-
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driven reporting (MLO1)

870-420 msﬁmuuaza%'nassﬁséammumnn 3((3)-0-6)

Long Form Content Writing and Creation

HANMIT LUIAA uazﬂizmumiﬁﬂmf'i‘awWummﬂuwmﬂwmﬂﬁnm
faludeduduuazdedsia msnlasaies M3IveIAZ N IZH DY NIFHAL
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wagmsoonuuulszaumsainmse s au wazils Mheulaasiqanimn

Principles, concepts, and processes of long-form content writing across
various contexts, including traditional and digital media; story structure development;
research and data analysis; narrative writing techniques; writing feature articles,
analyses, and in-depth reports; application of long-form content creation in online
platforms; presenting complex issues; influencing public audiences; and designing
engaging and high-quality reading, viewing, and listening experiences
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Students are able to:

1. explain and analyze the processes of writing and creating long-form
content across different contexts (PLO5)

2. produce long-form content that presents complex issues and influences
public audiences (PLOS5)

3. design high-quality and engaging reading, viewing, and listening

experiences for long-form content (MLO2)
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Marketing Communication and Artificial Intelligence

9y

a d’ o 4 o a 4
Llu’JﬂﬂLLﬂ%ﬂﬂBaLﬂﬂiﬂUﬂWﬁﬁ@ﬁﬁﬂ15@]ﬁ1ﬂ N13IANITLLASAUNTISHVD YD

nangstimamansUndin wangnsuuuse we. 2569 wih 56/75



© =——
Adan1sfAinu uKISnendeavvaluasuns Snewvadaand %U e ek

wedndoassaunguni

Usto1UnsAnun 2569 -

aa o

A o s A 79 ¥ =
LW?JWWU1LLWHﬂﬁq%ﬁﬂ1iﬁﬂﬁ1§ﬂ15ﬁa1ﬂ ﬂ1iﬂigﬁqlﬂﬁlsl“ﬂlﬂﬂiuiﬁﬂﬂﬂﬂﬁuﬁ3

a ¢ A

Yyalseaugioasulse@ninmmsdoats msmiladasesssunaza

@9

@

uﬂﬂ%au@iaé’fmuiumiaﬂmmmfrawmazﬂaqwfmﬁéami MIAUATUNNYE
ms3eudnaeadia wazmalssifiumaunumsdesnmsaaiaieianiess
Aoifiog

Concepts and theories of marketing communication; managing and analyzing
data for developing marketing communication strategies; applying digital technologies
and Artificial Intelligence to enhance communication effectiveness; integrating ethics
and social responsibility in designing content and communication strategies;
promoting lifelong learning skills; and evaluating marketing communication plans for
continuous improvement
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Students are able to

1. utilize digital technologies and Artificial Intelligence in designing media
and content for marketing communication (PLO1)

2. manage and analyze data to support decision-making in marketing
communication strategies (MLO3)

3. seek and learn new trends in marketing communication and technologies to
continuously develop skills (PLO4)
4. design and present marketing communication plans with ethical

consideration and social responsibility (PLO5)

870-215 Mmya31eassnaendnamemslayanuazmslszndunus 3((1)-4-4)

Digital Media Design for Advertising and Public Relations
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Principles of creative media development for advertising and public relations;
writing a creative brief; graphic design for advertising and public relations;
typography; color theory; art and information composition; the use of Artificial
Intelligence technologyand computer programs for graphic design; essential design
techniques; and creating motion graphics for advertising and public relations

Yy

HEITEUTINIGTD

aa o A

= a s 4
1. aenldmaluladadva maluladdyylseang uazinioiio
' Y} s A v o
't‘)'t’]ﬂLL‘]J‘]J'E‘)fJ"I\‘lLTHﬂgﬁlliuﬂ"liﬁiWﬂﬁiiﬂﬁﬂLW@ﬂWﬁT‘NHWHL?I%ﬂWSﬂi%%WﬁlIWH‘ﬁ
(PLO1)
~ v v = 4 A ' A o

2. naanazFouiuud 19y ma Tulad uazinseale Tni o e Waiun
NUPONIDUABATADENABIHDI (PLO4)

3. eenunuLayWal e Tavanuazlsynduiusedelsosssuay
FUAAvoUADFIAN (PLOS)

4. FanisuazdnsizdveyaieaiuayunIseenuULAZ AU
A v o &
ﬁaimymmazﬂiwmuwuﬁ (MLO3)

Students are able to:

1. select and utilize appropriate digital technologies, Artificial Intelligence
technology and design tools to create media for advertising and public relations
(PLOI)

2. seek and learn new trends, technologies, and tools for continuous
improvement of digital media design (PLO4)

3. design and develop advertising and public relations media with ethical
considerations and social responsibility (PLOS5)

4. manage and analyze data to support the design and development of

advertising and public relations media (MLO3)
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Consumer Behavior in the Digital Age
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In-depth study of consumer behavior; decision-making processes in today's
purchasing activities; trends and demands; factors influencing buying decisions;

psychological behaviors; digital marketing; the influence of social media; changes in

consumer purchasing behaviors caused by modern lifestyles; analyzing consumer
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behavior to meet the diverse needs of the digital market
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Students are able to
1.seek and analyze new information about consumer behavior in the digital
age for continuous learning and self-development (PLO4)
2.evaluate the ethical and social impacts of marketing strategies responding to
consumer behavior (PLO5)
3. analyze trends and factors influencing consumer purchasing decisions in digital

markets to plan for marketing communication strategy (MLO4)
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Media Production for Enhancing Brand Value
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Concepts of media production for enhancing brand value; the process of
advertising production; still and motion photography for advertising; sound design;
lighting direction; camera angles; image composition; editing; pre-production and
post-production planning for advertising media to build a brand
I
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Students are able to

1. select digital technologies and production processes to enhance brand

value (PLO1)
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2. seek and apply new knowledge to improve media production processes for
enhanced brand value (PLO4)

3. design media production processes and content with ethical, social responsibility,
and cultural diversity consideration (PLO5)

4. plan and develop media production strategies to enhance brand value

according to marketing objectives (MLO4)
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Creative Social Entrepreneurship
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Fundamental concepts of social entrepreneurship, including theories,
processes, and the roles of social entrepreneurs in driving positive changes;
exploration of creative thinking development and the design of social business plans
using the Business Model Canvas (BMC); analysis of project feasibility and social
impact, along with the study of methods for measuring Social Return on Investment
( SROI) ; examination of challenges and future trends in social entrepreneurship
through case studies and practical application
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Students are able to

1. explain fundamental concepts, theories, and the role of social
entrepreneurs in driving positive social change, with an emphasis on local identity,

culture, and social diversity (PLOS5)
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2. analyze social issues and design innovative social enterprise models using
the Business Model Canvas (BMC) and strategic communication planning principles
(MLO4)

3. utilize digital tools and technologies to produce and communicate social
business ideas (PLO4)

4. explain the assessment of social impact and value creation of social
enterprise projects using Social Return on Investment ( SROI) and stakeholder

analysis frameworks (PLOS5)
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Content Marketing
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Concepts and methods for creating valuable content for marketing
communication; principles of content marketing, formats, and components; strategic
content marketing planning to reach target audiences and achieve marketing
communication objectives; communication techniques to attract customer attention
and create engaging marketing communication experiences.
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Students are able to

1. utilize knowledge sources and digital technologies to plan and create
content marketing (PLO4)

2. create content marketing materials that respect cultural diversity and align with
professional ethics and social responsibility (PLOS)
3. analyze and manage data to plan content marketing strategies (MLO3)
4. evaluate and comply with ethics and relevant laws in creating content

marketing materials (PLOS5)
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Startup Marketing Communication for Business Value
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The importance of marketing communication for entrepreneurship to

enhance business value; business contexts and situations in the digital era; business
models; strategies for value creation and supply chain management; strategic
selection for startups; planning and developing marketing communications to
enhance business value; and practical training in organizing marketing and
communication activities to enhance business value
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Students are able to

1. evaluate social and cultural contexts that influence ethical planning of
startup marketing communication strategies (PLOS5)

2.analyze trends and strategic factors for creating and enhancing business
value in startups business (MLO4)

3. design marketing communication strategies for startups business to

enhance business value (MLO4)
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New Media Management for Marketing Communication
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Concepts and roles of new media in marketing communication; management
of online media, social media, digital platforms, and influencers; content design to

create consumer engagement, including analysis of social, cultural, and ethical

impacts of new media in the digital era
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Students are able to

1. analyze the roles and impacts of new media on society, culture, and
ethics in marketing communication (PLOS5)

2. manage and analyze new media data to support marketing
communication planning (MLO3)

3. plan and design new media strategies to create consumer engagement
aligned with business goals (MLO4)

4. evaluate and comply with professional ethics and regulations in the use of new
media for marketing communication (PLO5)
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Digital Data Analysis for Marketing Communication
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Concepts, principles, and processes of data analysis for marketing
communication, with a focus on utilizing quantitative and qualitative data to
understand consumer behavior; market trends, and the effectiveness of
communication strategies; study statistical data analysis techniques and market trend
forecasting; practice using digital tools and data analytics platforms to develop
marketing communication plans for appropriate marketing report writing, along with
analyzing business case studies
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Students are able to

1 . explain key concepts, principles, and processes of data analysis for
marketing communication, including ethical considerations and professional
responsibility (PLOS5)

2. implement both quantitative and qualitative data to analyze consumer
behavior, market trends, and communication performance (MLO3)

3. utilize digital tools and platforms to manage, analyze, and visualize
marketing communication data for decision-making (MLO3)

4. develop marketing communication plans based on data-driven insights and
produce appropriate marketing reports (MLO3)

5. demonstrate responsible collaboration, adherence to professional ethics,

and respect for others' rights in the analysis of real business case studies (PLOS5)
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Professional Pitching
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Principles and skills of professional presentation and pitching; techniques for
preparing and delivering content through speaking and pitching for business projects
or new ideas; use of presentation tools and technologies; time management for
presentations; building rapport with audiences; responding to questions and
objections; and practicing presentations in various scenarios
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Y v A a 1 Y 1 Y =
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WIOUHUEINY (MLO3)

4. aammuuazﬁmmﬂaqwﬁ’miﬁnﬁuaﬁﬂanaumdaﬁjmmﬂmmjﬁ%
HAZAMURBIN VDI (MLO4)

Students are able to

1. utilize appropriate digital technologies and tools to design and deliver
effective presentation media (PLO1)

2. design and present communication or business plans with responsibility
and ethical consideration toward stakeholders (PLOS5)

3. analyze data and key factors for strategic presentation of projects or
business plans (MLO3)

4. design and develop presentation strategies that align with business goals

and audience needs (MLO4)

870-411 ﬂnﬂﬁﬁﬁmiéamimmmﬂ 3((1)-4-4)

Practice in Marketing Communication
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Practice of marketing communication in real-world contexts by integrating
knowledge, skills, and attitudes acquired throughout the curriculum; designing,
developing, and executing professional marketing communication projects, including
strategic planning, content and media design, data-driven decision-making,
communication process management, performance evaluation, and public
presentation of outcomes; conducted under academic supervision and in
collaboration with stakeholders; professional competencies and foster social
responsibility in marketing communication practices
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1. 1¥maTuTlagaswauazisesiefmuzanlunisneunuuas
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Fed1smsaainesiedeliios (PLO4)

5. AfiRnumsdomsmsamiaodniittess iy Sufiavousodan uag
IMINANUHAINHAINIIMUTITY (PLO5)

6. Ufanuluaaiunisaizwesmsdemsmsnainuazussgam
dhyanei |d5uneumune (PLOG)
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ﬂsgmumséamimmam (MLO3)

Students are able to:

1. utilize digital technologies and appropriate tools to plan and implement
marketing communication (PLO1)

2. design content and storytelling strategies for creative marketing
communication (PLO2)

3. analyze and evaluate data credibility for planning and developing
marketing communication strategies (PLO3)

4. seek and learn new technologies and approaches to continuously improve
marketing communication processes (PLO4)

5. perform marketing communication ethically, with social responsibility
and respect for cultural diversity (PLOS)

6. perform in real marketing communication settings to achieve assigned
goals (PLO6)

7. plan and develop marketing communication strategies to enhance
business value and meet organizational goals (MLO4)

8. manage and analyze strategic data to support decision-making in

marketing communication processes (MLO3)

2.2.2) ¥ uLNa0Nn
870-223 minaneenlarl 3((3)-0-6)
Online Marketing
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Meaning and concepts of online marketing, including the marketing mix and

online communication strategies; analyzing the marketing environment; consumer

behavior; use of digital technology in online marketing activities; laws, ethics, and
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codes of conduct related to digital marketing; practicing online marketing activities
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4. dsuifiumanmsdeasnsnatasou latiiveir 1l lumswaniumu
Tuourna (MLO4)

Students are able to

1. select and use digital technologies to design and manage online marketing
activities (PLO1)

2. plan online marketing communication strategies aligned with business
goals (MLO4)

3. conduct online marketing activities with consideration of ethics and
relevant laws (MLO4)

4. evaluate online marketing communication outcomes for future planning

(MLO4)

870-224 mmmm’%eﬂszanmmﬁ 3((3)-0-6)
Experience Marketing
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Concepts and theories of marketing; marketing strategies; key components of
marketing; setting marketing goals; selecting marketing strategies; products and
services; selecting distribution channels; pricing strategies; using traditional and
digital media for marketing; creating marketing experiences; and practicing

marketing and experiential marketing activities
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aFranuuanma iU Ua (MLO4)

4, ﬂfJﬂ!L’U’U!LﬁEﬁTﬂﬂ'liﬂii$1J'J“Llﬂ'liiiﬂ'ﬁ1@L%Qﬂi§iﬁﬂﬂ1§fﬁlﬁﬂﬁﬂﬂﬂﬁ}ﬂifT“]J
Fhvanenegsna (MLO4)

Students are able to

1. utilize digital technologies and appropriate media to design marketing
experiences (PLO1)

2. seek and learn new trends and tools for continuous improvement in
experience marketing (PLO4)

3. plan and develop experience marketing strategies to enhance brand value
and differentiation (MLO4)

4. design and manage experience marketing processes in alignment with

business objectives (MLO4)

d
870-225 msadamusuayana 3((3)-0-6)

Be Your Brand
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Meaning and principles of personal branding; identity definition, unique
selling points, and distinctive value; content design and communication to create a
standout image through digital media; learning techniques for making a strong first
impression and media management strategies to enhance personal branding
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Students are able to

1. analyze data to determine personal brand communication strategies
suitable for target audiences (MLO3)

2. select and use digital technologies to design and present personal

branding through online media (PLO1)

3. develop and refine personal brand content continuously through learning
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and using up-to-date knowledge sources (PLO4)
4. create and communicate personal branding with consideration of

professional ethics and social responsibility (PLOS5)

MIUIMINURMANWUS

Customer Relations Management
uwaRAazANUAIAYYINMTUTMITgNMANITLT nagnsnsadiuaz
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Taoldaasti Sanafid iy (KPIs)

Concepts and importance of customer relationship management; strategies
for building and maintaining customer relationships through online and offline
channels; planning and management processes of customer relationship management
utilizing technology and data insights; application of integrated marketing
communication tools to enhance customer loyalty; customer data management
(CDM); evaluation of the effectiveness of customer relationship strategies using key
performance indicators (KPIs)
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Students are able to
1. explain the concepts, strategies, and importance of customer relationship
management through both online and offline channels (PLO4)
2. select and apply appropriate digital technologies and analytical tools to plan
and manage customer relationships effectively (PLO1)

3. utilize customer insights to manage and analyze customer database (CDM) to

develop integrated marketing communication strategies that enhance customer
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loyalty (MLO3)

4. evaluate the outcomes of customer relationship strategies using key
performance indicators (KPIs) (MLO3)

5. demonstrate responsibility for professional ethics, respect the rights of others,

and work collaboratively in the process of customer relationship management

(PLOS5)

mmﬂugﬁm%fugamimiﬂmﬂ
Campaign for Marketing Communication
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Planning and managing marketing communication campaigns; situation
analysis and assessment; campaign project design; strategic planning and campaign
management; content and communication channel design; organizing community
and social campaigns; campaign evaluation and reporting; and practicing campaign
management skills through real-life scenarios, problems, and case studies
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Students are able to:

1. utilize digital technologies and online tools to design and manage
marketing communication campaigns (PLO1)

2. seek and apply new knowledge and approaches to continuously improve
campaign concepts and management in marketing communication (PLO4)

3. design marketing communication campaigns with ethical considerations,
legal compliance, and social responsibility (PLOS5)

4. plan and develop marketing communication campaign strategies aligned

with business goals and stakeholder needs (MLO4)
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International Marketing Communication
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Concepts and strategies of international marketing communication; studying
consumer behavior and cultural differences in international markets; analyzing
factors influencing international marketing communication, such as economic,
political, legal, trade agreements, and digital technology trends; the role of online
platforms, social media, and digital tools in global brand building; designing
communication strategies tailored to the context of each country; as well as case
studies and modern best practices for international market expansion
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Students are able to

l.explain key concepts and strategies of international marketing
communication, including the role of communication in global brand building
(PLO4)

2. analyze consumer behavior and cultural factors in different international
markets to tailor effective messages and strategies (MLO3)

3. evaluate external factors affecting international marketing communication,
including economic, political, legal, and technological trends (MLO3)

4 .design adaptable international marketing communication strategies based
on specific country contexts (PLOS5)

5. analyze real-world case studies and best practices in successful
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international marketing communication (MLO3)

870-327 msfmamﬁamsﬂmﬂu‘%mi 3((3)-0-6)

Communication for Service Marketing
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Principles of service marketing; unique characteristics of services compared
to goods; service marketing mix; service marketing processes and strategies; service
quality; the importance of creating value in service marketing connected to
customers; communication for service marketing; and the application of technology
in service marketing
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Students are able to

1. select and utilize appropriate digital technologies and communication tools
to enhance the effectiveness of service marketing communication (PLO1)

2. seek and apply new trends, technologies, and approaches for continuous
improvement of service marketing communication (PLO4)

3.design service marketing communication with ethical considerations, social
responsibility, and respect for stakeholders (PLOS)

4. plan and develop service marketing communication strategies aligned with

business goals and customer needs (MLO4)
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