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2.3 NHIAATTER) 91,838 97,349 103,190 | 109,381 | 115,944
3. SUAIYH
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4. qm‘ﬁu@qu 50,314 53,333 56,533 59,925 63,520
5. AnlHenafnasiatl 15,000 15,000 15,000 15,000 15,000
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NUTHINTFIUARNY AT NANYAS . .
nangeaslsulegs
WHIAIUN szaul3eyng Udulgs v )
N.A. 2564
W.fl. 2558 W.fl. 2559
1. nnaeREI B Tisiaandn 30 nasfin 30 30
1.1 vinaeAzAnEsa ey 21 30
1.2 maeAgAnE WA lURen 9 -
2. NNIATTURNIL Tisiagndn 72 wsaefin 91 91
2.1 AfingIATEN - 24 24
2.2 A anNAL - 46 46
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2.4 ABINITANENBNTT NN - 6 6
UAYRNTaFANEI
3. NNIAIYNADNLAS Titiagndn 6  mdaefia 6 6
s9u (niasfin) Gidasndn 120 127 127
3.1.3 578321
1) nuand eI L Titlagndn 30 wiasfia
FoFnusia FTUIU 30  WHlgfif
001101  AslEnEnng 3(2-2-5)
Usage of Thai Language
001102  ATENENNEIAZENNIDN 3(2-2-5)
Ready English
001103 awnsanguglanning 3(2-2-5)
Explorative English
001204  AEMEINg NI 3(2-2-5)

Step UP English




002201

002202

003201

003202

004101

004201

121101

122120

124132

126100

128110

128111

128112

221302

walflaslananan

Citizen Mind by Citizenship
FIANNNTHUBTTH

Multicultural Society

NNTRDENT IHFIANFATTA
Communication in Digital Society
mﬁ@"v’mmﬁq‘*nmwLmzﬁ'ummﬁﬂu
Health and Environment Management
Aavzlunnsaingin

Arts of Living
‘quV"I?Iﬂﬂ’W‘WLLﬂzﬂﬂ‘jLLﬂﬂdﬂﬂﬂTuﬁﬁﬂN

Socialized Personality

2) NHIARTNRNTE Tiiaundn
2.1 mjuamﬁugwﬁmﬁw FIUIN
N19R8ugINa
Business Finance
WANNITIANTT
Principles of Management
Ay EdmsugUsTnaunis
Accounting for Entrepreneurship
FHgrnaRSLdaad
Introduction to Economics
WANNITARA
Principles of Marketing
weAnssugualng
Consumer Behavior
N19IRAIARANA
Digital Marketing
waluladifasmszgniniegsia

Technology for Business Applications

o1
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3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)
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3(2-2-5)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(2-2-5)

3(2-2-5)

3(2-2-5)
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128221

128222

128223

128224

128320

128321

128322

128323

128324

128325

128326

128420

128421

128422

2.2 Agenisnu ERUILIY
ANFLATIEAININNITARA
Marketing Analytics
msMraasflanismainfavaiianissnanla
Digital Marketing Tools for Decision Making
NTUIMTNRAN LT TULRZTIAN
Product and Price Administration
NNTUEMITEBINIINTTNTLINLRUATRR A
Digital Distribution Chanel Administration
NNTUINITNITRIUFTNNIIARIA
Promotion Administration
N5U3NN9N1SANUAN
Retail Administration
5o dau3839y
Research Methodology
NITRAIALINUTNIY
Quantitative Marketing
WIFANTINNITARIALINITAANN
Digital Service Innovation Marketing
NRLNTNIARIARAYIA
Digital Marketing Strategy
NN3BBNUULIHBNINSARARAITA
Digital Marketing Content Design
ﬂqim@qﬂﬁﬁiuﬂﬁﬂuﬁQE%ﬂH@
Data-Driven Marketing
HuUsenaun1sgARavia
Entrepreneurs in Digital Era
NN99ANITNITARA
Marketing Management
NUHUT

Seminar

46

UL

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

1(0-3-2)
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146220

128330

128331

128332

128333

128334

128335

128336

128337

128338

128430

128431

128440

128441

o A o ¢
AENEINOEINDINYUTTAIALANAE

English for Specific Purposes

2.3 3y naniasn FTHIN 15
N1TAAIALTENAINTTH
Event Marketing
N19UaNI9N1928
Sales Administration
ANTUINITATVRUAN
Brand Management
NFUEMTHARASTOT M UAZNTUSI9s W
New Product Development and Packaging
NI9ARIABINTIN AN
Cause-Related Marketing
NITARTANTINYHT
Agricultural Marketing
NNIRRIAPANIVINTINDINT
Marketing for Food Industry
P T RITY Y- Tore
Green Marketing
ManaIneaulaIE M UNARS Ty
Online Marketing for Local Product
ATUEMIRANARRANe U @]
Digital Marketplace Management
NNTUFMIGNATHAUTUALNNTARIATHAUEA TN

Customer Experience Management and Relationship Marketing

3(3-0-6)

nuefnn

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

2.4 FAINISANEIDNTE NISHNTHLASANNIANYT 914N 6 WHIAA

NNTRNIIN*
Professional Training
Akl

Co-Operative Education
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6 Ninfin

6 Ninin
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128442 n19ANUIBNTL* 6 MHaafie
Independent Study

vangg * DRAmReNBawRee 1 318890

3) nueRTRBNLNS FIHIN 6 wianfin
fReansadeniEeusedrAdaaeulianinendunsien WisaaiugauAne

AUTNATAINYNAYSUTDY BNENILAT AN ART AN (1
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128112

3.1.4 WNRNTSANET

T 1
AANTSANYAN
NENIBINYHLATLNNT DN 3(2-2-5)
Ready English
AaUzlunnarfingan 3(2-2-5)
Arts of Living
MIIANITFIANUARIUIAADH 3(2-2-5)

Health and Environment Management

e L e 3(3-0-6)
Introduction to Economics

NANNIIAAIA 3(3-0-6)
Principles of Marketing

walulafiiesmazgndnisgafa 3(2-2-5)
Technology for Business Applications

59H 18 #uafn

AAnIsAnEIUany

A5 lEAnsn e 3(2-2-5)
Usage of Thai Language

amendenguglanning 3(2-2-5)
Explorative English

NANNITIANTT 3(3-0-6)
Principles of Management

AUty dmSuEUsTneaunIg 3(3-0-6)
Accounting for Entrepreneurship

weAnssugualng 3(2-2-5)
Consumer Behavior

NNIFRIAFINA 3(2-2-5)
Digital Marketing

59H 18 Mugfn
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001204

002202

003201

121101

128220

128221

002201

004201

128222

128223

128224

146200

Tl 2
AIANTSANYIAY
NEIEING BN
Step UP English
FIANNYIUTTTN
Multicultural Society
nsReans udIANAavA
Communication in Digital Society
N19R8ugIN9
Business Finance
NN9AATILAN NIRRT
Marketing Analytics
nsiedaslanisaaiananaienissinanla
Digital Marketing Tools for Decision Making

I

AANsANEIUaNs
walaslaanan
Citizen Mind by Citizenship
YARNATWLAZNSUARIBDN [HAAN
Socialized Personality
NNTUEMITHARA U UALIIAN
Product and Price Administration
NNTUEMITEAINNNITNTZANERUATRRN A
Digital Distribution Chanel Administration
N1TUININITAULATHNITAAA
Integrated Marketing Communication
mmﬁ“mqwLﬁﬂ%’mqm:mﬁqu:
English for Specific Purposes

I

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

18 MUIgfn

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(3-0-6)

18 Mugn
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128320

128321

128322

128323

128xxx

128xxx

128324

128325

128326

128xxx

128xxx

XXXXXX

9/ 1
AW 3
=8 L
AANTISANYINY
ANSUBMIINISATUAN
Retail Administration
p=\ aAda o/
FudeU2599%
Research Methodology
N1TARIALBIUTHIL
Quantitative Marketing
WINNTINNITANIALSNITARN N
Digital Service Innovation Marketing
FHUDNLADN
Major Elective
FBUDNLADN

Major Elective

I

AAnsAnEIUany

NRYNBNITARIARANIA

Digital Marketing Strategy
N9EBNLULIHBNINNIRAIARAYA
Digital Marketing Content Design
ﬂ’]’i@lﬂﬂ@ﬁ“ﬁl/mﬂﬁlﬂuﬁﬁﬂ%ﬂﬁ@
Data-Driven Marketing

A UDNADN

Major Elective

A UDNADN

Major Elective

ANARNING

Free Elective

ERL
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3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

B(X-X-X)

B(X-X-X)

18 MUIgfn

3(2-2-5)

3(2-2-5)

3(2-2-5)

B(X-X-X)

B(X-X-X)

B(X-X-X-)

18 Mugn



128420

128421

128422

128xxx

XXXXXX

128440

128441

128442

RHTELIR

st 4
AIANTSANYIAY
HUsenaun1sgaRavia
Entrepreneurs in Digital Era
ANS9ANITNITARA
Marketing Management
ANNWT
Seminar
A naniaan
Major Elective
A NADNLEE
Free Elective

3N

AANTSANEIUlans
NNTRNIIU*
Professional Training
NNNaFnNEI*
Co-operative Education
naAnNENAaTL*
Independent Study

KL

PinAaAenBuwRes 1 519990
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3(2-2-5)

3(2-2-5)

1(0-3-2)

B(X=X=X)

B(X-X-X)

13 #uafn

6 Nisiin

6 U

6 U

6 NUILAH
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3.1.5 A1BBUIYSI8IU

001101 nstiaunive 3(2-2-5)

Usage of Thai Language

nsRea1sfaAn 98 nmaussdszlen @ walnstunientne nnssulamaudndy
91NN19HIUATN198U N5 @eudaniin N1583UAN LATNMTUAAIAINARKIWINEYN5TH
e mefimEnzas

Communicative skill through word, phrase, sentence, idiom, and prose in Thai language usage,
identifying main idea from listening and reading, paragraph writing, brief summarizing including thinking

expression through the use of appropriate Thai

001102 ATWIDINGULATLNNSEN 3(2-2-5)

Ready English

Ardnviuaz lensalntundangy nannslinunsdenguassnisils we 81 @Wow 113
simmnnistineaangeldimisrandu Bud nsuusimuesuazyanain nsReausiLaznig
URLIsNI9IBYTIU NI90IHNN NITUANNINUAZATTINUNBIARNIY AMTENNHN WEIUB NS N5
FENFeAuA wazn1INaIAn

English vocabulary and grammar, fundamental English usage in listening, speaking, reading
and writing, development of English usage for daily-life including getting acquainted with someone,
accept and decline invitation, direction giving, direction asking and direction planning, conversation

in restaurant, smart shopping and saying goodbye for someone

001103 munasnguglanning 3(2-2-5)

Explorative English

inszaEasngudiuniaile wa g @eu Adwiuazlaensoilunisdagianis
anunsnldneg Twudunanna THud n159719umunIsIAmnng n1sanslsauss Audumesiin
s mamilunisfaansssndnstszme naslinnundanguluauiniy Yaznimesauniu
n1aReans o Arungeamdndes ganing naadinTulsauan nisedursmanisollife
Uazaas NMTau DA BN UAZNNTSULUTEN BN LILAZ AN

Skills of English language: listening, speaking, reading, and writing, vocabularies and
English grammar for different situations in communication and effectiveness in international context

including trip planning, flight and accommodation booking using internet, international phone calling,



30

communication in airport, airport announcement, communication in customs and immigration,

communication in bad situations and party

001204 ATEIBINGEAIINANN 3(2-2-5)
Step UP English
Fadinendsnguiiieadasiudinsnsuasde uianuszdnin ndnnatinudngy
Tunnails wa g @ew THud nadenfiuad nadouagUanuenie nagmuazdiemantig
M3EHNTUALANT19 NTRRaHuazIsriausdayaiiiulas Tsmidanisfnuuazendn
English vocabulary related to news and media in daily life, English usage for listening,
speaking, reading and writing including e-mail, summarizing from media, news reading and sharing,
data interpretation from graphs and tables, interpretation and information presentation for further

study and future careers

002201 waliiaelaaan 3(2-2-5)

Citizen Mind by Citizenship

ans unumuazniinfirasnaiflasludsauynsedu Anenan dlnansiany A
ndtyay waiflasuuszanulng s3ussaunivisndn nnadudadndunialfeuudamiedns
LA TAUETTNUALNTUA MAINIBITUTTTHIAN

Rights, roles and duties of citizens, volunteerism, public consciousness, gratitude,
citizenship and democracy, professional ethics, the changing society, cultural appreciation, adaptation

to social and cultural changing

002202 RIANWNIMNETTH 3(2-2-5)
Multicultural Society
N TUAIAN AIANNYIMUETIH N1FTANITDARLATAITHIUUTI IWRIANNATRNEITH
nszuan sl asuulaslufIaNLarTausIsnlan a18uu ATTNRAINNAIENINTIANLAS
FANEITHIBBITUINY 4 N1A FITANTEURTHATANEI TN
Man and society, multicultural society, bias and violence management in multicultural society,
social and cultural trends in global, ASEAN, social and cultural diversity of Thailand’s regional, Phayao

and University of Phayao dimensions
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003201 n1sRasmsiudIANAavA 3(2-2-5)

Communication in Digital Society

AamERug A llad a1dauad wenfund uazaruudadny winnssnunsrsEgAe
pavia gansamdlrdAidnnaeing niatiluaunandiinemdnlui® waslusunslszandiie
AanARAaNaN N3RLAL Annses uaniRonassdoyaiierianiilunnsinmuasdinlsen i
msfeastundodnednnendlaiatfiadesrasuandulinungmaneiifoatia

Fundamentals of technology: hardware, software and networking, innovation in digital

economy, electronic commerce transaction, office automation program and software application for
multimedia production, search, screening and selection data for work and daily life, communication

through online social networking in accordance with ethical and related legal regulation

003202 n'liéhﬂ'liqwﬂ'lwLtaxﬁatmﬂé’@u 3(2-2-5)

Health and Environmental Management

LUAAAFIGINTNUATRILINADH ANazgEnNNTY A0 B19uo] Tadeiifinadaganimn
ﬂﬁ‘jﬁmi’]:ﬁﬁu@?&fﬂﬂLLNuﬂ’]i%/‘LI‘]Ji:iW'WuEI"IM’IiL‘ﬁ@?@ﬂ’]w Nﬁmﬁmﬁﬁwmwiu%ﬁmﬂizﬁ?’ﬁu
ANANANESzd e naliugEnIn Snnisuaznisasniiainig Tsaszuin Tsafinsienis
AL lRnN1999193 nasufeduglAss feaseund nM9919uNLLasd ANty
FAnszandu nsTanisuazulsgigzuarnns Enasegalserdn

Concept of health and environment, state of health, mental, emotion, health factors,
analysis and planning of healthy consumption, daily- health product, relation between emotion and
health, recreation and exercise, pandemic, Sexual Transmitted Infection, traffic accident, planning
with accident, natural disaster, water management in daily life, waste processing and environmental

saving

004101 Aauzlunisaniingin 3(2-2-5)

Arts of Living

nn9aE19usITuRNale NTRLT AN ELAZN19ILNLNITAINE AR g oinly
PLBSUAZEEY nAniAsugRanaLiies nadiuiinfasunAniasugianaifies nszuiunisAn
LI ARRLATIZY AREENATIA NITATUANLATNITIANTITBITH

Inspiration making, goal setting and life planning, appreciation in self value and others, goal

setting in life and planning, fundamental of sufficiency economy, lifestyle concept of sufficiency
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economy, thinking system, positive thinking, analytical thinking, creative thinking, emotion control

and management

004201 UARNATWLAZATSUARIEDNTWASAN 3(2-2-5)

Socialized Personality

ANMNAIATYIBNYARNAIN NFLETNEZNYARNATN NITABUILARNAINNINNTY 2197
Ta w198 Faussaning vinszniaya ufigue AndnuuziRelssaednudndnuolan
NRAENAENTIE NagTaniuiudean nsUsudaluuundsannauardsanlan

Important of personality, personality development, personality development of physical,
verbal, mind, manner, Thai culture, public communication skills, desired traits relating to University

of Phayao's identity, living in a society, self-adaptation in the Thai and global social context

121101 N15R¥UGNT 3(2-2-5)
Business Finance

Wmaq%’élﬁmﬁumﬁ@wqiﬁ@ ARIANITNN NI9FLATITAIUNITRN YRABUIARLATYAAN
aqiiu Taseasrouazfiuyuesl@uymn wlouian1s9ng Suiume unasluyusrezens SUadym
N99ANTTRNYUANUIAEUN IUUTEHIIRUAR N139ANITRUNINENY WAL me@unui:ﬁzﬁgu

Introduction of business, financial markets, financial statement analysis, future value and
present value, capital structure and cost of capital, dividend policy, long-term financing, capital

budgeting, working capital management, cash budgeting, current asset management, short-term

financial

122120 HANNISIANTS 3(3-0-6)

Principles of Management

A Agadundnn1sdnnig ATmNIN19TNNNITTANIT N19979uN N199R
AIANTT ﬂﬁi‘;}/ﬁ‘l‘}_qlﬂﬂ@l,"}.lj’]ﬁﬁ\‘l"lu ﬂ’]iﬁl/ﬂﬂﬁi LASNTIATUAN ATWHHIBIANS LL@tLﬂ%ﬂQﬁﬂﬂ"l‘j
danaaie vl

Introduction to principles of management, evolution of management, planning, organizing,

staffing, directing, controlling, organization development and modern management tools
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124132 nsUgydsmsugdsenaunis 3(3-0-6)
Accounting for Entrepreneurship
Aandialifigafiun1sdayguargduuunisgsfiauazeunisdn Uselonivesdaya
1119n71505yT ArTRRHIguarn1sausndiuye n18l3uldyarasssunn a183ulAnfyana

NEYRANAN N1EFIARNIE AERR W 1918 A1TIsiRNN B MSUHUITNaUAT N1TUANNS
Aunsng

General knowledge about accounting and types of business and financial statements, benefits
of accounting information definition and classification of costs, personal income tax, corporate income

tax, value added tax, specific business tax, withholding tax, tax planning for entrepreneurship, assets
management

126100 \AsugAansLiiassiv 3(3-0-6)

Introduction to Economics
ANHINNEUAT AN ATATY2BIATNATHANENS S2ULLATEEAe n1aivuasIallag
s 5 1 4 a a2 dy ¥ dl o/ =
URIA UNU AMNEANEUIIgUMALRTEUNIN N BuazuulAndafuAgINUNgRnTTN
Hudlam nquiniandn funu sralfvszenmd n1s@unisswiang wlauien1s@u wlauienis
ARY Fuila JBuila uaznisftsendnalssne

Definitions, importance of economics, economic systems, demand and supply, demand and
supply elasticity, price determination and market equilibrium, basic consumer behavior theory,

production and production cost, national income, money and banking, monetary and fiscal policies,

inflation and deflation, international trade

128110 KANNISARIA 3(3-0-6)

Principles of Marketing
AvnsLHasiuAgaiuNITAATA ATENNIELAENHNIN1INTITAana Jadedenanseny

fa9zULN1ITAA1A N19U5NITn1Taataldesfiu n1suUsdInaana nisiaenaatatt1nsne

weAnssufuilna nsidemanm nsea1aRAYa NstEeEDanIenIsAaIAtuns A NgAa

Fundamental knowledge of marketing, meaning and roles of marketing, factors affecting
market system, fundamental marketing management, market segmentation, selecting target

markets, consumer behavior, market research, digital marketing, use of marketing tools in business
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128111 weRinssugusilan 3(2-2-5)

Consumer Behavior

nanuaznslnasinginsanesiuslnalunisdaaulades n1stiasisingugnii
wWnnng m‘m“ﬁmmewqﬁﬂﬁum‘s%@"uméuﬁﬂﬂ Tumannnsdnanlata nedimszitiomn
yanaandnsniseasfuilnn namifioya nisUsnfuniaian nnsdnanledouaznis
UL AHNANIENAINITED LEWNNNITIANN1989gnET AnSnarasimussTn Fan ngs
Asaunsa fifidanisinanlanargiuuunsdnidudin suuuundvasmgfnssunisuslnn nne
Amsdifadunialurasyana wsesgslauazyadnain nszuaNnssus Bawd virmal anduas
nsfnAspsInsreiuilnn nsusdonsann gaaeresfuilnn nsuszgndlilunisiimun
ARYNTNIINITARIA

Principles and analysis of consumer behavior upon the decision- making to purchasing,

target group analysis, consumption and purchasing behavior including steps in the decision- making
process starting from problem identification, information and fact finding, evaluation of alternatives,
buying decision, and after- purchase evaluation, customer journey, influences of culture, social
groups, family upon decision making and lifestyle, new modes of customer behavior, internal factors
such as motivation, personality, perception, learning and attitude, and consumer rights, market

segmentation, generation of consumers, formulate marketing strategies.

128112 ASARIARANS 3 (2-2-5)

Digital Marketing

NANNITARIAFANA FNTWUIARBNNIINITARIARATIR NITRBMUINALNENITARIAFANA
n19gslagnéneanlad nsna1nRATaBedinE nsseneulsraunisnlungnéenulad nsld
LAEDITBUAZNITAINUHRNNS R AT LABRATA N1TREANTNITARIALAZE BV NRDEITULLL
Aavia neRaIaifiontBerswasad nmanandedannaulal naaiwyadiainieyauas
Bumnasisin ﬂ’]i@]@ﬁﬂuuLL‘W@@]Wﬂ%NﬁﬂdqLﬁ@ ﬁugmmilﬁmﬂizﬁwﬁmwmﬂLﬂ‘%mﬁﬂﬁum N9
ynnsnaIaRs el funuwBuna i

Digital marketing fundamentals, digital marketing environment, digital marketing strategy
development, digital marketing funnel, digital relationship marketing, delivering the online customer
experience, applying tools and campaign planning for digital media, digital marketing communications
& mediachannels, creative content communication, social media marketing, internet of value, google

marketing platform, fundamentals of search engine optimization and search engine marketing
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128220 N15ATIERNNNITARTA 3(2-2-5)

Marketing Analytics

A pediufeatiuniiinsnsinienisnann 1AaasdeuaznaEUaNnITIATIZIMNg
nranaaiesdin nsdiasnzinisudedn n1siimsnsignén nnsdsndulszandaimmnag
N9AAA UAZNITNYINTNNNTARA

Introduction to business analytics, tools and process of basic marketing analytics, competition

analysis, customer analysis, marketing efficiency evaluation and marketing forecasting

128221 M5 HAsasiiantsaaaiaaiRantsinaula 3 (2-2-5)
Digital Marketing Tools for Decision Making
ﬂ”ﬁﬁLﬂi’]:‘v?mwﬁmﬂ’ﬁLm:miﬁ‘mﬁmjﬂﬁ’mmmmm ABn19m937AN ﬂ’ﬁfi/mwﬂﬂ@ﬂwﬁ‘

N9NNTAATA N1T3LATIZAANEDLLAZ AN B ITazey n19snanlalnenszuaunis

AngmanaALEl uastiadesdaninarmeRaaiiansirasitaya
Techniques of digital marketing forecasting, demand analysis and evaluation of market

potential pricing methods, measuring market strategy results, conjoint analysis, analytic hierarchy

process, applying marketing digital tools for data analysis

128222 ANSUFUITHAANRAUNZSIAN 3(2-2-5)

Product and Pricing Administration
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Concepts of product strategic planning, product management, product assortment, product
mix, brand, packaging, labels, product lifecycle, new product development, community product value
added, analysis of the competitive environment, creating a competitive advantage, influencing factors
of decision pricing, objective of determining the price, pricing policies, store operations for staff,

product order process, product expiration and deterioration check
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Digital Distribution Chanel Administration
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Meaning, significant, roles of distribution channel, types of digital distribution intermediaries,
selecting and evaluating distribution intermediaries, Omni- channel, ethics in marketing channel
process, basic of logistics, digital supply chain analysis, procurement, forecasting, inventory and

warehouse management, transportation management and logistics management technology

128233 N1SUSHISNTISHILASHATISHRIA 3(2-2-5)
Promotion Administration
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Principles, importance, roles, objectives and practices in making key decisions necessary in
sales promotion program, factors affecting sales promotion, sales promotion mix, advertising, public
relation, sales force, sales promotion, direct sell, selection of the proper sales appeals, sales promotion

directed towards company’s sales staff, middiemen and ultimate consumers, planning and evaluation

of promotional activities

128320 N15USHsNISATUAN 3(2-2-5)
Retailing Administration
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Concepts of retail marketing and its organizations, decisions on store location, layout, building,
fixtures, equipment and merchandise management, buying, handling, control and pricing, store

promotion and customer services

128321 szvileudsiqe 3(2-2-5)

Research Methodology
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Meaning and importance of marketing research, research design for solving marketing
problems, research procedure for understanding customer behaviour and creating effective marketing
strategies, research planning for specific circurcumstances and company’s resources to obtain

consumer insight, data and sampling collection, data analysis, writing and presenting research papers

128322 N19ANIALAILTHINM 3(2-2-5)

Quantitative Marketing
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Formats of quantitative marketing information, quantitative marketing system and tools,
marketing statistics, designing and collecting data, quantitative data marketing analysis, cluster
analysis, association rules, customer lifetime value evaluation, structural equation model, software

applications for data analysis, applying quantitative marketing for decision making and visualization

128323 WIANTTHNTIARTIALINISAINS 3(2-2-5)
Digital Service Innovation Marketing
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Meaning, significant of service marketing, service innovation, digital service marketing
characteristics, customer behavior analysis and research, digital service marketing strategies, service
marketing innovation development process, service quality and standard management, digital service
innovation, personality management, service compliant and recovery, customer relationship and

wellness marketing

128324 NARYNENTARIARANA 3(2-2-5)
Digital Marketing Strategy
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Meaning and significant of digital marketing strategy, strategic digital marketing process,
vision, mission formulation, competitive environment analysis, digital marketing strategy formulation,

competitive strategy, sustainable marketing strategy, strategy implementation and strategy control

128325 nsaanuULLiansAaIaRaA 3(2-2-5)

Digital Marketing Content Design
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Elements and strategy of content marketing, heading, article writing, content marketing plan
and strategy, content media distribution, content marketing matrix, visual storytelling, analyzing
results and tuning content strategy, importance, types and formats of media, creating data

visualization, trends and future of media marketing, and marketing communication planning
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128326 n1enaaduIARaNiIeiaya 3(2-2-5)

Data-Driven Marketing
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Infrastructure of data- driven marketing, funnel marketing, consumer centric marketing,

search engine optimization, search engine marketing, re-marketing, google analytics, google

keyword planner, measuring digital advertising effectiveness

128330 N1SARIALAININTTHN 3 (2-2-5)

Event Marketing
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Overview of events and sponsorship marketing, types of company events, event marketing

strategy framework, publicity stunts, designing and improving the attendee experience, types of

marketing engagement, virtual meetings and events planning

128331 N15UFNI9N15218 3(2-2-5)

Sales Administration
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Roles and importance of sale management, functions and responsibilities of sales manager,
planning to sales, line and staff of sales force, sale policy, market and product analysis, planning and
analysis, zoning and sales quota, selection and training of sales force, benefits and evaluation, budget
control and sales expenses, salesmanship, service mind, sales force and other efforts, and evaluations
and control of sales, selection of selling methods, credit, collection and sales financing hiring,
fundamental store operations for cashier and general tasks, personal hygiene treatment, maintaining
shop’s sales areas and equipment cleanliness, product sales process, providing services at cashier

and work safety

128332 AISUSHISASIRWAN 3(2-2-5)

Brand Management
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Elements and factors influencing brand success, theory, principles and strategy of brand-
equity building, brand name, brand mark, trademark, copyright, symbols, slogans, brand
development, packaging integrated marketing communications tools, creating a high- quality

reputation and brand identity for international recognition

128333 N1SUBMNTHARA T IRHUAZN1TUSTTIA 3 (2-2-5)
New Product Development and Packaging
ATLUINNITNAHILALNIFINUHURUAT D UT AT 9 m'ﬁﬁqmﬁmﬁm%’éfmu%’ﬁ@jmmm

sULUINARSMTUTRNTTs WARdnTUFuselndvdanfndouedanuuny dunaunisasng

WHAATHAR NIINARNTBINHIAIIHARN NITUTATUNRUNIAIINAR NITVIARDUUNIRARAAS 4]

Tyl meaRlannsUszifingans nszuaunIsaenUUULIIIRo n1sidenTTanuUsaqsins
New product or service development process and planning, launching new product to the

market, type of innovative product, modified product and counterfeit product, idea generation and

screening process, new product concept test, market validation technique, packaging design process,

packaging material selection
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128334 N1SANIABINTSNAN 3(2-2-5)

Cause Related Marketing
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Principle and importance of cause related marketing, creating marketing activities for charity
and society to satisfy customers, consumer behavior in ethical, charitable and social aspects,
behavioral change of consumer, profit and non- profit organization, media management and brand

management by marketing activities for charity and society

128335 N19ARIANTITLNYAT 3(2-2-5)

Agricultural Marketing
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Roles, importance, scope of agricultural products marketing, sufficiency economy significant,
national economic and social development plan, supply chain of an agricultural marketing, thai
agricultural products and their marketing systems, roles of private organization and agencies played
in agricultural markets, the development of thai agricultural products, agricultural products value
added, agricultural marketing channel and pricing, roles and policies of thai government agencies on
development of agricultural products, problems and solutions in agricultural products marketing and

operations, agricultural targeting and marketing mix
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128336 N1TANIAGANINNTIHNDING 3(2-2-5)

Marketing for Food Industry
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Definitions and knowledge of food industry marketing, importance of food processing, supply
chain of food industry, analysing and planning of food industry marketing, consumer behaviour of

food industry, consumer buying decision

128337 A1SARIALNBRILINTDN 3(2-2-5)

Green Marketing
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Principles, significances, objectives of green marketing and sustainable business,
development of sustainable business, environmental responsibility in supply chain, green packaging,
small business with environmental responsibility, collaboration between community and business,
green marketing values and behavior, renewable energy marketing, marketing research on

environment and sustainable business

128338 n1saatnaaulals s uNRasinviTN 3(2-2-5)
Online Marketing for Local Product
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Local product types and attibutes development, creating value added for local product, local
product planning and management, competitive strategy formulation, selecting online distribution

channel, creating display and video for online media, measurement and optimization
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128420 JilsznaunistARIva 3(2-2-5)

Entrepreneurship in Digital Era
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Meaning, concept, role, special features of entrepreneurs using digital tools in operating
business, business model canvas, finding for new opportunities to invest in the corporate world,
starting a progressive management system, digital money management system, capital
management, the risks of operating business and establishing guidelines for the operation of the

business in the form of a business plan, making business plan to determine the direction of the

sustainable business

128421 ASIANITNTTANIA 3(2-2-5)

Marketing Management
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Marketing plan design, marketing model analysis and development, marketing techniques,
determining marketing’s mix strategy management, determining marketing policies, and applying

case studies and practices for marketing plan development

128422 ANHWT 1(0-3-2)

Seminar
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Situation analysis, problems and marketing trend discussion, case studies, personality
development and working skills for promoting in business organization and arrangement of marketing

seminar
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128430 ANSUSHITARIARARANBDU IR 3 (2-2-5)

Digital Marketplace Management
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Online marketplace analysis, elements of an organization’ s online marketplace, online
marketplace mapping, tools for assessing digital marketplace, digital demand analysis and
implications for marketing planning, online marketing intermediaries, capturing the consumer insights,
use of big data from web analytics, social media monitoring, creation of insights for speeding up
product development, finding competitive edge and uncover marketing opportunities for business

decision making

128431 AMTUINITRNATTHARSURLNITARTATHNUENTN 3(2-2-5)
Customer Experience Management and Relationship Marketing
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Meanings and significances of customer experience management, relationship marketing,
managing and analyzing customer database, customer classification using customer experience base,
creating customer satisfaction, usability of customer data to design products or services to increase

customer loyalty

128440 N15EIN9TN 6 wuanfin
Professional Training
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Training, learning, gaining experience, improving working skills in marketing in private

enterprises
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Co-operative Education

AFUGIR e iRl szaunisaluazinuzimunisdnanisssuuasmunefidosse
AUTZUUFIUNANUAZFITUAIVIAY 7 ANTUINIING Usznauniszasiuiiiduluntdnang
9999319 N1FUIMI3TANITIINSNEINsyARante TuETL nsdantsdeyareenineu nns
AUTTHLA TN UIANEAINAT9 19182 89WiTNeTH Tueuiifgadasiunisnatnluaniw
Usznaunisradenyy lnefinisysonnisasdannadsng g Adeuntuniangud uazannisfin
UFiRiasaiingasii fnnsvinlassmiifaatiasiunisdnnisgsianiafinasieln

Working, learning, gaining experience, improving working skills in management of
information systems connected to central systems and branches, shop performance management to
meet the business goals, human resource management, employee information management
promotion and development of employee competency in marketing in private enterprises by
integration body of knowledge both form theoretically and operationally, project work relating to

modern business management

128442 n1sANuIBASE 6 Buaafin
Independent Study
A19ARAYY N399I deYa 115398 N1TAASIEY NN19TENTIE9N NITHIANBUAS
aAvseTiadenedinunisnans
Studying, collecting data, researching, analyzing, report writing, presenting and discussion

in marketing topics

146200 NEIBINGEINBINGUIZHIALRNE 3(2-2-5)
English for Specific Purposes
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English in more specific contexts through listening, speaking, reading, and writing skill with

additions of various speaking and writing topics
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Technology for Business Applications
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Basic concepts of applies technology in business, entreprise information system issus,

understabding process in business computer, technology application for various business in specific

ares, information management system, business analytics, application and software for business,

web technology and innovation and other areas

AMHUNIYABILRYSHASIYAAT

1. W@IFIHAIALUIN ANy N2IEN

2. iaaludnsud 4 EUaRaN SeuiNTaaInISANEN
2.118%2 1 W SeAT TR LT TR 1
22182 2 WD A sy iU 2
23182 3 ZEUaHtaN SR Tusysudn 3
24187 4 PN sneAg Tus iU 4

3 w@eluaduil 5 wnnads yinaavia] luaaAen
31w 1 ENgiaN wmmﬁﬂmﬁyugmﬁmﬁﬁw
3.2 187 2 AN, WHIAIT B NN AL
3.3 189 3 EUalRaN WHIAITUBNLADN
3.4 187 4 EUalkaN NHIAAYTRNUTZEUNITOREITN

4. wulusdiuf 6 wanedi DUNTHYBITIETNT



3.2 %. NN WRPURASUSEINAIUSSUIYH AT Lmzqﬁuqﬁﬁwmmmsé

3.2.1 mmséﬂs:fé’mﬁﬂgm

. vaainslseanna AR gSantsAnun
A9 #a - ANA - A4 123U . b
Uszruu %NS FINNOTUN
1% wneAaRdns ¢ wlsan 35705013XXXXX 197198 Ph.D. Management and Business — Aberystwyth University, UK 2562
Marketing
M.B.A. Marketing Cardiff Metropolitan University, | 2552
UKk
2RI NN9RULAZNITEUIANT NIV TRETIHATUSAS 2546
2% WWADEY TN ﬂqﬂﬂ%u 15601000XXXXX 2719198 Ph.D. Management and Business — University of Manchester, UK 2561
Marketing
US.H. A9Ra1ALazn1gLu PRINTUNININYAY 2556
NUTENBUNT (HINNE5)
CRTR N19FANITNNTREFS PRINTUNININYAY 2551
(WH12P) (AeaPfanauay 1)
3% WIENHANIA TAUENINIIA 31009047XXXXX 219198 MLA. Bumesinuaznidiyd NN RUDEANT Y 2545
BRnnsafind
UF.1U. N19ARR NN IR B NN Y 2542
4% WILATIES AIATINTINIA 31009000XXXXX 219198 UB.H. NN9IARA NATINEIAENTINN 2544
UB.1. NN9IARA NUINYIRENHNT T 2540

Ly




. P \naURsUsEaag AU . - AnFan1sAnen .
ety %8 - AN\ _ A 12U . |
Uszanuu ehahien NHNIY
5% | weFund dounzaed 55699900XXXXX 81971581 M.B.A. International Business Johnson & Wales University, | 2540
USA
UF.1U. naciGaly NIV REB NN Y 2538
NNIENAR * B1ANTERTURABBUNANGAS
- 3 U U

514




49

3.2.2 819158N LAl

ra
— LHN-

4. 29AUSENAULNYINUUSERUNITHATANHUIN
mgUsrasddiaenisiadindusrauntsallidnndnnendngnisrinauads nangms
THavuaaniafnen n19inIIunsani1sanu1dassiiaidanasnzidonsan lagd
AMzNTINN1TUITImMANgAIRasniingey laavianinflunisfindesniuisznaunis

[ @ | o % I dlo/ a & = o’d‘ = GEQ/
AMLNTINN1TY WU guasauiudaunuan N uiduddadun  fe1913dfiusnenli
FILHZHN WAZAAMIH IPEININE i N AaRnEN 16 dUa Rnens 12 §ani Snn9vinanesn
LAZATTHIEUD

4.1 NIATFIHNANTTLTENEVBIUTERUNITUNTARRIN

A o

AHANANTIINANTSBeREsraunsainAswINIeIiAR 6

1. 83y ausnUfifnueungsuideuresanuiiney

2. Th5uinuelunnsufifeiueinaawlszneunis aasaauiiaaiuinlely
@

nannng pasdniuluniadeusnguinngsi
5. fipnmuazinuzlunislfindasiagunsel Aifaadiasiuem wismafinisnng
yinsmlusamnfifinem wiosisaunsaysonnsarmdiidesnioinlu e Temil
4. gnsalEanadifielaeunsAsnaudtign iuaniunisolads
5. fsz1faudle asanan WnleTmusssnesdng antsadsudadinduanis
Usznaunis i
6. firnmndnlunsuaasnan uazsinnAnaseasaduliusslaniluniiniing
W
4.2 7991981
anfiafnen neiinauEnnisAnendssy nAntaRnEane SuE7 4
4.3 NFIALIRIUREATT DN

o @
"VWL@]NLQ@WT‘H 1 ANANITANEA

5. 4aAINRAAYINUNISANKYIBNSE
5.1 Arasulsinsa

ANV aNISANEIBaTY 97490 6 WHeRe [unI9AnuIERASIEaeaueell
o/ v dIQ dl U o/ =Y % ana o 1 U v
WadafilanaulauazifgadasiuanIEn A IuN19ARIALATN1TARIARAYIA HIUN19E519

HAITHATBUAZNSHgENNUsnd T IunNsYinnsAnundasy Huaunwesnisinundasyi



50

Faau Tnafisneemiidonias Snmaiiawenaei uazdminmesemuningUuuiignies naslu
sreznafindngmaimunatnuntenin
5.2 NIATFIHNANIGLIENS
5.2.1 AMUAMNETIN 938TITH
Pain A AR ADIETTH T3E59TN WarBedndgaan Hesaenuasnilunng
yiAdeuaznsUszneAnin Sandedpdgein fbuazamnsoudmananli
5.2.2 AMUAIINS
drmuazamidnladeadundnnisuaznguididnhuianAdnu
5.2.3 fnuinezneileyen
Anagafiansugyrsuazedtadusruy ansadszuoadoya nangiu
waAnuazdAs1zA oy [fAseaues wazanisadillusegndldueuddaldos1of
Use@ninn
5.2.4 AMINEEAHNRNAUEIENINYAARLATANNIURATEL
ANHNT0INAIUATUAAS AT HAALTUN S BT UAASGATDENIMRNZEN AN
LU 9T uazANNFURRATEY SN1T AN AT B FatnfissAnE o

o/

5.2.5 FinuznsiATsdidediaey nsdeans uaznnsmalladansamne
fyinyrnisT#asaieseiiBelsanalunisimssdiiioys wanaunung
AFUND UALLANBLUZLUINIIAINNANITATE NEBUTITINIT0dNaNENAIIWATE B ENT
ﬂizﬁwﬁmwﬁy’qmiwﬁmmuﬁm mmwﬂi:qﬂﬁﬁ%mﬂTuTzw@mimmmm:mﬂﬁmmﬁﬁﬁmuﬂﬁ
ANNZEN
5.3 %A9LINT
AANMSANENUANE D7 4
5.4 91WIUREI8TA
6 vdnefin
5.5 NSLASHNNTS
5.5.1 fAnAaniefianlefnuiuazaaAEnyneinanenssilsnunaesusaz s

T WIaNMINUNIUITINNTTH UHIAR BT uazeuideiiiienias

5.5.2 AARFEBEND LATITNNIaRNYNEaTTAa A9 U aa 19131 tag

|
C a K

[ = 45 v =4 a = =1 = a
grdasfianansdifiutenisifanuiurey SanavaraintToameenEausedrniafinen
gz lFusasannanssilinuin1sAnEd T

5.5.3 SAaArNIgr0d TwLe19198TIUENYNaE19TeY 6 F0 luesadUAE WEaNTI

Thiinanufinantiuarsnesuanfinvdilaefienarsdivgneduiamnndaaynass



51

5.5.4 anlARNsiawenasuuull seasuazuuuinan
5.6 NTeUIRNTITUSEIHUNE
5.6.1 faaulasiiunanisGauiresifnmuinglsrasAeessedsnn1fnedase
5.6.2 HEBULAZHIIEULITRNNANTIEEU TN
5.6.3 an9nadiiUAnuntaznfuanafnainunnsiiade

5.6.4 ATLNTINNITUSANMTHERaNaIHITe UL U e asiEaLuLUInan



52

P a 2 s a
NRHNION 4 N@ﬂ"lil,‘if—_lug ﬂﬂﬂ“ﬂﬁﬂ'ﬁﬂ'ﬂu LAZNISUSSLHUNA

1. msﬁ’mmqmé’numzﬁmuwmﬁﬁm

qmﬁ'ﬂum:ﬁmu

o A = =Y
ﬂ@qwﬁwsfaﬂ@ﬂssmmuﬁm

1. fUyARNAN

AN1SHDALISTNLTDINTITUEINTY N15ETFIAN WARANISL9591
ADENT NN RNANENA Tuunesefnn
Annisuaasaanuiasiden Asa1viav1etun1si I aua NI

1 = =
DEUNHBRBIUN

2. AMUATIBTIN 385N

LAZTTIYIUTTUIUTN

finstiAned LaraAWINAMETTH 938533 (NI 8RR

v o/ = v ¥ A a
WindaniaBeunisaeulneUgnifigieniassenussndunis

U

[ [ I a a
Usznauangn lnedadBaudueudnans wu snedmsudeuis

U Y

A5y Adnarfesiiedasssnensinidelunisifiusousonioyauas

RIGERRT RGN

3. AMUNNIZEHILATNTS

o @ A
PNINTIULUUNN

o = a & a 1% o [ 1 a o

ﬂ'mumsfﬁ34‘swqﬁfl%quﬁmmmmmmﬁuﬂqu LAZANITNINUA
wansdnngulunisvinsiesuaasnan laaliianynauded
A399H BN TN ANeT1997% WieLTuntsfinTHRRe [Ha%19nine

HHLAZ3INN19IN9NIINALRE Y

U
@

- waunane AR Raumu i fiaunisdiuiansas

WaRnFsausuRaray  dnfinfiasadeadsstudaes wWu nng
v = v = 1 é s 1 3 =
3 e URTII AN B I URE NANNEND N1TRAIUTIN T e

LA NANHARN AT URAS AN AR

2. msﬁ'cmmmmgwwamst‘%ﬂufﬁuuﬁiméi'm

2.1 qiuﬁssm%ﬂﬁs‘su

2.1.1 NANNTIFLNEFTHAMETIH A3UETIN

1. fiAnundiyn wazinAniesIH 9385330 I lEunNIARNTAn

2. paeninuazainlumnuiuing

o £ ]
3. \ANINANS ANAFR HASAHATEBIALLENLAS

o

NBU
U
=
H

4. fananauarafinansnan Wiunadesidaortaasfens

q




53

2.1.2 nagnnisaauiitinauinisiuuidinuamsssy a3u559H
1. Ugnife i aaniuazfindsslomizasnisfinundun Amsssnuazasessas
Aandednd gain Finniaifaay
2. UgnisTimnsnngsznifavuazarnnsafiianliiduluansadavres
NNTINYIRYURLNY UL YRS TIAN
3. a9NuuUNI9EeunsaaRRAn [HRAnsuRareuTunNseungn uazaw
Fiaaft [F5unpumang
4. Ugnilslinanlinszvinnayasntunisasy wiUdeuganlunisinudesen
smrpsyAnaEands BidiuurlssTsmidaumaiinina)Afefenalaslomiansdanao
2.1.3 NRYNENITUIEIAUNANISITEUSATUAMETTN I3LFITN
1. Usmiulaeaausinngfingsesianmis idudeuuasiandEey
2. Uszifiulnangfinssunisuaniennaosfi@s n1sfadeTunisidnsanfanssn
aHReaas IR R lunsUfiRfeans e
3. UsuannANHSURRTLILAZNAIWARAR A SUNaLTANe
4. U9 RUaNN A TINEUD HATINAIT DN AU [FSU N UM e T uansiantaLiiu
wivszleminpadonn dfinansnsos

5. Ysznifinnnanszyinesnunissauuaznslsznginase

6. U5lfiNaN9189u2e9§UTenaunN1sASURRRR NI aaniafinen

2.2 A5

2.2.1 NANTIEENEATHAIINS
1. fanmsuazansinlafaatunannsuasmauiiiddn budewiidnun
2. EsNTaRARINANENIEmNATIN1T uazfina1ns T nAsee sananAri
AnwfteBiAuiunsasuutasuasdintananssnurasmalulad i o
5. @nnsaysanaAnEETAnETuAnssTumansa o Mifeodes
2.2.2 nagnnisaaufitinmuinisiFeuidinuaanmg
TnsaoulmannmaneguuuuHun
1. naussenetuiEeg wen1enN-RaL
2. navdnEasifuniiuazitmesiaReIuangy
5. afAvaefungy Tnefigaaudsionumnazuunisaendagdeudugudnan
4. ﬁm‘sL%ﬂu%fqmﬂﬁﬁmuﬂflfm‘i@%ﬂmﬂm‘sﬁﬂmamuw%L%@%L%mmfyﬁﬁ

& @ A N
UFeaUNITHaTINNUUINYINTN LA



54

2.2.3 ENTIAURLUSLIRUNANTITITUUEFAHAIING
UspifinannuadngnsnenisdenuaznisuUfiieesian ugmsineg e
1. NMAVARaULas

NNSNEUNANATAERYNLAUAYNAIEYY

UsAinanIneuiiiandnin

U AN NIRRT AAIANEBIATINISTINLEWE

Usfinannnainauesne i dsiBen

UszifinannuanisufifemvdsianssnlunisBou

N o oA e

UsziinanNTe9NresEUsrnaunsisuiaaina e aniafinel

2.3 inwzneiley ey
2.3.1 ka1 EREAInEEneilygyn
1. @inuen1sAnet1eidansniyos ArLuuasAsan AnRiEssAuasAnasnaiiy
FEUL
2. grunsaAiAseRilyny saadsrgndauinus uaznistfindasiled
wHnzaNfunsuitdey i (Fagnamunzas
5. §IN19ARUAL 990590 Anw AAgned uazagulsnfuilgnieilunns
ufitleynieseadassn
4. Wszaunsainenimdfifinmmnuannsisunnsufitigm Fegramsnas
2.3.2 nmgwﬁ'msa@uﬁ?ﬁﬁmmmsL%ﬂuﬁﬁﬁuﬁ'ﬂmmaﬂﬁyﬁyﬁ
1, ’%/G"Iﬂ’ﬁL%Eluﬂﬁ’iﬂﬂucﬁﬁﬁﬁmfﬁﬁﬂﬁ']’]N?LLZ\wﬂ‘J’]NL%ﬂ?@ﬁﬁﬁﬂ%ﬁ%ﬁﬂ’ﬁuﬂtﬂ’ﬁ
TR gnsRndimssiiamuaznisufidamsdiaiussuy
2. NTNEUMNIENINNTuTyrennlandiynn uaznsdifnen vdeaaunsol
s1ae9n159a WiRaeRETas N s TR munEzniag1ad oo T IERn ARG AT 297
Faup3nzh Ao imiannaagANF 19 yialuaneTAT wasHenaYTAY
5. WidnnsugiiReseluanulsznaunts ieifiuniaBensasniaudilynilu
ANIUNITOITIY
2.3.3 Fan19nuazlsziiunanisisauisiwinuznteilyya
1. Usuifindnnanuaunsalun1smesias e uasud (atloynlaenistdnsdifnun
TN LNHNITRAR

2. Uszifulngnismaudadeudasland wuuveaay WeedaNN U0l



55

3. U9l ANTINNITHNAUEIIE IR INT WS Y FUNANI99AU5Y LaAIAITHA ALTiL

ABUATNTN

[

4. Useifiuannaneeueasgisrnaun1sisuildaiinaunseaniafinel

2.4 ﬁ'ﬂmmwﬁuﬁuéswdwq AARLAZAITNSUN ALY

2.4.1 N@msﬁmuﬁﬁmﬁ’ﬂmmwﬁuﬁ’u%zmw ﬁ’qq AAR WALAITHSUNAZBY

|
gaa

1. Huyue s
2. AINITNVNATUALUAAIAINAATH NI DNTILTAITATUBL1INHIZ TR

YNUINABTAZ AN URALD L

v o/

= @ ¥ o o o Y o A % o @
3. HNMZAMMNIL BN RILAZARN TN mmmﬂ’j‘umLﬂ’mu;ﬂ@ﬂmmmmm INIULL

finlFagefitsz@nnm
4. fanuSuRnreUM TR ZenERnaLazAT Inatasiaifing
5. Binuzlunisanfiudin lunmniamsses
2.4.2 nagnintsaanfitiluniswauinisZanidiwinu aruduiugsendns
UARRUAZANIUR ATBY
1. danisBaunisaenlaaseuninguiiinfenssy wiunnsfufaniusszndng
AAnAEfARA AARTUaNeadiann RARTUYAARANLENTINIaINMAINNATE I RUETTH

[ [

2. AAfANTIHNITRLUNTHBULATHEUNNILINUANEAARBINUNANGHS Tasiis

b
2.
)
=
=
™
)
=2¢
)

ATAAFABUITAIUN NTAUANTBYR TLATIEUAHIAUDNAINNIUHT N

5. dauszaunisoiniaideusluniadfuiaidaasalminmiuinwaznis

LAPNBBNYBINIITHNN
2.4.3 NaYNEN1TUTEIRUNANITIT 8RS AN EEANTNANETE NI AARUAL

AHSLR YA

1. U’iuﬁlﬁ’]ﬂN@G’MﬁTﬁ%ﬂNﬂll’lﬂéd’l%l‘ﬂ@@ﬂ@i}lLLZ\I&N@Q’IH?I@G%L%EIMT%ﬂZ\jN

2. UsmfiumnuduRnreuTunnsBauazaineunng ﬁy’ﬁwmﬂmm:iwmju
ﬁfsﬂm%"ﬁLﬂquﬁﬂﬁﬁf‘umiL%ﬂuLmzwqﬁmﬁuTuﬂfﬁémmw%ﬂﬁ@ﬂﬁw

3. Uz AungANaHNISLaRIANAATIW N1SuaRIEDn Lmzmiﬁmu‘iwﬁ’uéﬁu

FenNITRINATII MRS LN 8



56

2.5 WinuznsAAsERlBeRaLaY nsiess uaznstamalulagansaue
2.5.1 uans3Enginwinuznsitassiiieiaee nsiesns uaznstialulad
HVTHUNA
1. finuztunsTiinaesflefidniiuiifiog huilaqiusenisinemiifeadosiunisg
Wasmuneuazmaluladdoansasnefiussansnmuassvinviu
2. anwnsoufi il laaliasanmemendinaanivdaiiatfnnyszyned 4
nssIWERRLasufiTyiAeadesednsadeassd
5. fvinuznstinunlunnsfesstunguaumanniansliodneiuszananm
2.5.2 nagngnrsauiitinmuinisideuifinuinuznisiiasieiidediaiae n1s
Aaans uaznsimalulagansaume
1. nsdmfanssaniadenniareniiubinan Fnineznisdoassndnyans
yannanm nes wazntsdenlunguiden stndnefdnuazanansdiaeu uazyaaaiiiuades

Y

TanunITaiinannans

2. nsdmdszaunisainisBansiideasuAian fidenuaslEmalulad

fm‘mummm:mi?&@maﬁmmﬂwmggﬂu:uuLmzﬁﬁm‘ﬂmﬁmimwmﬁmu
2.5.3 FEN19IALATUSZIRNNANTISITENEAWINBEN1TALAT AL TR LAY AsReNS

WASNNSIIINA LA ERITERYIA

1. UszAnaNNa WA NTTNA TESUNaUMHNE

2. Uszinannnisinanenanmsinatarnis e aiEnnsafindlunisinians
NRITH

3. ﬂﬁ:lﬁumicf%mmL%ummmmmm:ﬁﬂytzmiﬁ"@miﬂmLwimqﬂmw’%@
iqmmﬂ@:ﬂumuﬁﬁﬁmfué’uﬁmmufumaﬁﬂmumﬂmm

4. UszifuannnasIniinan (#aiasnsfiZesinien anans wazn1sidmalnlad

NIINRNGF

2.6 quw%ﬂmw
2.6.1 Namsl,’%ﬂuﬁﬁmﬁ’nmquw’%ﬂmw

g

1. #And aosdintauamudsiunAnee s ansfiRNARLU LAY TMIETIH
2.6.2 NAENENTRENATEANMUINITEeRTFUrEaaIn
1. 9ANANTINAUEENNTEEUS

2. NﬂmLm‘iﬂLﬁ@mLﬁmﬁ“uquw%ﬁﬁ@ﬂsfumué’m@hﬂ



2.6.3 %‘émsé'mmzﬂszLﬁuwaﬂflﬂ%ﬂuﬁquw‘%ﬂmw
1. dunan1ssuianndntadugurae Al

2. USERRNAIINNISIN9INAaNTTH

2.7 INYLNITRILATNFIATWLATNNWILARNATN

2.7.1 N@msf%ﬂuﬁé”nuﬁ’nmmsmLa‘%uqumwLtazﬁ'ﬁumqﬂﬁnmw
1. Aquiidefiduadusianisguasnuguain
2. @TnRmIIYARNA N [FadwmEias

2.7.2 ﬂaqwémsmmﬁ"fﬁué’humm‘%qumwmzﬁ'mmqﬂﬁﬂmw
1. eaunsniilevuaznsUiaimanzanisedssag o

2.7.3 NAYNENTUSLIHUNANAHINTLTEUINITHAFIHFUNTWURS WM
UARNATN

9

1. UsnifiungAnssunisuansesnlagnisdoneasisuuazwanies S e

57



WHETLAANNTITNSEATEAMNIUR AT UNIATFINNANISITENFINNANGATY 518387 (Curriculum Mapping)

® AMNSURAYDUNRAN

OO0 ANNSURNAYBUSEY

5. iNWEN1s .
- . 7. in¥LNIS
. e A ATedina 6. .
. . 4. NELAMHANNUETZWIN . . AN
1. AMETIH AFUEIIH 2. Al 3. vinugnisileygyn . n1sRaRTS uATANS | Auvise B
yARRUA AN LR Az . . WRSNRKT
Wnalulad AN -
YARNAN
NS
nlalelw[on]laleo| oo lelew|lolelealew|e|ao] o e ) ) @
1. pimaedgANERA
001101 N5 &N B e e | ¢ | O ) () Ol O |O|e|O
001102 NEIEINEWELNNS DN () [ ) [ ) [ ) o o (o o o o
001103 nundengeglannite ° ° ° [ o o o o [
001204 AE1BINgEANTN [ ) [ ) [ ) [ ) e o (o o o
002201 waifiastaanan { N I N ) @) ) e o (@ O|0O @) @) @)
002202 FIANWYTRUTTIH oo ° O | O o o Ol e O | O °
003201 N5Aeans udsANFATA ° ° ) ) O |O| e () @)
003202 AN53ANEAMUALRIUINADN e o |0 ) e (o o o O o O
004101 AavzlunnsAnifingan ® ® ° [ ) [ ) Ol O |0O @) [ )
004201 1_4m‘iﬂmwLm:mﬂmmmﬂgfuﬁqﬁm o o [ ] [ ] [ ] [ ) [ ) o
2. RHIATUNRNE
7
2.1 FuNugdunan
121101 NM3R@UgIA9 O|0O0 |0 ] O| O O | O O] O @) @) O
122120 BANNITIANTG OOl e | e | e 0| o e (o | o e OO @) @)
124132 nstisyBamsugussnaunis O @) ® ) O O O O O ()
126100 \AigugAansidassu @) oo | o o e (o Oo| O O
128110 NANNITARTA ° O ® ) ® °
128111 wAnssnguslng O O|O|e o o e O Ol O O|O| O ©) ©)

8G



5. yin¥zNs .
. Y 7. INELANS
. e AATICATIANRY 6. A
. . 4. VNELATNTNNRESENING . . AUAFHFVNN
1. AMETIN I3UFIN 2. v 3. inwzneileyqn .. NTNDATT WAENTS | qun3e .
UAARKAEANNFURATAL . . UWRSWMHET
Mnalulad AN R
UARNAIN
HIFNWNA
(1 2 | & @] @O (1) (2) 3 | @ | m (2) 3) | @ | B | M (2) (3) (1 (1 (2)
128112 N1SARNARANA O O ) () ) ® ® ®
221302 L‘VlﬂT‘LATN@Lﬁ'ﬂﬁ%ﬁizﬁqﬂﬁ‘ﬂ%ﬁiﬁ@ e  O|le| O e | o Y °® °
2.2 Ay nenisAu
128220 N19ALATIZINIINTTAANA [ ) o [ ] [ ) o o o
128221 nsMLAdpailan1smanaRaaLens
. @) [ ) ) ) @) e o
finanla
128222 NMTUINITNARATHITUAZ AN O Ol e | O|O () O O| O () )
128223 N15USWITEBIVINNITNTLIERWAT
o ° ° o o | o ° o o
favia
128224 ANTUFNNITNITAUFEHANTARIA Ol e () O O O O O
128320 N9UENI9N1TATLUAN O O|lO| e | e | @o| @ () Ol O |0O @)
128321 suiflauAsady @) ° () e |0 @) @) @) @)
128322 NFAAIAEILUSN0S O @) ] e o ) e | o
128323 WIRNTIHNTRNIALINITAANE () () () o o [
128324 NAYNENITARARINA ) O ) () () ) oo [ )
128325 N198BAKLLIHENINSARIARAYA ° Ol e e o O @) () () )
128326 NMsnaaRiuARBusasdoya o O o o ° e o O O L
128420 FsznaunisyARaa O O|O|e|e® ° ° O| O O O
128421 N159ANITNNTAATA AN BN B ] ) ) o o | 0 ) [ ) ) o
128422 FHNUN e | o o ([ ([ e O ] e o o ] [ J
146200 nundanquiitedngUazasdianiy L N ) L ) () e o e | o | JNI
2.3 Ay nandsn
128330 N19AaIABNAINTIN ‘ ‘ ‘ O ‘ O ‘ ) ‘ ‘ ‘ ‘ () ‘ ‘ ) ’ ) ’ ’ () ‘ () ‘ ’ ’ ® ‘ [

6G



5. INYEN1S

7. INELANS

. e . FasrziiBeiaa 6. .
R . . 4. INYZATTNANNRETENIN . . AUATHGUNN
1. AMUETIN IFLFTIHN 2. AN 3. inweynetsysyn . . N19RANTT UAZNT | FuNTe .
YARRUAZAINTLAAZBL 5 . WRZWRNT
Mnalulad AN R
YARANIN
HISHUNA
Mm@ |G @ | ] @O (1 (2) (3) | 4 | () (2) 3| @ | 6| (2) (3) (1 (1 (2)
128331 N15UEN15N1928 O OO e @ O () () O|O| e ® O Ol e @) O O O
128332 N1FLINITATNENA O ® ® ® O O O O
128333 NTUAMTHARTDIT DANUATNTUTIY
. . o o [ o o [ [ [ [
U
128334 NTANIABINTGNARN | o o o o o o L o o o ® ®
128335 N19ARIANITNERNT [ ) [ I ) o o e O ([ J ® O [ J
128336 N1IARAAFANINNITHNDING [ (] [ ] [ ] o e | o o e O @) [ ] L
128337 N3eaIAiaRIwIAREH Ol o o | o | e | @ Y O el e O | O|le|O|O]| O O ) O O
128338 niananeaulald S UNAAs DTHTY ® ® ® ® e o | O O ® ®
128430 AUAMIIN1ITARAANANBWlaY ) ) () () e | O O ®
128431 NLAMITGNANTIUELALN9AATA
- ©) O(O|e| @ o o Ol O |O ©)
ANAUTNN
2.4 AnnsAnunads wariindszaunisoldudn
128440 N9AN9Y ® (o o|lo |o |o |@®@ | @ [ ] o o o ® (0 (o o|® o [ o {
128441 anfafnun ® (o |o o o o ( e o e | o ( o ( ]
128442 n1sAnuBwTy o o (O ] e o [ ® (0o | O o o [

3. nNAeIT RS

09



61

RNIAT 5 RANLNDT NS ARNAR RS

1. ngsuideuvdananinet wansHszaLATILLY
AaTaNanaznIsaEani1sAneduluaindatAuNnidAnaidasnz e 918qs

NI9ANYNTEALLRY YIRS W.A. 2561

2. NFLUIUNTIFBUNIATFINATH VBRI RRR
2.1 MSNIUFBUNINSFIHNANITTEUZ2 o ARnd s (idnSan sRnun
2.1.1 flszuuniananaaudngrsnisidenivesianlnessyiiudatidnonan
mafnuuasdlszneud 2 esszuunisUssiuamnmnnstuensaaiugandnun Adacinas

o °

yinmnsdintanssmsissaniuuazi lUsuiunisauussquadugns

< o A

212 919713945 URAIDUNANGAT TATRRANLNITNNITATIIFDUUNWNTHEY
sneAm nusiaznAden WeResanionnsgunantadenionsanedn samnasnisinuay
N17U5EIAUNAN1TIE 8N AR

2.1.3 mavaussulusyAusedun HiansuidunsGeuntsaenluseiusneinm
fanznssnnisiarsananminzaneesdoasy ATn1sTauazlssidunail Annaselszisiv
AUNIPTFIHNENITE RS TT A T TuununTaen uaznsinUssiiunanisidounnsiants
NIRIFIUNANTSEEUSIRHEAR

2.1.4 n1anauasuluszdunangnsannsvinlflaefszuunisdsziugmnn
AN AN AN YIATINNTIUNEDUNIATE AN B WS LAZ I TN

2.2 ANSNIMFBUNIATFINNARH VB AR RRANAIFNTIN SN

N3AANARBNNININEBUNINTFINHANTTELWIeAR Tagnisdavinlagenis
AnbWadNgNENaTadnITUsTnauandnaasufnuazrinnaf [FeundusnUsulanszuamunI
BUuN1IaULATNANgRT TaNTanITUaninaunndnges tnsasfivan

2.2.1 nnansellfsuvinaastiodin Ussifiuaindnfinfiauniafnen Tudan
FZHZIA HNITN NN AHTINABATNS AHEHNsaYesTIdinun19UzNaUD EN

2.2.2 nsUszifinanngusznauniavse limdia lngnisdunivelinseld
wuaauad mnnsdsmfinaanaitonelatuaannlsangfuaznisufifeweesinge

2.2.3 M3URNRUMISYE AHANTN TuENE B TR

2.2.4 Matlsuduantidafliszneuann duudansrnamsanuazanian
aanAriiBausaaiaanenaug Admmalundngaeafideailasiunislsznousidnaasiodia

sauiadalanaiiaweiofnfiulunisimumangss



62

2.2.5 ANHINIINANTIANIRNEUBNTINUTHRAUNANGAT AaAEnianyed

fRnlunnsGeu uazmariRBwifisadesiunszuaunsBaniuasiamnesdnanieosian

3. LﬂmeﬁmsﬁqL‘%famiﬁnmmuﬂé’ﬂgms
WulUaniszniangeyngsfinenanig Fag WNUTINIATFIUNANGATIEALLG Y Y193
W.A. 2558 LAazATNIDUNAUNNIANYIAYNLIYT 1698 N1TANKITEAULTYYIRT W.A. 2561
dl o 4
PNIAT 5 NNTANSINTTANET
i 16 nsiaue R FsuUS Yy e3
16.1 lwarantsfnungavineiddnszdnianisinen ARnezdosiuly
INTUANATIFEENTINITANET IAYHINENT1SIAUSNHIRaNR AR e THIZE9aT 1 e
7U91INTIANTALE
16.2 AFATFSUNSEna T ASUUSayneE FoelnouanTRnose (Ui
16.2.1 Baus1eAzen o ATuANrAngasuarionlaresaa1iniiu
uaz Hilsned s i (H5uanus | Wiadnug P
16.2.2 WezazinanBen f9d
16.2.2.1 nnaAnuINeUSyy7ians duian1sinun(Hl€nan
A O o =0 a =4 B A ° o
2 NANTTRNEIUNR dnsuntTaszifeuBauifinnaiuazliion 3 nian1sAnLIUnGa1nsy
~ =\ T @
AgazidenEeulNifinnan
16.2.2.2 nangnal3eyey1e3 (seaifles 2 B) dudanisinua i
Tnau 4 nAn1sAnYIUNG a1suntTasmsdauEedinnaiiazllneu 8 nian1sAnYIln®
) o ~ = 1 &
AmsuntTamzidenEeulHifinnan
16.2.2.3 nangnsUiayey93 4 U dudanisinelflsinen 6
AANTTANEUNGR F1rsunisamzidasuiBasfnnaiualian 14 nan1sAnE1UnBaInsunig
= = &
amziiiasEenllifinnan
16.2.2.4 nangnsUSoyayes 5 U dnFanismnunlflinen 8
AANTSANENUNGR F1sunisamziissEesfsinaiuazlnen 17 nnan1sAne1Unfainsunig
=} =2 &
awzidanEanllifunan
16.2.2.5 nangnal3eyey193 6 ¥ d5anisinelfildnew 10
AANISANEIUNE d1rsuni19aanzidanE@asufinnaiiaz liawn 20 n1An1sAnYIUNRa1MSY
nsamziieuFsultifiningn

16.2.2.6 fandiuafiaulauseirvaalssaunisol waaUsyay

nsafirdndeslinaAnunegluminendeianangnssdeiios 1 Innsinen



063

16.2.3 {erssAvinazanafunaaanangnlitiasndn 2.00

[P dl

16.2.4 HiRusEeAgaun198unsanussaulafuNnIaeae

1
A A

16.3 TunsdifiidnUszasdazllvadnianisfnundaamaniamnale

a o a oA @
wAvENAsatafansonayfiney o [

=

16.4 fdnfiezlisunisianedelh(F5udsoyguissindn woneniduid

A
AoENTR andinmnn(a5Tu 4o 16.2 uda Feshifiui@aseinAnuiilownnananntinud
uaHiaslaouan RN ANAsia (U7

16.4.1 ferszAuiuaeaniRfunaaanangnsious 3.50 Il axlisy

¥ 1
a o o/ a

AesAflaududunis uddrddrssiuinasanisfsaaaanangasaaus 3.20 f9 3.49 azlisy
a an o/ o/

IAesATNTUAU R

16.4.2 Tiaal@SUTeaudn F vidadnus U uasdas NaswzidauEassn

Tugneidnn o



04

P o -
KRHNIAY 6 NITNHKIBI9158

1. MSLASENATSAMSUBTI915E N

1.1 fvualienansd mayneudinlguime uazlaseniseusnsineg Mifeadesiunig
2 =t 2 o 2 o £ A ® o P o
Baunnsaenfinnningidauarnisanizdniy e lhianiuazaandnlaluulauinees
NAAVIENRY UL wITinfiaesanatsdaniusiia anssauzanuiinetsnsd vangas s1e8En

LATNITIANISELYUNNTEDY TINTIHFANIT] 2BINMANETIRY FINNTDTaAUsNgT Mifedes

1
g A

1.2 Ansznaumneslagfansnadfifussaunisalifiufides inaquanaslidnEnu
AeafssUIITmLIEMS WaLIEIUN1ATANNTBenNTADY

1.3 daadnlionanadinisinynandaianlsraunsoliodosannnsanuuas
nnsAdtnddnifies uaznisEiuauditnIaAnese AnaussgeniiTinisuasiraniy
a9fnasingg NsUazgEntsArantaslulssmauas miaslssmarianisaniiaLismg

srauni1Sol

2. mawmanuasinuzlfunamnansd
2.1 NMISNARMINEENITIANITITURNITHNEU NITIAURENTITUSEIRUNS
2.1.1 fvualiionansdifinsandnnnmisausndelfiinisimminisdnnisdou
MReufinnzdnaw aWmuHan1aEeuueRan T [Fausnnsgiunantadensiidmun
2.1.2 spnuuuszuun1sdauazlssiiunanisidenslnaldamnensd 1an uay
Hiftndinsfidandan
2.1.3 sluayulinnansdidnsonlszgmdimnisuasAnengeuiiunisdnnsdeu
NNINEUUATNNTIALTURUNANTITENS
2.1.4 uSUAITEINRNNINEEN1TI AN BN 1TEeRIATN 1T AUNA T
TGEY
2.2 MENMHATINTURE I TN BT
2.2.1 U3M39ANN5 %1998 (R5UN1SANBUTH UssandnnwuazAnengeiudiiu
NNIARIALALNITARIARATIR
2.2.2 aifuamliansnaddainasnunidianis e lifidumimifmnnegein
2.2.3 duaBnniATesEesinaEauinnsaiumdnuazReimmnnisou
nsaeuLaziANEeannny TN
2.2.4 gaaBnldenansdiiaunisfnessiusyyn Banundelussduusaymyai

-3

geiulurnansiAnadosuaniuviiiosnseomangss



65

dl U Qs
nNIAN 7 ﬂﬁ‘iﬂi&’ﬂ%ﬂﬂéﬂﬂ‘ﬂ‘ﬂﬂﬂgﬂi

1. N1SANUNIASIN

WNANGATUINITgINTdR §1279351N19981ARATA TAATMHANITANTLUNIATIW
NENGNT ANHUTZNIANTINTNANENENT 1309 NIz ImangnassAulBaanes w.a.
2558 wazgflanisdsriugmninnisinuinielusziugannen atuinisfinud 2557
Fasiluil

1.1 mmséﬂsz@"mé'ﬂgms

¥ o1
A o o

a191sfilszamangns fpon@dunnUsyanlmdediesuwin wiedsuwmldas

9

ANENT197198 WATHBIRNRINNNI9ATIN15T (T daunilsrasnisfne e suliey gy waziiy
HAITHNNATINIST RS UNMS B WS ARMA NI i uA TN s snusesia iy ARa RS

FNUALNYINAEINTOENEeY 1 518019 WTEU 5 DEaNNAY

a

1.2 mmséij uwmmuvimﬂms

L

219719885 Nﬂ%@u‘lfif\]ﬂﬂﬁl‘ﬁ FIUINBLNHBY 5 AN TG‘I%I ADIIRH NULAY ﬂﬂ«LNNUW

U 9

WWFERUB1915gUs I mMANg RS

1.3 819198

| [
o/

v G 4 o = A A A s
E'T@"Iﬁf—_laﬂﬂuﬂ"l"vLﬁuﬂ']@’ﬁilﬂﬁ:ﬁ@’]ﬁ‘jﬂ’ﬂ’]@qiﬁw LAIEVTH ALY ﬁu@"lﬁ‘jf‘giy"l‘[w

9

A o 7N v o [

9
WaaLeULYInN el fdqemans19198 a2 RS e N1 AN ANRUS K W el

U

ananATYnsaEAniiaen
2. Utudin
nangRaUanIaganatudin sandmnianainfana Hiinunsdnyozresiudiai
FUazaafAnTaUAgUNANITIEELS 7 Fm Aa 1) ANnAesan 938599H 2) ANHANE 3) A
inuen ey 4) AMUinELAMNFNANETIENINYARARUASANNTURAYBL WAT 5) AMWinus
MeAmTsAdsialaY n1saeans waznislmalulaaraaume 6) Fugundsnin uaz 7)
FNBENTHISENFUNNUATHLN ARNAN 7T
2.1 ANUAMBETIN T3UFTIN
1. fiAundiyn wasinmeIan 9385530 1N TEunNsARuEan
2. pazninuazaniintuantsndinne

o £ ] 4
3. LANTNRNTANFIAR LASAHATIEIAUIBILAS AU

9:11 eze

4. FAeAILAZAIINAIF190dy NN ALE BT ADLANYBINIAN



66

2.2 fNuAINS
1. fianmsuazannsintafaatunannsuasmauifiddn budemiinm
2. g RARNANNAIMTNATINNg waziianas husaninsnsananAnndi
Anwuie Widaiuniawdsulasuasinlananseasmaluladlne o
5. gnnsaysanmaanEETiAnEniuanEdTumansau o Mifeodes
2.3 fnwvinuznieileygyn
1. Hinuen13Anad19iiaNTg I ARLLULUBIAIIN ARFE1NETIALALAADENY
uszuy
2. gwnanAATzRilyng sanisdazgndaenndvinee uaznislfinaesiledn
wHnzaNfunsuideynFagnamunzas
5. §IN1TAAUAN 590990 Anen AiAaz uazagUlsnfntigniieldluntg
ufitleynieseadassn

L3

4. Wsraunsalneaaufisismusams il tunsufidami Fegnamunzas

L L -4

2.4 ﬁﬂi&lzﬂ’J’]N‘NNW%ﬁ‘izﬂ’j’Nq AARUAZAITHSLR YA

1
g A

1. NHHEANAUSTA
2. ATHITONNAILALLAAIATTNAALRUNE DN WAANATNBEINNIZANATY
YNUINABTLAZ AN URAZDL

3. Anmzauidufiuazdenn sansausudadnnudaniimanzan vinenain
Aulfasinafivsz@niam
4. flﬂqqmguﬁﬂﬁﬂUﬂﬁiﬁﬁNuﬁﬂ’ﬁL%ilu%;‘l/%@]mﬂ\‘lLL@?J?J"HW%W@%i'NGiﬂLﬁﬂ\‘]
5. fvinuzumsaningin iy Tamsss
2.5 FINRNEEZN1SIASIERIEIRNAY NSRHERT WAZNIS INNALKIASFISHRIA
1. finuztunistiedesdefiduiuiifegiuiiaqiisenisinemiifostastunns
Wasmunuazmaluladdoansagiefiussansnmuassviviu
2. swsaudlatigmlaelasaummnendiamansiainadfinszand
nssaNERRLasufiy i Aieadesetnadeass s
5. fvinurnnslinienlunnsfemstunguaumanuans (Fodwitszavsnim
2.6 FNNVINULFUNTHNIN
1. A3 ﬂ’]'mL‘%’]T’VLL@Z%WU%QTuﬂmﬁT’HﬂGﬂﬁﬂ@l‘gﬁﬁmﬂ’]ﬁ@ﬂzLLCZ\]Z"ﬁ/GNuﬁ‘E‘SN
2.7 FNUNINEENITRLFINFUNTWURS WAL ARNAIN
1. figuideiidoaBusanisguasnenganim

2. SRRy ARnn W RatnsmNIT Ay



67

3. {Han

o

3.1 AN95URAR

V%

HidnAne1a121331n199 8RR AR a9 UNIsANEIEHTsYNANBIRENLAY 1138

Py ' = va & o o o a 1% % (% a =
B UL LL@ZN@MNNUWLﬂu\fﬂﬁl"mﬂﬂlldﬂUNﬁ’]’JWEI"I@T—.IW:ZLF;IW PRIZIe) m‘jﬁﬂwﬁmuﬂﬁmmﬁm

W.A1. 2561

3.2 MINIEEHULAEWAINHER
5.2.1 nabiAEnEdnATINITuLasENg uifian
1) fimranadiusnen vamdihiiduadn efuam Widunsiuasiiugua
ANUNTEEHYBHRR
2) a1anadinananArynawimninfiiuetansdfivinumidrnisuas
fanssw unfide uazfinsdannsanaliiandanursesarsne
3.3 wafiiinduiian
amiudalfufiinasi@andanisansinlzesiiin AnznIsun1sudmanangns (4

o N [ v o a % % o a
ﬂ']‘VTH@GE‘VIL‘]Jufﬂ@]']N‘?.l’ﬂ‘LNﬂUN‘lﬂ"lfJV]El’Tﬂ?—_IWZL?;IW 173 ﬂ'?iﬁﬂ‘]sl'ﬁ%ﬂ‘]_lﬁifyfyqﬁsi W.FT. 2561

4. A58
4.1 NSUSHITURSNMHIB19158
4.1.1 N155U819198 sl
4.1.1.1 A1IAMUAADIRNLR
(1) AeumsiiAvA U IulUaussdeuresamniAnedanzien
(2) ASANURYBIRTAS
- 59NSANEIFINNNTARIA UINI9TIT9 WaB AU A
Aendas FaDIANAIIINNIBTINITEENAITATEEUNNINNTAATA AL ATIRE D FHAE T
4.1.1.2 AN9ARLASN
Tnanissavdie @B aaauannILo]
4.1.2 NFHFAINIINIBIANTNTE UNTTITIUNY N1TRARTN WATVILNIUNANGAS
1. f%’mﬂ‘szﬁummﬁﬂwé’ﬂqm‘smﬂm‘sﬁﬂmm 1059 IaRAAMHHANIS
ANTNIMUANUNWINNL IV BINAN GRS
2. usliianmuznasunIsUsusmangns Seimdinfinumnauniauinns

WANGRIVNRUNIANITANET waziazand e lgnisusudsmangns



68

3. d199aannfsnisenfffidoniFdoudaiefiviayatunislsuls

4.1.3 NauseannanT LAY
1. fuleureTunisBainssnmg@nnanenunsanasuiuuiesnaien
war Ueiadefifasnisannuuamgsnisiteysraunisnias
2. §ATTUUARNTBIANIANTTIRaBrynussee Tuuaan uasaeNRLAY
Taefandninousindne Weduuameluniadmdon W nasumisdnnis ugduamgy
Auansuliangn g
3. 20eRNANNSByANIsidyursann
4. AOINSTETARDUUNIIAT UATREURLABHDITUNUNTHENANH AN DL
sreAmfianiudavinliUsznaunisaey TngtazanmmuduntansdfsuRareunangns
4.2 NMSRUIBIRSE
WANGATY [RAMUALNINIININWIE19158 W 2 Uszidumanie
1. thananadimundaiaslae lUausu/dusygeuislilssmauazsnsssme
autlszifuiiansradaula e liiAnaauduamoemizig
2. ENgRT AMUALATINATRMINE919E (MTUTH/FNEU/gaTT LTz
uazsinslszng ) e tianenadiinaasg ansiinte Tuiemaadendu auussgnanmdnges
4.3 AMNINBI9T5E

s

1. ABZNITHNITUINTNANGRT (RiNuaHe1a1st lunangns fesilnoianiiad
A Q‘?j s 2 = =1 ! A A o [ 4 ' &
Apoun@iuan3gyulnsefiauwin veefaumsisigosmansiatsd winis
2. AYNIINNITUEVITNANGRS [Finuaunannadaadnitionansd (Hanse
FuManIgiEIn1TaLnetiey NEIEFMAII9719E

3. AMZN3INNNTUEMINANGAS (AivuaTHanensdinasiunisisnnisi(F5y

1
ol o

mfimﬂLLWﬁ'mwé’fﬂLﬂmmwmwum%mﬁﬁmﬁmwLm’\i&%’mﬁqﬂmﬁ'ﬁw‘iflmemﬁﬁfmfﬁﬂﬂ'w
s 1919019 Twgay 5 Dounas
4.4 nafiiinfiuanansd

NANGATY TﬁﬁmumLmeaTuﬂﬂiﬁmm'fum‘i’ﬂgm (ussuuuazdunen $lasenng

NUNTHUAZNMUID19719 Lﬁﬂ?ﬁmm‘sﬁfﬁ%’umﬁmwﬁ?mi ANHAIHNABINITVBINANGATURE

mﬂwﬁﬂmiy‘*ﬂmmmm



69

5. ‘nﬁ'ﬂgm NS5 LUNTITAER NITUSLLAUE SN

U

5.1 nangms
finnsuseienmznIsHNIsSURRTaUMANgRS Inefniihfianendngasina nangns
U5u1lgs vamiaueTlandngns aasnaunisaiiumsudmanangas idiullaunneinnnsgm

a o

NANGATITAVLUIY YIRS W.A. 2558 NTDUNIATFIUAUIATLAUANANLIUAIEF WA 2552

q

WazN1TUTEAUATININATANEN
5.2 NRYNENITIANTTILUNITNDY
ningms 4 [fvuanagnnisdanisideunisaan e lui

5.2.1 nagnin1saaulusyAunangns Ae nnsdnaiAunisi3auseisn il
Hemanandasiailasiu WiAnnisiamaesuasinszauuinsgmnan1s3euing 5
#an Wgeduniuszduiud warlifnisnszatsaansuAnraudananisidoulnann
NANGATFI18A11919 DE19ATUNIN

5.2.2 NAYNEN1IRaUINIZALSI8ATT Ap N15TAfianssnn1TEaun1Taau
saniuszndnfaanuasyiFan Hun

1 v

1. nsaeuuuUEeuiugudnans (student centered) sjaitiuniaaing

q

o a _a

ws9gslaliungianlunisseiinn AndiasnzdiiienisfiunisinaufifidoudioonisiBons

wazdndnlunisAnuiaenadfviuaiadesaneadundn fnislidouazimalulad wis
uipnsantunisdennissen §Esuuasisenfidoudanluntsuandsudeuigetuuazdu
ABN158RAIHANNAINNATY LY 19055818 N1TRNUUR N1TNBUNNIE9IN 11T
afiUae N193euaINNI@AnEY/ aaunisoidian s
2. NIEDUULUUHILUUANTIOUL (competency based) H9LHnUTFTN1S
UFTAnSaNg AUN1TRHNTINBIAAIINE AUNITEUATNITOURANAN ININIINATITEUFULASH
Vinwen1sUfieuldass sUuuuuazdinisaeuivainnany W n19u53818 NsRNUGTR
Tukesfiifinas nnsfneiuniaauin nnsideuiarnlgnndungiu Anwigeu nns
UiReuuuuaniafne indu
5.3 ATUSEIRRNANISITENS
5.3.1 A8n1sUszifiunantsGeny Wasnsainvaneds lnadnflsteimminisaes

=%

HiBen UAZNANITEERETFD9N19TA 1T N19ADY NITHUAUBNAIII N19NATEUTNEENIS
TR nseAdseluiudEen nsdnangingas Ssenaifiunisusadnlnemains Tnefaen
uazlnagiifidnuiandos

5.3.2 inousin1adauazlssifiunanani anfenmdinisianauaznisania

NIANEIAHINBEINIRSFIHTINANeNAazLatue IaefvisuunBanet uaziuuBengs



70

ANHABMUINTDI 58U a1m5uni13 igassziuazuuulfiinluaanlounanisianases
NUTIVENAENELET
5.4 WANTTANHTHIANGATATHNTBUNIATFIRAMRINTLAUAANANEIMAITR
ADIZNIINNITUENIINANEGRS [Aimuandninasilunisaniiuaunangnsnis
nanUNIMTgIUAIAsTAUEANANYIWisER Tidasa Ty

Y A

1. Aamdanianisfinen nangmse [Aimuald ene1sdiSuRnmaundangns (4
Falszgn Wadmunaiansdiaen Duusdazaedn Tealiensrsdfanumiuninszns
N9EN929ANEIBNANT 1304 LTINS IUNANgATIEA LT QyInT W.A.2558 uazdayii
suaniBunanssAnfisauluniansfineniu (iee.3) uazdadsitunismAnandangien

2. MAITUAIANISANYT NANgATY [Arvualh a1e1sdfSuRnsaunangns (Han
Uszyn aaTL N8MNaN1TANRNNIT18991839 (NAD.5) wardass IHALNIeEnTAneAY
WL

5. \faauiinisinun nangmsy Tadmuali enensdi3uRnseundngns [Han
sz eagl 1891uNangAfiundngns (MAn.7) wazdnaeiiduneaniAnedenzien

7197 DHIWATBITIEHNANITATTINNN 209918777 (NAB.5) WALINENTHHANTS
FURNEngns (1AD.7) N1AAT19 FeUnantainun e lHuanisdsulqam dngne n1aidou
nnTaau WAz adinaeadeneeseiniiaeulunianisine wee.3) Widnluawnaln

289 PDCA

6. Remiuayunisiens

AosUANagIRauAL AR AR aTUMAaNANADS I 5 eEBsEmIuN1TAATIEA
siayanneadd Taelilaunsn SPSS uazlusunandnfiunanendudam®i wn Power BI Liugi
uazAnEdanzefinnanson udarasainanngBaunaaaudste (Ui

6.1 NTNLINTHITHULINA

TIUIUNTNEINTAITAUNAYDIAUTUITUNITUALN15TEUS2DINN1TNYRY |

s lUn
wiladan1unng 89,849 \au
WNAaN NI 29,177 LAN
115815081 e 104 5838
119NINEIFNUTENA 25 e
gdiayananlal 22 314

LAR DI ABNNIADS AN UNTTRU AUFITNULIF 50 LAS DY



71

6.2 NMITANININEINTNNTFEUNTRDMANLFN
6.2.1 WALy TnaTIIUUsTHmUszaT Iunsdanmsnenanis
BEUNNTAEY 197 MTEITINATINTT uarADBIANNTeRng
6.2.2 uAnenday Wigaouanannufiosnianinginaifianiadnm
6.2.3 AnMAnatidaNiuazga LN g B iaue s TN AT Ou
LaraUNINISIEEUNNTREN
6.3 N1TUSELHNATNINEINBADIVISWEINS
6.3.1 d1399A9uFAa9IN19NINeIN TN B aun1saaniinlszayndann
NI
6.3.2 UTEiUAENDIA L9289 NYINTATIEEUN1TREUY NI 18T
6.3.3 AqUUNAIINENNTNNTEEUNTEIUININNANENAY A UAZANINAYN

if{aan uazfBowannsnldusnis

v
7. AILSANANITATRRINY (Key Performance Indicators)

N
[
=b.
&
3
I
=23
=b.
o

v
AYRUITHANTIATRUITH 119

=
w
1. 81915dlszdmangns advtiesiauay 80 & v
dawgonlunisdszguanuny iefinms uaz

VI?.I‘VI"J‘HT‘I’]’?C“:I’WLﬁ%ﬂ’]’i“ﬂﬂﬂﬁﬁﬂg@]’i

2. §319a1BYAVBINANGAT ATHLLIL NAD.2 v v v v v
AREAARDITUNTBUNINTFIUADA
FLAVGANANEIUINYIR NIBHIRTFIHAUIHA12/

H1211 (97H)

3. N9 1UALDYAADITIHATT AT IUALLDYAAD v v v v v
Y52AUNITHINIAFUIN (§7H) AINWUL NAD.3 LAY
A4 agtaunaunsidaseuluLsaznA

nsfinunasuynaednn

4. FAYINTIENTHNANITANARNIT2899187%7 LAY v v v v v
FIYITHNANITANTRNITIDIUTZAUNITHATANHIN
(E15) MINULL NAD.5 UaT HAD.6 N8l 30 T
wﬁi‘iﬁyuqmmﬂmﬁﬁﬂm ﬁ@mﬂ@uﬁfﬁmunﬂ

Claldplie




72

@ o ¥ o o
AYHUITHANTITATLHIITH

(i}
=h.

(md
=h.
(N}

)
=<h.
»

)
=h.
N

[l
=h.
ol

5. 9AVNTIENINNANTANHUNNTUBINAN GRS

ALY HAD.7 Ne Tl 60 Fu nasEngalinIsAne

o/ Qn‘ o
6. HN1INIUFDUHANNNTIBINRARINNIRTF N
= ‘ydl J v A
mmi@ﬁugwmﬂum?u NAD.3 LAY NAD.4 (91H)
agvtiausauay 25 1e95183E AT AReU LA et

NI5FANET

7. 4n19imn/diuU§9n199AN 95U NTEEN
ARENT NITEDU 9138 N1TUIURUNANITELUZIN
HANIUTRRNNIA AR mTIse Wil wee.7 U9

Wl

8. anq13dinal (Hd) nnau H3unsUgaimenie

ATLUIUIATHNISIANISIEERNITHD L

9. g19nafuszamnAnlFsunITIIIINIYINg

LAY/MIDIUNTN BeNBTAZNIIASI

10. 9UIUYARINTEHUAUUNTITEUNTNEU (G75)
THsunaimuAgnIsuassm3afnndn (dilaand

a4z 50 st

1. sziumeRenalevedidntigaving/ dodini
Afslanunrangns wasldiloandd 3.51 910

AZLULAN 5.0

12. szsiuannienaleveETudnfidse g

Wi R NTiaendn 3.51 9NALEWEN 5.0

2
1

FNFNNT (Fa) uusayd)

10

1

12

12

12

Vv 1
v o v A

ALNTIIAL (B7)

1-5

1-5

1-5

1-5

1-5

o/ ]

AILNTADINIWTIN (TD)

10

10

10




73

NNIAN 8 m‘sﬂszLa‘fmuazﬂ%'uﬂgqmsﬁmﬁumummwﬁngms

1. nmsUszidndscansnaaan1saan
1.1 nMsdsziunagnin1sNan
1.1.1 finnguszgndaniurasananad usendriiouanidsuaaadndinluiEes
naTUANNNTEEUNTTRDY ABn1sdneneansSunntasTudaza WesrinlUansunsnayng
M3BennnsaenusaysIiTfiusiazasURTey
112 Uszifiunanisaay Tastiuuudssiunnsunianendadeauganisdaunis
apuluusaznIANTSANE
115 Wnnsdanangingss Wietsuifinnadeniainnisiifanssamioluasien
Fipaiden Fmanaei [FSunaunEIsuaz M aNAFEL
1.2 MsUsziiwinuzaesanensd iunisiiunnnagninissau
1.2.1 Msdsnfinnssenlaefifanniatsnanisinen Tnssmadeniian
1.2.2 Matsufiunnsaenrantansdernnisdon s tuiuEeudasnisaen Aenss

SIHAHDUNHNEUATRS InAnenTTHNTTUS L ANIDIAn.Y

2. mMedszfiunangmslun eI
2.1 NM9UsHENAMHAATIHIINUULFDUAMHIALTUNANYATNAIINIEZAAUN1TRNI T
wazAudidifignianisfinuilude 13 uarguaintndafiaunisfinulluda 28 uas 4 @
ATNAL
a a 4 a. A [ o e o P
2.2 UsziRuAanAaiuanLuUU s RAgunangnIanAmnensdiinnsaeunig
aoubiArennasanangms
2.3 UszifiupnnAndiuenuuulssfiuieadunangnsainfedii
a a & a A o o ) <
2.4 UszifiumanuAsfinanuuudssfuieaiundangnsannnisguanulssneunisi

[ o a dl v o
iUUMWWW"VUL"ZI’]T‘UW’N'TH

3. NM9UTEIHUNANITAN RTINS IR BUANA NGRS
nsUszfuamnINmsAnEUszent mudeiladnantsaniwendissylumsani 7 4o
7 Tnapmuznssunisdsuifiuedetion 3 an Usznaudaainssgnqa waneiidnetniay 1 Ay

warAnNATd S URRTEUNANgRsT (RS UNTsusRsa nEn Anende lne finaurinisssfiuded

LTINS 2L



74

AZLLUU 1 AZLLHY 2 AZLUUE 3

fn1sAniiunisaTy 5 48 fnsAniiunsg 12 dausn | Annsaniunisasuynde

b3

[ %
o A

yi9f wnnAnende [Hinnualdnnuangasiniswmuimangas Hiueads uanenis
USudgesfifmuunaguaznanimnisineniusses o adliaayn o 5 0 uazfinigdsaiiv

dl o/ o/ 1 ! dl =
INBNRHHUINANGATDE WABLHBIYIN 51

4. NMEINUNIBKNANTTUTZLIRUAZIIUNRU UL S9nang e
4.1 9719195510553 REMUNIN Ueefula AN naradnI19 3 eun 19 meuAs S uRnTa L
wazlsulgeiiiflanudeRanaiavdainisifeuuamnednudnniifnasaiiont tusednnd

7INNIFELUNITEDY LB RUNIANISANYI8191589152 910819 AT 1E9TIHNANTTATHINATIN8R %

[

\EHBABAMNUANTHENNSINSURATBUNANG RS

CY e A

4.2 9191985 URRTEUNANgRT F7UnantIAAuunangaslszent Tnasousan

#ayan19Uss AN AV TNAIRIN1TREN T1BITHUHNANTTANHNNTBIUTEAUNITUNIATNINT N
WIEIYEDENINLTLNEUNTT TEUNANTITUTERUNANGAS
4.3 Y5rne191389 U39 mMANgRT RANTumunauagUnan1saiianunangnsiiie

MeunsSulUgesmsaine et uinsAnunsisld



2
AU

L4

3

/

Au

NIANKIN 11

NRIAVILIRLNZLYT 1078 NSANKITZAUUSULINS W.A. 2561

75



’Q%r 0’%’
CIRT)
p A g

FRIAUNATAINYIRENELEN

. 2 s o <A
dfiae ANSANEISEALUUS YIRS WAL wdoe

Tnefifiunnsaunnstiaaniotofamiinendansen d1doe nsfnesziuldyaied el
nrsAnEsEAUUIggiefraanminerdewsienfinnnTsinuszgunan daanrdasiulsena
nszMaAnEBnng Goe NHTNTATE AN GRTTEAUA YIRS WA, wees UsenmAnsznInfinedng
@329 W NNILIMINUTHINTFIMANGNTTEALGANANET WA, oede LAKSINAAMENINNNINTG
feanfinun Bas nsaunmsg RS ALEINANK AR WA wad uasfiufluifisin anAedamnamy
AMNIHNIATT wall) NIAGT €@ HIN9T &« UWRT HIRTT Do witwszsnslyaAumdnedansien
WA me@n FnnamAnandenag leanlszgedf cleeoe Watfl oo Waunsngien w.a. weve
Falipntaduliswmalui

da o datedudBendn “asAunniAnendunsien d1diee nnsAnwiszAuUIy e
WA weoe”

da v daderuilFinaTeiulmARa AN TnsinET wese Wil

o ws

m'iﬁnmﬁ:ﬁuﬂ%mtmw%fﬁﬂﬁﬂﬁmuﬁﬂumuﬂ Vi anTAnends iRdmundateduls

o o o y o ¥ X v v & o YOuy o e
dunasenisdmiunisfnen umdngnaviandngesle netwniensdewiziu funlilddetoy
anAvendansien dafiee NsANENTEAURLNIeE WAL wede WAy IaAuNTAnetdantie 91fice

" : sl 12 o e g
AsAnENTEALLBYLIEE WA, wedm Wilifingn QUUA o) WA wede ﬂwﬂgﬁ’ﬁmuﬂ'ﬂmﬁummu

dm « Wan@n
.0 IntdumAvendanzien e MsAnENTEAURYLIRE WAL eede

v

oo IRTAFUNRIANENdENTIen  d0dee nsANETsTAUU3LNINg WA weEm
WTofisfin (U7 o) WA weee

Ya « hdndedud

“HPNINYNRY” PHIYANHIT  HAANENAENZLEN

CEANHVIANENAE”  MHNEAINNIT ANNHWIENENRENTIEN

“pBn1SuR” ARG BBNITURANMANENAENTIEN

“RDE” AHNATINGY  FIRINHAZINTTAIHEIRST e(en)
UASNSES BT Y i RNMNANENAUNTLE WAL
@ e WaTEIMATINNSTBuntaatnsiud
fgmsfsuminusrdfinisdnnisdeunis

DK

76



w
“AIOALR” MHIEANHIT  WIMTIEIRIINTEINTTRINHRGT o ()
wisnszsaltyeffinmdnuadansion w.e.
wEEm ez AT ERtunteatin i
fgmz euwinuarlffinnsdnnis Baw

NINDU

fe ¢ Weosnauisnumstidulusadereiud waelisisesantssniadidsdaustlnd
Tnsifunametisadoruid TunimﬂtymLﬁmﬁ’umiﬂﬁﬁﬁmuﬁﬂﬂaﬁ’uﬁ Wedmaufiduginadedom
waclifiadiuiiqn
NHIN o

mssuinun

dm o AuaniFoasinfinu

vo wangasByuw (« 1 ¢ U uabitiaands o 1) asfonfhidrdaniadnun siu
FsanfinuinanlanedafieuyindensenanAnendniaiuses wWadudansinuiseiuas3ygymie
Wauwin vﬁ@ﬁzﬁuﬂ%mmmﬁn‘i‘mﬁﬂuLv'iw']nﬂmﬁuﬂ']‘sﬁn"e'li"uqaﬁ%'fuu‘szmﬁﬂ%mwi:mﬂéo
SNTHATINEAEFUTEY

v vdnganAyywd wiadles) axdaadiugdniansinursefudseniaiiedasindn
%‘A’:ﬂﬁﬂ%@tﬁﬂmﬁﬂ wWiaszAuaRng (@ 3) Wisfeusi hmmirnfinsiusneBeiazdndnun

o.@ ﬂﬁnqmsﬂ“‘smmqm&muﬁﬂ'mﬁ']ﬁ"'avm?ﬁ'mmfi uarmArEnvidedfifins feadu
gdantefinunssduisenfinumenUareviiadiauin Trefazuanieszan(ifinandt e.¢o 9MM3zUY
« svuAswdadisuvin uasfinanisBenlundngraiyaeduuuiitoni Tiisendr e.eo yaaia
asfnmnet lussminenadnenmdngasusyfitoniin mnmansfinmnia mamafnumiadinanisiden
N e.de NI & SAUATILWYTfeuvh axfiadnfRnmaqmasTRlunnsAaumangasuuinmiia

v {ugfifgunminenebiduguassaranifine

o Dinedmalmanudfninenresmatofigalidngn duudrrufinfinszyinlag
Uszam viaanxinaning

on limegndngessn wisgnlassnainaaniunisfinunla 4 werzaauRant
ANUTENGH

da o nEEaudn@on vidansdndendaduian
oo amAnznAEaminTReUAnEen wiadndengdudanisinuriulserdneneu
vansvdaieunindiniugdmduasia q T andsEnsuaz s eafiuvaingnds vanRdinem
AMLNIIHANTNTEANANEIIMLA
o amTAvgnAEetarinisRaAmAan wiadndoniAlisuenAyymiaiiaunin
ﬁ%ﬂp}ﬁTﬁ%ﬂﬂ%mmﬁm%w‘%ﬂxﬁﬂuMmjmﬁuﬁﬁm Weafnurafuriyyraiaeismisannndylaaes
s dumussdeu via smdeilorenminadeffeatuandsmi 1

77



dia @ masulauiian vieinAnumannanttinnsAnunau
@o wninedeareiulenian vdenAnueinaaniugaadnndugamingds
Fugme
o ﬂqmﬁuﬂ“ﬁﬂmQﬂﬂTauNﬂLﬁuﬁﬁmﬂmumﬁwmﬁa
<o RRsmaBmsfitvmliite o
wiolo lEAnE uAaTun1TRnu i detusasuudaitisundn o 1
anqfinen
wo  Hilszaodftszaalown @ ingds feafiRse
oo EuArdpwmdinrinendutiimun TnedsdamrAnendelitioandt eo S
enfuamedausasnansfinufivssadandnfne wio
ol Waesdnuudnindaiiaralouing sufaunannsGeuuacnaanden
FemanedniEGeuliudanndaminadulaense
ze WwAngdeanafasanannaiiusauiulen TngraunisRisnsansananie
ee nadfisulaumicsAnuaznanisBa
o wwAnedzarRssandieulounedufiGaen Tranmudeueany
wardmefidmauminefinfivafieulonliiu « T « anwdngrsiezee feulaw 7ol deadulumafidmun
Thusznruminenaa
wan edeiesieulouisniefnazan avdinadidansegussfudeats
fusitArnaanm inendy uasinantaGesdien i lishndrseiud ¢ '
et seimlnilsuesEideuTon eclignimadmnomidnssiuiureas
]

fa « msvadnfnudelByaiieas
wo  fRdZansfnunssiuiygeinamiinends winenanriigaxfinutdu
gnsrainAnurade iy unrseneiedudunadisdn iy !.miﬁ'ﬂmfluﬁ,ﬂqmﬁuﬁ’ﬁmuﬁﬁﬂﬁum?ﬂuﬁﬂ %
o ANSLERIAMKAITRYDERNEN ﬁmﬂﬁﬁﬁﬁ'aif
oo  BwiSassafinwiinendasmun TnedetamAnadalilinandt mo 4
Aaufamaiionieniansfnendiussadazdndngs
S A155dfnEn anTingrdeeeRensonsudn Tnarauanadiureuees
ADY

wa  nadelaumioufinbivhie e andwiulilaneylan

dim eo NTRENANNITEALUS AR swTineRuDITIININBLAMIAEN WisAREENAAA
i & Seel] G o
ﬁﬁqmﬂmﬁ‘&mnwmmmmwa ° mﬂxﬂmﬂuummuwﬁwum‘f’ﬁuﬂ‘szmﬁumﬁmmm

7 oo nN1FTImMnGAn
o o -~ T., v ‘Tnu ae wgl‘tuv VATVT a
oo.0 fireuAnfanii §AlAuntsfmden §RlHEFuaiibilaunenaawAneiin
T . ol ; ; 5 o . .
e rsueyialidnAnunse wiadfinAnunitaAganiices sxfinsmesuduazisdesnangiuen
Py [V - 4 o o - o o
madismn (Shudssnnesminendt Wetunafaadhi@eiuii an fumingndadime

'
w1

ool nstifdmuntsdndeniidaAaunliseemionmudy an iuvndnefaiiun

78



WitaiaasArdnedndsian duullisumpBansmangdeduse 4 T
oo. NANENFuaiwLRTRELz SRR AnuAza1R st Anu FefiwsiA AU Sne

wsth passELesAnu RanASasRuMLnnsAnEn mendiunadeuduigauds

42 ok NstinamnuTist
om0 matnzrsAnmetuan: Wugthmudenfesnoet
ool MTsEneAmIATilAREAL AfaafiRnedouturalud
oo  SARTSrRasvainas R Uassan axfaliTunammiieauen
avansd MBnen @197 wazAsuRauzdn waeliGeumnuununtsfinua iuauznunudabitioanda
o MANTSANEIUNR
ool Msfteseir ianiziu asdaslizuanuiiugaustnaniingdde
Trarimunsfansanuesaneiandsinuazassuineludaiai ol i semmomingds
oo AnaEedTTUAnYAY avfiparndune s dunianiuame o
Sen
v SRANAEeaEIWEe TeATiine Bausnanathuaduaomnsn
seiutumsamede e Tl

NHIA o

2
N1SAANISANE

9 oe  SELUNMIAANTGANN
ome wimmdafissuuniadansdnun Tnaliaordtninfdestiaiuayiste 4
WnrsAnunbunzBriuntaaamAnedy
el T  Adraoulusminenduyssneudtenanaein
oana ainedelzuunsTansineszuuvinie Tanudentsdnnisinunaandu
o Uu fa
pmaae WY B n1ANTSANENReTn1sAnET iunsdansAneiUnAdedn
mamsfinefedufissaznafinunlittanndt e dlani annAnerfesialnniaggizudadunin
e liedy tarlisramnanGenssnm < duank TnedadalnSuuaasaseim s moutale
gamizAnndimn i iumansineninfeesszuuyianng
ommia il @ A1An1TAnuIdelinnsAnun THszazieandaulitinandn
oe fUmvisanianisfinun o fasdnns@adisidmandaTudamiseAnautame (iunnansine
UnfigsaTesuuvidnng
om.e f‘lﬂﬁﬁwﬁﬂqmiﬂ"ﬂl’ﬁ‘m?ﬂl]izﬂ’ﬂUﬁ’mi’]ﬂﬁ‘mﬁ’\"ﬁlﬂuﬁﬂdLﬂﬂ'ﬂ‘ﬂu?uﬂ']ﬂqﬂ%‘ﬂu
WieRnamudaRnaaaun viensdinuniitewianimeggioududnmisaeniansfinunnation
fing
om.¢ #1Angdeszuuntsefntuntsdndunsiaen Smsumirefnliuans
ForAxnunsFnyBIuRREs R
oo NIRRT

79



&
sew.0 Tedrrarangud Aliaiussuieniesfusieiguiliiaand
o tal  sznnannsinunngd Wildwindl o wiiefin szuuvdnie
omwin MeAmn1AURTA MHnaRnianassdlifieendy mo dlnsanie
ansinuUng Wildwiniy o wiefin szuuminam
omp.c MIANMWIENERnNTARNTN A lEesRnlitesndn ce §ilesonia
nsdnuund Widdvindy o witefin stuuvAnna
ono.¢ Malasenmiafanssmsdauulnanai Fiuseusug Alfoan
ylaseemaafiansssii q Tiianndn e falsientanfinenung Wildwindy o visefin seuaminin
om.a MANENAENsiRE DUl TauTien (Prerequisite) ATUMTRINEITEY
st ineiandasiinanisBouesentdiassinnentussi D uan « 8 owe) Tl
oma sArmih ¢ feianeiruarieseion il
om.« TRATIEABIUTENBUHNY

amce QY o NIALWIN i X [T

om.wo WIEA « wamtie ssiufi@vaontsfinun
om.am RITMATLTA & uaasia vaaavy tusnendan
omwe W lHddui o wanafla BUNTHUBNT VT

omeo AAMNAR utivoan il
san.co.0fanLnd Tur fAnftnanisGeuasnmsseulfrssiunfuasanious
.00 %‘ATU
on.eolAniaRne Hun faArfidnan1sBeuuasniasulEAssunAaran
Fnd w.co
omoe  NTFIULAFATWERR aznserndlafunanisfinueasnisfnunTussuuvdnng
WU '» nnanTsAnuasatinasfinen viantsfnurtiszuuvinne wwu e aansAnersialinisfinen nadiidn
mw:tﬁmu?umnm'iﬁnmqq%ﬁuum’iwmé'mzﬁquuﬂﬁmwﬁﬁmLﬁ@"éumnm‘iﬁnmqﬂ%ﬂuﬁuﬁaﬂ

8 o« MANGRIAYAE
a0 MANGRITHAAyeEuadRAIAN Ysznaudiie

oca.0 MuaERTAnu N diunguarednndisduastenmnudinagudiiauyaol
Wifnnussuiotnaninezan dils uasfiugmAteasme i Fomx PRUdmunsaN LazEsINTf (aless
ArAeuUaenessInas Arnienaasnsnasiaiing sfintinegafiauasTn winntanmdaawdaian
gt uszdhumafinaffigudrmedominsuasdsralan Tnenmnamadeninfinsaunquinuiidnth
Turmassef we uazAsaUARNENTTIRINGAMTIANAIERT NyBEnaRd NEILALNEIATAEIANRRSTL

adlnrans lasliddummiefnsmbifiaandt mo minfia
il msﬁ’ﬂﬁmﬂnmvff:‘fﬂﬁm%’uuéfngmﬂ%iymm% aifias) anmlHsy
m‘wm’"zuﬂﬁﬁmﬁ\fﬁﬁﬂmmuﬁo?ui:m"ws:mﬂi‘mﬁmsﬁm?wﬁ”uqaw?aszﬁumﬂ%mm et Smonmdasd

'
o

mams TR HEunsEnuInEns Lﬁﬂﬁusouﬁmwﬁmmzﬁnumﬁ'mﬁu'funﬁnqmﬁzyfyw% (Aafiag)
iaalitioandn mo wiagfin

ook WHIWATNAWIZEIT MHeT Srunu Ariewizinu ﬁm-ﬁuxquﬁm%w
uazAundn fisjavine TifBeuiiaansg aonadnls ursUfifens ToaiRdmmicefinson dofl

80



o

ocok.o MENFRIBYYIE (@ T nirnig Wigigmanmiaaiin
vaapdrmanizIan Bitiaundn o miefin

0.0 WANgRByaned @ T vedniwriauifinng Wfianum
wingfin wasisienzsmlitioendt oe wiefin TrafsdmArmagifinamufiinasgminin
fimn vnbirsgnAwimuedsGadrmsufiinslitieand s viefin uazmanquiilatiey
191 o viaeiin

wingns eiadey Wiflduasmicefisminndsnawzsanlitioandn
<o mingfin Tusnawiisinadhismnmqui Bitiendt o witsfin

oc.ol.m NANGRIBYYPE (¢ D) Wflsmandefiaveaizsnan:
s ltinendn «o vioefin

ac.ole wingRBgyed (bifsand o ) Wdmawmbefiamman
Agnewizsan Billpendn eoew wiEfin
wé’nqwimmﬁmﬂwé’mu'mﬁ'mmww:‘fuﬁnumzﬁmmmﬁm Aruangnie
Aanuasir i Tngfenendpsisumaniefnbiiasndt mo misefin uazit InFnefidmuam misefin
Tifipund o winfn unsdildmdngrauirengfenfudmumingfinvasisuaninliiosnd
mo widnafin uar RS uminsAnsasbitisundt aco wisafin

dmdunangesBygrEuuntitmi ffndas@admssdultnfinfinm
Tumnanizianizhitasnds e mitafin

a

oc.o.m waniridaned natdidalanialitandandeuseinle 9

v o

humAngmsaoyed anusneArn sl Anenyiall Lﬁﬂ?ﬂqtsﬂuTﬁﬂﬂ'mmwimsﬁmmefﬁﬂﬁwmw
panl saaneuiivnisduEEnANOiRn u.a:ﬂqquﬂu’f@'amQL%ﬂu?ﬁTﬁu*.ﬂ?]ﬁt@ TrelEfsuaumiasfingan
Titiaundn o vaefin
anAngndeanssniudafienlaumineAnsteden bomneimdnumialy
vnafani: uasiianiriRaniad iuRAriiaamgacmaanse fiamnsadnnnsgld il nam
éimﬁnm?ﬁﬂsumNﬁnuquﬁﬁ’:aﬁmﬁﬁmuﬂ?’ﬁummﬁmmgﬁuﬂﬁ’ﬂqm nasfiulmundninmsinositeulan
nan1gdauszAuUiggrdngnisinentussuy wazuuRif Ag funtnfeulouvesdiineu
AMENTTHNTINITYANFNLN
o AMHMMMIEARTIHLALILALIIRINTTFNEN

acln.g MANEATUSNYIEA (@ ¥ Wiildnuaumisefinsanlitiaandt ewo wiefin
Wafinunlifin < Bnafne dwsunissmadandeudnng warbifin ow Untsfaown dwmdn
nsazfienEeulidianemm

oo VANFRIUIYYISE (@ ) Wifdmaumiefinsubisioandt oeo yitafia
WoafAnuBidin so Tnisftnes dwiunsamaten@endunan urebifiu o Yn1sfinun dmdu
nsaenzilandanlifinnan

oxw.o anganAnaed Gifsundt o 9 Tflamnemiasfinsonlitiasndn
oo wHhefn Tnadnun HIfiu o Tnafing dmdunmsamadeu@auinna uasiiin o nnsdinu
dmsunissmadendeubiinan

oo nangraiyyed ciafisn Widmowmisefinmaidesnd ow

81



«/
mineRatioaning Bifin « Insfnen dmduntsamefoudousiuear uaehitiuo Sn1sfnun dmdu
naaanzition Gedlifiua Wl Biiuuafnunsnfiddenensineusnisudtinu luwdngeei

s WRalinamzfeudGeuneinseaadosfundngaaamninifisansdiuine
Lmzﬂﬁmﬁwm'mL%J"ITwﬁ'nqm‘smmﬁmua:nwumsﬁﬂmﬁy’u uwartianansdfiudnundiudnouanian
amuileideusnddniiraaafeiundngnsaain

sx.e Madamedaunisasiuueanlailmdngasuesmiinatas Whiwlumaszana
VBMVTIVEN S

WHIA en

nsamziisaiau

da o¢ nrenmufandan
oo nTmnnfenFen hinlmafidmunlilulssnirantinende winian
snaenzdoudeifumangndarvum avdestrseAnUdunaiiamna (s AN ineae
atio Maawmzflawmedrila ¢ asmnanamadeudeudeamy feuiy - oeu
Mt TLUIRSeiNsAaNR s FosauEsmn A a1 AufAunisAnundimualituuszna
HWANENAE
oo NMEscmuilusefrndaiame Wnsoiianatussaseaenenteofinaedn
mnRRLAE AN funtsenAn BN ssmeideusein hinnanisAnunss
ot masmyfouBnuezanysolfvofalidissanssantunsino g aufdinunls
Tusznimmninanda
o Aulniliiudnus 1vin P DARhIFDIRmudlen@auseisiugn
ot ATumaniasRafiaesiag
s&m.0 TLUUNAMA WLU v A1anTAnusatinisinen fifeanisonamsifian
AguseRranusasaanTsANENUNG A NTaandn o viaiin wilNiin b miwfin uaramrsoamsifiow
BuumeirndmiuanqgioulFhitiu « missfe
oEylo STULVANIA WUU e nansRnesatinasinun SdeannTaamsidian
Bunsnedzneausiaznianisinen Fiifiaandn o wieefin uelbifin o witefn
dmsunsamudendaulusednidansdunsaeuunenilal aninenda
%ﬂgtqu‘fﬁmmﬂimwmﬂfhanﬁﬁﬁwummuﬂsmﬁﬂﬂﬁ msdirvun (EUssmeaanniinands
nsdliAndasnrsamaidanFandiaand « nutefioniafiundt we wicaiin
Fmsunisdanisinen lssuuvfnne Lt v anannsAnyasatiniefnen anie ees.e WIBHDINNS
amudsnduuinends v nisaAandaninnda e misafndmiuntsdnntsdnunluszuuninag
WY @ AAN1TFEneIsatinisiinen anadie oo Tﬁﬁuﬁ’l%’PNLﬁu’ﬂuﬂﬂﬁﬂﬂﬁﬁ’ﬂlﬁﬂﬁ@ﬁit‘ﬂ"l’ﬂqﬁﬁ
ot.or amadediadeuly Waadmaasmztashuiinizzsseeimitamedion
fincanlh TR s W
oe.a fAnmsrasmzlendninnfnerseinia q waduntsiuynaai i Tnoaa
WinrsaienenadiEngn AadudTafidn anansdiaen uszansiiseiriudeinagiuees ussliiu
visngmiusasAnendt

Tl NamazdetszAineing1eftmK anfin e lElnlseanauninends

82



warfAsaclETunansBewdiuinus S wia U warbhiwfemioefingzss

ot penanunngln maRdakilFrmaiieuGaudanmaln q fau S8nesfieqs
aninnsfinendsiuntaniafneniu Taevmidesesyi@arinnisdnusernui uazezdioudy
frsssmidlen Watunadsuiui@ndaiesnunsnian aufuffiumsinundmme mnlivfofens
Fandnsaninanmnnsdiufite vis

ot.00 NWTINEIAYIeENTATIRRR T WEERn ndudndundnlnel Sfmanadu
auass  Taelidesseznaniingnwidmiu duszesaninnisinun nsdiiud 2dnezsiosdne:
Anssmilen Watmeduduian sukasmmuiendu q Avdsnafeudugainnsinu

smAnende GiayAldnduindelfanmrssaten mnfuimunoat v T

R feRngiu fuanwnnaduian

ot.o0 mdilasinauanwAenifn dndnusminsonigeafine wiefdannas
N8 uwﬁﬂu'1ﬁ’ﬂm@ﬂmiﬂt’lﬂgﬁﬁ?ﬁﬁammwmﬂﬂuL’%ﬂu'ﬂﬂr‘imﬁmmﬁﬂu‘fuﬂmﬂ'uqmuﬁnmﬁmmu
nsamadendabaminedeivnn ol emsResonaiiiasmdousnednidnsom

hamdvends Tnedisrinssauiiansafidnmun (halseanrmmiine ol

42 oo N1IAL
oo.0  MIaanauasnisatie DRedleitRedin Winduae Tignsodnduden
tudaladalahduamutminededomainerasdiuinen winhluseaygmeinansnsdion
ool NIATANATSANNN
o900 ﬁﬁm’v:ﬂﬂﬂmywmmﬁ'ﬂﬂﬁsﬁnuﬂfﬁ?uﬂstﬂaia?ﬂﬁ
(o) gnBuawa serkwavinnaiitiusmniamms
(o) TAFURMUanW ABuInAnm1szndnlssna wianuinings
WwnAvendy dinanasEiuay
(o) Butheviadszaugiifueg
(@ wopaiu ¢ Anofiuanans
solia  QApfUTzRdRTRNNsAnIRaEAnEinannsAnenfvdesnnndn
wasfiRefiamadandaulunanisinuunalande fannanlsrasdssaninnnsdnuntidutuanmnai
aAngdeismensandumiiadusonanunasasimeantdidnuntenend udaueamangtde
Lﬁﬂ“&ﬁwmﬁwﬁﬁﬁqf{iwﬁmﬁ\fﬁmmﬁ]f—JuTaJTumﬂm'iﬁnmtf’u‘fﬁ‘fﬁ%ui‘\’ nus W
soloa HAaTaN vingndainansAnuiaseanienianisAnenfinie
xnndt asfinsissitaenziieninersnnwiAannnanisine
oo AMANREN  RAnThlsradarieamandeiiluaeanwianmiviedueanann
funaspedmenan s Bnuntenend udnsmminendtfieRasoneii

48 oo NINUANTATAR
ﬁﬁmzﬁuﬂmwﬁﬁmﬁmmqa‘ﬁﬁﬂ‘fﬂﬁ
ow.0 B
oalda R1B2A

oor.en lanlliiuias dndnvraaiunnsfinuntu

83



om.& ﬂﬂmﬂmﬁuﬁ’ﬁ*ummmﬁmﬂuﬁﬁmﬁmﬁqi’m‘fﬂmuﬁﬁ’mum‘fﬂuﬁa «
ow.e Tinsmadoudunehuoafminefesmunmade oo
o AnuuszngAliannisiutidn wisnssiniadudaWidanonidendeun
AWTBvEN S LasHTINENRETIMENAYS Dinaudannnadewiian
oo HalHTumndaudiuianumanandoiiuem v viesnaiicmunilusunts
Anunvaeanyisiuudageliduianisinen
oo fnamafinunatnctaatramds feialud
ow.de EHEHMNILIIAT b AANSANEUNR VEBATU o nAntTfnuIng
dviunstansAnunlerLAnALY o nramsAnusetintsfinen Seflensedudursmuafatomall
th a.¢0
om.c EadumuEnT « nansfinenun® wdaaTu o mamsinunlnd
fmumsdrnafinunliussuuvAntauy e namsfinesetinsfinen deflensviuiiasmndaionunl
i e.ove
ow.dm HadtumuEansy & MAnsAnEUNATU WinAsL © mansfne
Und $lU dmunnsdansinunlisruuiniauy « mansAnastinisfinen dulldnssiuiuaranaie
R o.ore
Wil nadiageitnanisinunagiunasiviuaninluntansfnuntane uwasld
amdendimeantsinunggion Midtsmmansdeunianafinenggsewiufiay

3D ox NSANLGTRBUTEAT

odo  MERNTEAT svnsziiliinet v funiusniisniudannanisdnenung
vinnelu o fladusniuandudinniangien

ol  nsnENswiT sxnsvinlFarelufiimusnaniifiustesnaniseay we 189
wadeu eenannsinemiudaETutianentsiinun meneusnefsrane hrnnamFeaiuiunisis
snedrarhivsingdnus W Tusadinunansfinun uiinoauTeirmAaiuuaainsfina s iniane:
THsudnus w

azo  tumonUAtATuansAinkAzasuIATn Widiwlumusawuatiludsenna
WNANENRY

nH @

v a
neiauasUsELRRKanIsAnET

48 o« NTIANATNTTUTERNNEATANYY
oo EMANEIRETAinnsiRannsAnetnensAneashiteunit o A%
oo aAnanAalEsrUUsFUTuasAssut s TRuaT ST RNNG ussteftn
Famnendaimusliauaslsadunafindnus S uaz U
ocer TSNS S waz U THewizunesnedmumminendedmme wezlsadiuns
Fapdnmg S uas U
oxa Hydnual uazAMAENEIEINSIALATTSuNaTeReng 4 Tidma sl

A et I (EXCELLENT)

84



®0
B' nunefls Aunn (VERY GOOD)
B AHBE f (GOOD)
¢t e fwald (FAIRLY GOOD)
c e walk (FAR)
D AU aDU (POOR)
D nunafls ARUNIN (VERY POOR)
F nunafls an (FAILED)
S HRHTN duiinele (SATISFACTORY)
U el Tiuiinela (UNSATISFACTORY)
[ el nsdanadalianysol (INCOMPLETE)
P neil msﬁaumsﬂ@uﬁ’ﬂﬁﬁ@@gm (IN PROGRESS)
W nunefis N19nNauITEAE (WITHDRAWN)

o FrUUITAUIU fnualiusiagnes A, B', B, C'. C, D', D UAZ F BILAASHANITANE

o

109RAnRRSUNsUssfinTuusiazseAn uazilrnseiuiuged

FEAUTN A frrszavduwdn oo
" "
FEAUTY B’ fanszAuduin - o.eo
5 7
FLALTU B Azt moo
FeeUiu c fAangziuduily w.eo
o & A v &
FEAUTH ¢ HAANFZAUINEIN .00
v & + A v &
FTAUU D HAzAUTuY 6.0
v & a v & &
FTAUIYN D HAZAUINEIN  e.00
FEFuu F fpngzduduin o

oato  Bnws | iindydnveifuansdn Aaaldamnsadndunisdanatusneiiiuli
weFaanysolld Tnefindngmuansindmeageddeunslsznis nstisnes | deslisuaaudfinseusnn
mmﬁﬁﬁﬂfamm:miwﬁﬁmﬂﬂmuﬁﬁiwﬁmfuﬁqﬁh@g
fRnazdoeriiunisresunisiauaslssfiunafeutsnys l?ﬁﬂuuyifﬂmﬂu
mansinedallvasnisamedenden auszeznafitua Bl ssnrreseming d wntutmua
Fananasminendeszideusnes | usviudu F wlednes U
oae/ BNHT P Lﬁuﬁ’iyﬁnmﬂﬁmmdﬁ ‘iw%mfué’dﬁm‘iL‘%ﬂumm@um‘@Lﬁmﬂ%iu.ﬂ:
Tifinsdauaztsz@unanetunianisfnunitamadion el Banzunemednftamanendatmun
$nws P azwAsufidadefinnsinuasy sefunanieTuszozomBiiiuiugaing
ya9nnsaeuTaYsEIInTA ol Gifin o nansAnEdall snfuimsasrazafnananassaniauudn
W nendy aswAeusnes P uszduiu F wiednws U
oxa fnys W iindydnuoifuansin
oo AAnlioaunedniamadouamdenlinisamaton
oxze nsamadonAndenliuaziulias
oaam AARgnAmnaAnutuniAntsAnenn

oxae unAngdReyRRAnnawn e iamaden

85



@)
sate M5 S U 1 P uar W ahigmimndmnamsnssduiueeamsie
ax.00 NITRLMHIsARNCEN WaTNNIAUIBINAN ST AU AT aMaRY

o.00.0 MU MMM inazafaiiasundngss Widuiawizmied
mumesneRmnfiaautHvind tunsdlfitansmadeudauneininsmedsmidannnds o A% Wituawnz
Smamemiosfin afsgeinefivssfiinmeulimiuAndunisfinaraisniaen

0001 NATINETAEATAMIMANSLLTHAr AN R AEITIMIEAR LazAnTEAL
Hapsreirironaniinds e fenludasnamaing sndumnedvitamedeudtdondne anuis
[ 4

o.00.m MIAMNAN TS Lz ARl DiiienagmuasdsiseTin
furmfudasmn ¢ Nedranada owe NI wdmnsRassaiasnumeTeirionsn endu
#in oo Tnamis Bivefan v fumd Taelifinsilae uazTunsdfftansmsdendeusasimin
FeAtwilienndn o A3 umAvenduazAur AT duiusr s adss it nuasAr s TN ge
amafaudenunfigaringiesndadn

od.00.@ NFAMMIMANTEALT R AL s AR i s T Ar i adna At
TﬁﬁnLmnaqmﬁmﬂhmuwmﬂﬁmﬁ’um‘ﬁfa:ﬁuiv'uﬂmv,m5'1iﬁ'mﬁﬂﬁWﬂg'fuwé’ﬂﬂmawﬁmﬁfmiﬁ Tidraniu
e fFeuliviabifan neimibivanghodngrasntsfiudg Tidarmslifuiseiuiulnee
BTt eie

oroo.d NNTATUIMATTEA T Az A dareiand landrannann

a % o . “ U < P '
ﬂmuuﬂmnﬁnmﬁu Tﬁﬂﬁuqmﬂﬁizﬂuﬂ%ﬂxﬂﬂlgﬂﬂLQW”IS?’!EI’JWWIL%HHT“N

i3 wo  MaGandn
wo.o  tATIAfTAREELEAING C MAnsanInamlaGedli
wok  seArnldulamalassaindngrafitfnseuts F LY DT M R
wo.m  aeArildtamlassatmdngrainfnreuly U DRmdasanzidendont

nNIn &

o &
MSANSINTANY

48 wo MnEualRlHS I Agged
©we.6 TuﬂmmsﬁnmqmﬁwﬁﬁﬁmzﬁﬁL%ﬁ*n'ﬁﬁnm fanasdasdsluseamaaiiey
dfansinet TnesueransdriuSnunseminsfantetussaznat o Wew dsandulinnaaEen
wol  SRAETLNSEWE TR By e ﬁmﬁqmauﬂ’@iﬁ’w}ﬁuﬁ
walk.e BHUIEATIAN q ﬂﬁumwwﬁnqmtmszmu‘fwmmmﬁmfu wazfa
sefelnlFFudnus | wiadnus P
ook avenan @il
oo oi.0 NMafnuAB By Tines dFensinulibiton s ma
msdinen Und damsunssanadeuBaudnnaaslitau « nanisfnundafidmiunisamefendenls
VLT

ook MANGNILIYYIRT (Foifles v ) dudanisinunlil

86



(o))
fou @ nansinend AmduntsamadenGuuisnatuasiaw < aaamsfinunun® dmiunas
amzilenEaubivinea

wois.a WANRILSYe « T dndsnsAnuiilinen s ain
asfinenund Amsunsamadondeudunauaclifien o mansinening dwiunasaamedaewdau
Tidaamn
o0l Wingralyyed « 8 dufsnisAnulilinew « ann
mafnund ddunissenzdenEaufnnsiwazlined oo arAnsAREIUNR daniumsrmation
Seulifuaan
wa ol WANgITRYEE © U fdansfinelilinou eo na
ArsineUng dndunisamaiioudsudinnanashiion wo anansAnEtUng dmdunisaansiden
Fenlaidanmn
wolks ARaf 1o fevlousnetgindodszaunisnl nia
Usraunnsafimin dsetiaafnuragheminendeiméngratneion o Sn1sfin
wa.m.m ﬁmszﬁ’mfuﬁ:ﬂmﬁﬁ'amﬂamﬁﬁ'ﬂgmﬁ#ﬁﬂaﬂfiﬂ .00
Wwoln.@  FEUNTWATINIANMIEINGEANNYTEANFLRINMANENRY
ol iMlszEsudetunmsSudanuesalntusvningdy
we.m Tuﬂ‘itﬂﬁﬁ@mﬂismﬁwﬂﬁmﬁﬁL%msﬁnmﬁqﬂmqwdqmoﬁm WATINETAEDIY
fansonaydiduse ¢ U
wo.  HARAaiAFUMnauadatRlATIUA Y Rashifias wansandugflquauia
ot (ilutie wo.e ufo goaliifhnandaindnuniilaunnenaniuiu uazﬁmﬂqmﬂuﬁﬁnﬁlmﬁu
Tt
0o.C.0 ﬁﬁqﬁ:ﬁuﬁv’uﬂtﬂumﬁﬂmaﬁmﬁ’ngmﬁg\md .o Tl axlEsuifiash
fendiunte withildssiuduazauafansaamdngaaious miso T mce arlFSURssHNENEFTEY
wo.cl aelRSusfui F vednus U ussdeshinmefionGeugiiu
eAmin
dim we NTERERUSQQYN amuwﬁmmﬁ'ﬂazﬁwwtmméﬁﬁﬂ%fyrgqLijﬂé'uw_nmﬂmiﬁnm
anviu nsdiRnas Tu‘ﬁnL'%wmfﬁnmmuuwumﬂ%mﬁw&’nqmﬁ%ﬁum Tﬁﬂi}ﬁ‘ﬁﬂ%mmﬁué’uﬁﬁwﬂnqsﬁﬂu
Trnomnysol TumamaAnemi

8 wa nbALYTNTaLfBuuR WannaedeiAnfiGaufreamingnde Weratusnda
Buufiraeavangaswarieneindeufilsyant anaTidesilusialus
wo.e WEELTNTRGENANREAVANGHT
oea.o Wisamed WiunandEeuinaaemdngns waelshae [H5Usssui F
vBndnus U wisdnusdlafitouinbinstentmiiaomiudsuay unmanende uasfldnssfuiuaeaniy
amEnENuas mAngfensusarui itiaand a.oe
wmok winydu BiiutaefiGufnseamangns uasblne Tisussdud F
yRadngs U visasnustidefifieuwintusnednlaieroniuiuuss baminende urefirsiuduszasinty
qmnanudnuas ivnAnaderasusiasuis idaendt e.eo
wa WEHYTRIAGELAUTEANT

87



@en

o oar

P o
wdugnawns WiuganfEusiuszdiinsfineni ¢ Tnsaamadendeu

P

2 ) o & o
v mansAneUnalEnsneTiEiiteendt mo minsefin uashinaldfuseduin F windnws U Tl

' v ¥

A 4 .
msfneil wassaianssiuiuaraaie hlinnsAnumiy 7 o ulul

VYILRWIENTR

i as o e o A & v P |
#2 oo Woonsufley wazusma Weufifsnadeteduinae hmiedeswatuiu duustif
eeusitiady
. - v a A A va v oo XOuo
Tuszninefigenilinansudley Ustne uasuwnuiiis Weufofenadietediud] Biisadey
B

sz uasafiRresmAnendeitinghufitnreiudtired wntidTnaylan winithitnwiauge
fudoredut

vszmg o ddl %dﬁauﬂsnﬂﬂwu WA oD

(ransnanssifieshinm armdalu ingo)
SENANHATINGTRENELET

88




89

AANUIN Y

mswtﬂ%‘ﬂuLﬁﬂﬂi&é’ﬂg}ﬁﬁﬂ%’ﬂﬂ@q W.fl. 2559 meﬁ’ﬂgmﬂ%’uﬂga W.¢l. 2564



90

Tﬂ‘saa’éﬂmﬁ'ﬂgmsmﬂwé’amsﬂ%’uﬂ‘gmﬁ?% WaSaufaunulasenEeAnNuaz Lo

o/ o/ a = o/ Aﬂ’/
N’lﬁliﬂ’]uﬂ@ﬂgﬁli$$ﬂUﬂify€y’lﬂi ﬂsqngmu

INUAHNTRTFIRAANYTAS NANYAS NANgAS
WHIAIUN szauldns Udulgs Usuilge
NW.A. 2558 N.A. 2559 N.A. 2564

1. iNaeAZANEITA L Tidiaandn 30 wiaefin 30 30
1.1 MisneRT ALY (LA 21 30
1.2 viasBTAnEsaUiREen 9 -

2. NNIATARNL Tidaundn 72 wiefin 91 91
2.1 AxiugmAran 24 24
2.2 AEeniNAy 46 46
2.3 Jynaniann 15 15
2.4 N19ANEIBETY NITRNNIN LAY 6 6

ARAFANEN

3. RNIATYURDNINS Titiaandn 6  wdagfin 6 6

590 (Maefin) Gidasndn 120 127 127
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nangAsLULg9 W.A. 2559 nangATLFULge W.A. 2564 N:‘izw
Usuilge
Fofnua Ay 21 widaefin  AwAneia T 30 wuaeAn
NANATINTET 9 wirefim  AgNIAINIEN 12 wiaafin
001103 | sinwznming 3(3-0-6)
Thai Language Skills
001111 | awdsnguingiu 3(3-0-6) A
dasneien
Fundamental of English
001112 | NEBINGEREIN 3(3-0-6)
Developmental English
001101 | AnstEnnmnlne 3(2-2-5)
Usage of Thai Language
001102 | NENBINHIATHNNIDN 3(2-2-5) an
Ready English -
318390
001103 | aendanguglanndng 3(2-2-5) T
Explorative English
001204 | nMmnEINgEinami 3(2-2-5)
Step UP English
NENATIRIANANET 3 wiaefin Tanguimdsansnun
003134 m‘mﬁ‘sﬁmngﬁﬁwmﬁﬁmﬁu 3(3-0-6)
Civilization and Indigenous Wisdom
Tag1e7397
003136 | WziAnwN 3(2-2-5)
Phayao Studies
NFNITINAININE 1 Msdaefim deAUIRan 1 viefin  Uangaudniwaiunly
004150 | noaw 1(0-2-1)
Golf
004151 LN 1(0-2-1)
Game
004152 | U5%W19nN1Y 1(0-2-1)
Body Conditioning
004153 | fianganidindenng 1(0-2-1)
Rhythmic Activities
¥ Tpg1eAen
004154 18U 1(0-2-1)
Swimming
004155 | @ae 1(0-2-1)
Ballroom Dance
004156 | mznie 1(0-2-1)
Takraw
004157 | $HMuING 1(0-2-1)

Recreation
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004158 | waWyiuea 1(0-2-1)
Softball
004159 RATNIG 1(0-2-1)
Tennis
004160 | widamuia 1(0-2-1)
Table Tennis
004161 UININAUBR 1(0-2-1)
Basketball
—— il Ealipigl
004162 WLAHKAN 1(0-2-1)
Badminton
004163 ‘I/\JWLI’B'N 1(0-2-1)
Footballl
004164 | 2aawasuaa 1(0-2-1)
Volleyball
004165 | AaUrnissiadiiasiuga 1(0-2-1)
Art of Self Defense
NANFAIYTHINTS 8 wiaefin  nANArIYIMINIG 18 Msitefin
005171 | FAmuarganIw
3(3-0-6)
Life and Health
005172 | N199ANNTNITANTANEDR ~ ~
Living Management 3e-2-9) Heanginn
005173 | vinuz@in 2(1-2-3)
Life Skills
002201 | waiflaslaana 3 (2-2-5)
Citizen Mind by Citizenship
Wa
- — 87390
002202 | NANNRIHUTTTH 3 (2-2-5) T
Multicultural Society
naReans TuAsANRAYA 3 (2-2-5)
003201 | Communication in Digital Society
MadAnIgIn LAz RILIREaN 3(2-2-5)
003202 | Health and Environmental
Management
Aavzlun19aingan 3 (2-2-5) | Umsedn
004101 Arts of Living
YARNANUAZNNTURAIDBN TN 3(2-2-5)
004201 | &3As
Socialized Personality




93

NangnsUsuLge w.el. 2559 NANFATUTUF9 W61 2564 ﬂ:im
Usuilge
Fonuialien Tifaandt 9 niaefn Ypsredgdnuialiien
NANATINTET
001113 | AESINgEITRrINIg 3(3-0-6) R
dasneien
English for Academic Purposes
NANITNU B ATEAS
002121 | EsmumAraRSBnsAnET 3(3-0-6)
Auadn
Information Science for Study and Research
002122 | USweyiiiedan 3(3-0-6)
Philosophy for Life
002123 | AMH1 AIANLATTNUETIH 3(3-0-6)
Language, Society and Culture Tns1edn7
002124 | UsvimiAaUzn1suansne 3(3-0-6)
Thai Performing Arts
002125 | AR NAIINI 3(3-0-6)
Music Appreciation
002126 | AaUzluddnUszandu 3(3-0-6)
Arts in Daily Life
NNIETHIANATNGS
003131 | ngusneiugaiianmnIngin 3(3-0-6) | 003131
Fundamental Laws for Quality of Life
003132 | Mnefuszananlan 3(3-0-6) | 003132
Thai and the World Community
Tpg1eAen
003133 | Afilne Adsiemd 3(3-0-6) | 003133
Thai Way and Vision
003135 | ngiiles wisugiia uardns 3(3-0-6) | 003135
Politics, Economy and Society
NENITAINLIFIRTURL ATIAATRAS
006140 | ayudiuAsanden 5(3-0-6) | 006140
Man and Environment
006141 | AenRapesmIsmumAiugIs  3(2-2-5) | 006141
Introduction to Computer
Information Science
006142 | AdlnFaRsFMSLEIRTuYA 3(3-0-6) | 006142 Uasneden
FVIEUNA
Mathematics for Life in the Information Age
006143 | snuazansiaiuEinszandu 3(3-0-6) | 006143
Drugs and Chemicals in Daily Life
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N15e

Usulgs

006144

addaa
DATTURZATNTIN

Food and Life Style

3(3-0-6)

006144

006145

WaNMUATIA WAt Tndsin

Energy and Technology Around Us

3(3-0-6)

006145

Tmgeisn

006245

Ayenenans EdnUszaniu

Science in Daily Life

3(3-0-6)

006245

NENIEENFINT

005170

W ANTIHNYLE
q

Human Behavior

3(3-0-6)

IRtk

RN NUNRINIL 91  wuagfin

RNIATUNUNRNIL 91  wuawfin

¥
NNITTWUGIWITIEN

24  wuHagfe

v
NNIATNUFIWITIEN

24 wHlgfa

100004

NYUNIE§sNe
Business Law

ANANAUEITNINNgVNY
fugsfia ngranefifendasty
uLUNTIARagaRa AnHLE
szndnefilwiudon anusuRnda
YAAANIHEHAN nanvialuTulazang
NOUENEUNILATNItYE M
ﬁzyiyqiquﬁyiﬁﬁfyiywmmﬁﬁ@ hay
ngmsnedAny A Aifsados
ngusenswdauneiloyayn
ngrsEW SN eilag
AUHIBUTNIU WAZAGNNENNE
8115

An introduction to the legal
environment of business, the course
provides an understanding of the
nature of public law and the
regulation of business and of the
basic principles which control
business practice; topics include
important laws, intellectual law,

labor law, and taxation

3(3-0-6)

Usuaan

121211

QUEISPE R
Business Finance
A3 UifgaTunIs @

9579 N193ATIEIUNISEK NS

a

o

FanIRunusTEzau N139ANT

Nuyuazezen? SUUssHnsRtuan

3(2-2-5)

121101

nsRugsna

Business Finance
Asdidassuniatingsia

AANANTITRU N19ALATIZRIL

1984 YRANDUIARLRTYAAT

flaqiiu Tnsesdnouasfiuynaes

3(2-2-5)
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m‘au‘%mﬁgﬂwﬁ ANTUINITAUAT G wlaunenisana duiiung
AYAAR YAATIUANNIIRT LRIV UARIRUYUTZEZENY SURIYH
Fuynnedn wlaunenisenetu N199ANTTRNY NG
A JUUIZHITRUAR N199ANTS
Introduction to business Aundndvamiden unsdadunu
finance, financial statement i:ﬂzﬁ?u
analysis, short-term financing, Introduction of business,
long-term financing, accounts financial markets, financial
receivable management, inventory statement analysis, future value
management, time value of money, and present value, capital
capital budgeting, cost of capital, structure and cost of capital,
dividend policy dividend policy, long-term
financing, capital budgeting,
working capital management, cash
budgeting, current asset
management, short-term financial
122131 | nann1s9anIs 3(3-0-6) | 122120 | wanN199ANS 3(3-0-6) | USuwiw
Principles of Management Principles of Management KRy
ANENHNEUATAMHATATY DY Asidasdaiendu uay
N199AN13 BIALTZNBUBBINIS PANNITIANTT ATBNUINTT ABEUNY
Fanneialu dnunzlaseadnenes NNNITIANTT NTTINUNY N1 918787

B9ANN5GINT NANNITLINITURY
wﬁﬁﬁﬁﬁﬁ@ﬂ@aﬂwu’%mﬁnﬂﬁm
NIFINUHU N1FIABIANIT N9
’Niﬁ‘ﬂ"llqlﬂﬂ@ ﬂ’lifgll/\‘iﬂ’lﬁ LASNg
AUAN N1TUTTRTMNIEUAY
Wennefidals faefanssnzesnis
FANNT WaTMTRNUSERVEN N
A e G AR Pt G UNCEA T
AqUBns9Uae vl

Meaning and significance of
management, general management
component, structure of business
organization, administration
principles and essential function of
whole administrative section for
instance planning, organizing,
staffing, directing and controlling,
attained goals and policy by

management activities and

TABIANTT N1ITALYARALETYINIIN
mMadens WATNITAIUAN N3
Wnnneadng uazirdosdlanis
§anaasial

Introduction to principles of
management, evolution of
management, planning,
organizing, staffing, directing,
controlling, organization
development and modern

management tools
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enhancing efficiency and
effectiveness by advanced

administration system

122220

NMFIRNTTNVTHRAURLNS 3(2-2-5)
nsuianne
Production and Operations
Management
ANTNANIEYBINIINRALAY
UfjiRnng AanasuuaziumeuLeg
nvingsRa tinfiuazaam
SURAreUNgIIR9LEINTINS
WRR NITIUNUATAINIINER 115
RENTATIAG 11T 9IHLAS
NTLUIRNITNERN NITITNUNRNT
HNARTIN NITINLNHLATLENT
Thg9ms NM3spdanayazuy
ARIRUAT NITIN WA
FiB9N13ER N1TATLANAUNIN
neamazinazniauityninig
TNUKNHNITHAALAZNNTUHTRNS
Production and operation
meaning, activity and steps of
business creation, basic function
and responsibility of production
executive, capacity planning,
location selection, layout planning of
production processing, aggregate
planning, project management and
planning, purchasing and
warehouse system, material
requirement planning, quality
control and analysis and tackling of

production and operation planning

Jsupan

124151

AN 3(2-2-5)

Financial Accounting
AMENENELAT IR U RaA

vaenaifay® Usrlenluecioya

yn9Uys wHuvinasyduasde

FUNFAFIINNITUYE NannTg

uarAnNNTNANAAnANN19TY e

Usuaan
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Tuasnane i lUuazayased
RN NIRRIEnns [Usainyd
ugnUgznn N19UsulgInazda
1ey? Aenn52ene/uAn fianns
PANINNTIN izuusfuﬁﬂﬁiy
Definitions and objectives of
accounting, benefits of accounting
information, accounting framework
and accounting assumptions,
principles and process of recording
transactions in double entry system
in general journal and special
journals, posting transactions to
journal ledgers, adjusting and
closing, reversing, preparation of
trial balance, working papers,
accounting and financial statements
for service businesses,
merchandising businesses, industrial

businesses, and vouching system

126100

m‘mgmam%ﬁmﬁu
Introduction to Economic

ANHANILUAZ AT THA ALY VD
AP UATHIANETRS TEULIATEEAS
miﬁmumﬁmﬂmqﬂmﬁ FUNY
ANEaneuIBInUaIALATgLINIY
wqwj‘u,@xLLmﬁmLﬁmﬁuLﬁmﬁu
noAnssNEUalna nufniandn
Funu 98 Usznn® n19@unng
511A15 Wlgunen198u wlaune
N19AaY Ruie Byl uazniadn
FEndnaEmne

Definition, importance of
economics, economic systems,
demand and supply, demand and
supply elasticity, price
determination and market
equilibrium, basic consumer
behavior theory, production and

production cost, national income,

3(3-0-6)

126100

Lﬁswgmwmﬁﬁmﬁu
Introduction to Economic
ANMNVNIEUATAITH A ATy
DAY NATHFFART 2L
wsEghia Nt muasAnlnagy

<

a9A LU ANERAngurnIgL
FIALAZELNII N UaTUNIAR
\assudeatimgnsanguilnn
naefnanan fiuu el
U5291718 N19RRNITEUIAT
wlaunen198u wlauen1ends
Suia Sl uazn9dngendng
Usemne

Definitions, importance of
economics, economic systems,
demand and supply, demand and
supply elasticity, price
determination and market
equilibrium, basic consumer

behavior theory, production and

3(3-0-6)
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money and banking, monetary and production cost, national income,
fiscal policies, inflation and deflation, money and banking, monetary
international trade and fiscal policies, inflation and
deflation, international trade
128120 | BANNISAAA 3(3-0-6) 128110 | KANNISARTIA 3(3-0-6) | U5uavia
Principles of Marketing Principles of Marketing g gl
Ansidassadsndy Ansdidassadendu uay
AIRAIA AIHVHIUAZATT NIAATA AINHVHIUAZATNT ANBBUNY
enanann Tadefisdanansmy nwnanans Tadedisenansmy 918787
FATTULNTTRAA N1TUENIS FRTTULNITRATA N1TUENNT
mananadeadin nsutidan nanaradoegin nsuLian
ARA ﬂqiLﬁﬂﬂmﬂqﬂLﬂWWN"lﬂ ANA ﬂ’]‘jLﬁ'ﬂﬂﬁlﬂ"lﬂLﬁWMNqﬂ
wginssnfuslna nsidenann wgAnssnfuslnn n1sidenann
matiedaeflantnisnannlunis mMaRaARATa N3 lEeanedle
Aiugsfa nnsea1aiunnIAiingsia
Fundamental knowledge of Fundamental knowledge of
marketing, meaning and roles of marketing, meaning and roles of
marketing, factors affecting market marketing, factors affecting
system, fundamental marketing market system, fundamental
management, market marketing management, market
segmentation, selecting target segmentation, selecting target
markets, consumer behavior, markets, consumer behavior,
market research, usability of market research, digital
marketing tool in business marketing, use of marketing tools
in business
221110 | waluladassunafiugmme 3(2-2-5) U5upan
ﬁqﬁﬁfq 10
Fundamental Information wé’ﬂg‘m
Technology in Business
walklagrenfames
aafsrnauranfanes walulad
ﬂq‘iﬁl'ﬂﬂq‘ﬂ‘w‘iﬂ}mﬂﬂﬂLLN$‘§$‘LI‘LI
1A3n1ne SruUBumasiiin
\ansilansAuduiiays snsem
uaza3ya3IN AN IHI
axfannd fugiunisilszgndls
aanAuIFTuUUUIRNS Tusunsu
Uazaaanasn Taunanmisng
Aans uazllsunsunisinane
aluanugsha
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Computer technology,
computer components,
telecommunication and network
technology, internet, search engine,
manners and etiquette in using
computer, introduction to operation
system software application, word
processing program, spreadsheet
program, and presentation program

in business

124132

madydmiuddsenauns 3(3-0-6)
Accounting for
Entrepreneurship
A lUAeadunnstind
wATIUULLNNGINAUATI
a3 Uszlemlvacdioys
N9N190YE AINNHIBLAZNT
Fuundiue MERulyaaa

A a

5990m1 NBERUFRRYARE

'
LA A

nEyaAuitn n1EgIRamnie
BN o4 1908 N1991uNHNE
AMTUHUTENBUNNT N1TUINNG
Rundng

General knowledge about
accounting and types of business
and financial statements, benefits
of accounting information definition
and classification of costs, personal
income tax, corporate income tax,
value added tax, specific business
tax, withholding tax, tax planning
for entrepreneurship, assets

management

Al

128111

wfnssuguilng 3(2-2-5)
Consumer Behavior

PRNUAZNITIATIEA
woAnssneesfualnalunis
fnanlade AN9ATIENgH
gnAnT e Asuslnauas

weAnssunsevacfuilng

Ususia
F1873%1
AeTunY
31873%1
uazdingsn
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£
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ﬂum@umiﬁﬂﬁﬂ@%ﬂ 19
AagedilyniaannFiaInig
1aeffudlnn nsvndioya n1s
Uszifiumaden masinaulade
WAENNTUTA RN AN ENAIN 15T 8
L@NNNNITANN N RIgN AN
INBNAVBITAUTTIN FIAN NG
AsuAsa Aflranissaaulauas
suuuuNsAElERn suuuuTng
raemgfinssnnisudlnn nns
Ansnzhilasanieturesynns
LLi\ifg\iT@LLmqmﬁﬂmw
N9TUIUNTILS Beud viruas
ITURTN1TANAIDIANTYDS
Hualam nsutisdounana ga
adereviiilnn nsuUsvgndlit
AAMUANAYNENNN1TAAA
Principles and analysis of
consumer behavior upon the
decision-making to purchasing,
target group analysis, consumption
and purchasing behavior including
steps in the decision-making
process starting from problem
identification, information and fact
finding, evaluation of alternatives,
buying decision, and after-
purchase evaluation, customer
journey, influences of culture,
social groups, family upon decision
making and lifestyle, new modes
of customer behavior, internal
factors such as motivation,
personality, perception, learning
and attitude, and consumer rights,
market segmentation, generation
of consumers, formulate marketing

strategies.

BN

19AU

128112

ATARIARINE

Digital Marketing

3(2-2-5)
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RANNITARIARAYIN

o

ANTNUIARDNNNNITARIATANG
ATRAUINAYNTNITARIARANA
maqatagnineaulail nsmain
ARVTALBIANNUS NTEINDL
UszaumsslunignAteawlmi
nsteEnefiauaznisnn
WHRNN3 R NS LA AR
ﬂ’]’iﬁl’ﬂﬁ’]’iﬂq‘j@’&q@lLLﬂz“ﬁﬂG‘Vl’N
AoEsuUURAYA NMIAeaNT
e iBeainensan nanande
Yapuaaulad n1aadvyasan
%m,lqml,m@uma%l,ﬁm NI9ANIA
UuLLWﬂﬁ]Wﬂéxﬂﬂdﬂ”Lﬁ@ ﬁugm
mMafinUsrRMBNMesIAEesie
AU NTVIINITRATART
aasilafnundumesiin
Digital marketing
fundamentals, digital marketing
environment, digital marketing
strategy development, digital
marketing funnel, digital
relationship marketing, delivering
the online customer experience,
applying tools and campaign
planning for digital media, digital
marketing communications &
mediachannels, creative content
communication, social media
marketing, internet of value,
google marketing platform,
fundamentals of search engine

optimization and search engine

marketing

LNAUNT

IS
& A
ST i
FoEN
LRNY LAY
50
AeTUNY

Catipie

221302

LWﬂTuT@ﬁL‘ﬁ’aﬁﬁuﬂizﬁ‘lﬂﬁﬂ’N
§5019
Technology for Business
Applications
~ X 4 o
HHIAANHTIRNEINY

wialulagiiesmysygndnig

3(2-2-5)
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79f9 UsziAuseAn1suazszuy
MTEUNFANIGING NTTUIUNNT
a3pudnladenaniaunes
g3fia natazgndmaluladiile
9MUINIIUIAGT ] TTUL
ATEUVAABNITTANIT 119
Anseiioyaniegsiia nsle
Tusunsuusygndniegsfia
walilagiuuazuinnass uay
waluladiResmuazynedfimg
dhiq
Basic concepts of applies
technology in business, entreprise
information system issus,
understabding process in business
computer, technology application
for various business in specific
ares, information management
system, business analytics,
application and software for
business, web technology and
innovation and other areas
AranisAu 46 Wxaafin Frnanlsau 46 Wisafin
122410 | NSAANTININEINTHYEE 3(3-0-6) Usuaan
Human Resource Management N
A9NTTHIDINITIANTT NAnNgAa
NINENTHYEET N19INUNY AT
ADNULLNIN NN1FIATIEANN 119
FITMUAAPLABNYARING N3
ANBUIHURZNITARUT ATADULNIN
uaznatlselend nTUssfiunanig
UfiReu usegelauazaanuyni
WN199IN9U FVAINUTIT
afaRn1auarAslaeadelunig
N AN9IANIINITNENNTHYEE
Tugsfiassulan
Human resource management
activities, planning, job design, job
analysis, recruitment, selection,
training and development,
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compensation and benefits,
performance appraisal, motivation
and engagement, safety and
health, labour relations, global

human resource management

128121

93UEIINEINIUAY
F9TNINUINEINSLNITARIA
Ethics and Good Governance for
Marketing

AHANALY WAL HIINYDY
93e5990 NN IANgIRauas
AMARTIA N1THITZUUIILETITHN
Uszgndlunisadnedadniin
RYFTINNNGINIUATAIN
JURRADUADNIANFUFATTTN
RANNITVBIFITHIALIBUAZNNT
Uszgndldtueadnis

Definition and significance of
ethics in business and marketing,
use of ethics to create conscience in
business and social responsibility,
principles of good governance and

its applications to organization

3(3-0-6)

Usuaan

128221

wgfinssufuslan

Consumer Behavior
NANUAZNITAATIEA

woinssneeeiuilnatunis

dnaulaie N9AATITANGNGNAN

wihvsng nsuilnauasngfingsw

mdnresfuilng dupaunis

o

mmﬁu"f@%a ANTHABINTTUD

v

fualna n1sutonang 119813
uarn1Idiaya n19UaTiie
maRend q madnaulatouay
matazfumdsnisde anananas
Fanngan Fonsnga ATauA3s 7l
sonssinanlanazuuunsiiin
#n Msdnzsitiadunietuaes
YAAR U399 lauazyARNAN

N9TUIMNITIUS Band viruas
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INBURLN1IANATDIANT YD
#ualna
Principles and analysis of
consumer behavior upon the
decision-making to purchasing,
target group analysis, consumption
and purchasing behavior including
steps in the decision-making
process starting from problem
identification, information and fact
finding, evaluation of alternatives,
buying decision, and after-purchase
evaluation, influences of culture,
social groups, family upon decision
making and lifestyle, internal factors
such as motivation, personality,
perception, learning and attitude,
and consumer rights
128222 | mesnanlanenisnan 3(2-2-5) | 128221 | nstiesasfientsnannfiana Ususia
Marketing Decision Making Wwansanula 78391 T8
PANNT WMARABIUFHnLaY Digital Marketing Tools for 3187397
n19ufjiReeIn1TNeInToinIg Decision Making has
NTARA N19TAATIEAAIIN N153LASIZi AN G B9NIS ABFUNY
fasnsuaznisuaziiumanaiiubl LAENAUTUR YR AR 918787
THre9ma1n NNSANIUNUNNTHER ARAsE95A1 mir}’m@ﬂ@ﬂwg
waznasas g nadnAulade YNANTARTA NNTILATIEY
WEBHAR N3ILATIZAUININTG ANNYBLLAEANNEIE N TIaY
#nanla szuumadinda nnamn #oU NMsFnAnla laenszuIunIg
@mﬁﬁuﬁqﬁ%mmgﬂﬁq 119 ARTIEUANETLTY Az TH
Fannstinmgin nsudmssenie A asilavnennananadaviaie
NTUIMTRUAIAIARY WATATT nnsAesssitieya
uAnavinenane i Techniques of digital marketing
Principles, quantitative forecasting, demand analysis and
techniques and practices of evaluation of market potential
marketing forecasting, demand pricing methods, measuring
analysis and evaluation of market market strategy results, conjoint
potential, production and distribution analysis, analytic hierarchy
scheduling, make or buy decision, process, applying marketing digital
decision-tree analysis, queuing tools for data analysis
theory, finding customer lifetime
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value, big data management, sales
management, inventory
management, in-store resources
management
128321 | A1SUSHISNAAAMARATIIAT 3(2-2-5) | 128222 | ANSUSHISNAANMTALAZIIAN 3(2-2-5) | Ususiw
Product and Pricing Product and Pricing 77 uay
Administration Administration ANBB LY
3183%1

LLu’JﬁG‘lﬂ’]i"J’NLLNuﬂN?_qWIﬁ
WRASTOUI NITLINITHARS T
NITAUTLNNNAAST O JIn
UTLANHARATIT ATIAUAT U599
Aol TeaannwasBianans o
ANFHAHUHARTAT 13l WImnTan
wansTouat wleunalunnssesnan
N9IATIEAFNTNLIARDNYI NS
udodi nnsE3eAau Sy
NNN1TUINTN uazn1suiReuin
A USRI TR
nadeAnARen1ss g 11
GI‘E’J"VNﬂU’EquNﬂﬂqﬂqLLﬂZﬂ"l‘iL%ﬂN
ADIRUAN

Concept of product strategic
planning, product management,
product assortment, product mix,
brand, packaging, labels, product
lifecycle, new product development,
product innovation, pricing policies,
analysis of the competitive
environment, create a competitive
advantage, store operations for
staff, product order process,
product expiration and deterioration

check

LLuQﬁﬂﬂ’?‘i’)’NLLNuﬂﬂq%’lﬁ(
WNARADA NITLANIINRATNA
N9IAUTLONNARA DA Fan
USLRNHNARAUT P918WA1 U599
Aot Teaann N1TUENITRUAN
Mr999583nnARS 9T N3
TamnnanToe sl i
YAANARATITIgNYY N3
AATITARNINUIARBNNNNTG
uadte nnsa3eAulFESey
yemauzeii Tadeisianainase
AssinAnladuaAn
TagUsraeAtunnanuasIAn
wlenelunisimuaaauay
maUfTRemlEmdndmsy
FEFUWTNT TuneunNT A RWAN
Wan1ssmiing nangaeaeLdl
Mumm?_qll,l,@:ﬂﬁﬂﬁ%ﬂwmﬁuﬁﬂ

Concepts of product strategic
planning, product management,
product assortment, product mix,
brand, packaging, labels, product
lifecycle, new product
development, community product
value added, analysis of the
competitive environment, creating
a competitive advantage,
influencing factors of decision
pricing, objective of determining
the price, pricing policies, store
operations for staff, product order
process, product expiration and

deterioration check
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128322 | AsUAWISTININNIGRaTe 3(2-2-5) 128223 | AMSUSNISABININTITNTZIEY USuaia
Marketing Channel RuARIIR 318071 7D
Administration Digital Distribution Chanel 918391
ADLAATLUUNITIATIAUNE Administration uae
NAENEN1ITATIMUILUAZNT ATTHNANIEY AINAIATY ABBLY
UuR Assimanladentemig unumwihfieestaamnenig gLy
AN9ARNA NNTIARINEILAS N9298RRAT UI2NNABIANAAN
N19ATUANTBINNNITARIA N3 Tudeannanisnsyang@ndniana
wenngoinnsany nsdedeAnAn NIARRBNLAZLTZIRUNAAY
N19ATI9TUAUAT NTAUAN AN NITAAIANRILLBINT
ATNINAUAUALNITAYINENENT 9385590 IHNTTLINNTTTBIN
LAYIIENTH NANNITUINIGNS nanann Taaadndidesdiu nns
audaulsUNEuATNITIAEIENTY AsziviaslggunmAasia nns
FANUNITIURI NTARIRUAT N9 Sndadann nanensnl s
Fafiuuaziadeniing uazssuL UINNTRUATAIARILAZ ARIRIWAN
HBYAAINA1INTLINLAUAT 11T N1TU3MITNITIUR UAY
UL HUNALAZNI9AIUAN winluladinsudmsladafing
UaeRVBANTBINIINITIRGIUNE Meaning, significant, roles of
AMTULNRIHEBIN NATHNTAAR distribution channel, types of
ANILEN TN TNTzaNe ANAN digital distribution intermediaries,
WA AYDITEN NN Uae selecting and evaluating
WHWNAYNENRHERRS NS distribution intermediaries, Omni-
NIZINLRUAT channel, ethics in marketing
Scope of the distribution channel process, basic of logistics,
system, distribution strategy and digital supply chain analysis,
implementation, decision to choose procurement, forecasting,
channel distribution, supports and inventory and warehouse
control of channel, sales forecasting, management, transportation
product ordering, product receiving management and logistics
inspection, quality control and management technology
documentation and reporting,
logistics and its policy, stocking, and
data base of product distribution,
evaluation and control of channel
performance, segmentation for
marketing channel, distribution
intensity and vertical constraints,
and strategic alliances in distribution
128323 | ANSUSNISNISRILNGNAIGRRTIA  3(2-2-5) 128224 | psuSwisnsRABNANTAAIm  3(2-2-5) | USuaid
Promotion Administration Promotion Administration 918397
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WANNIANERTY TN WaNMIAINERTY N7
e RN NN Y (RN NN Y
Anaman uazmsUFiRAsaty AamAa uaznsUFiAAsaty
masnanlafisnduluununis masnanlafisnduluunnng
AuaBumanann tTadeia AuaBnmananna tTadedid
WANTENUFABNITENLATNNITARNA WANTENUFANITRILATNNNTARA
AU TEANNTANFATNNITARA AU TEANNTANFINNITARA
ANTlEE0N NTUTEINANRUE ATlaEon nTUsEINANRUE
WHANIHYTE NNTENLEEHNNSINY WA NITENLNEHNNTY
ATARIAVINAN N15LAN NTARTAVINAN N15LA80
\AgaTlaradanUszaNnTRLEN \apeflarasdanLszaNng
NITARIAN NITITWNRLAZAG AUFTNNNTORIA NITINLNULAE
Useiin uasfanssdisods mMaUssfin uazfiansani
NN9RATIA LAXNITUINITIANTT ANAINNITRRIA LATNITUING
\AenfiufiensaunissasBuniseng Fanafieatufansannis
Principles, importance, roles, AIFINNTNE
objectives and practices in making Principles, importance, roles,
the key decisions necessary in sales objectives and practices in making
promotion program, factors affecting the key decisions necessary in
sales promotion, sales promotion sales promotion program, factors
mix, advertising, public relation, affecting sales promotion, sales
sales force, sales promotion, direct promotion mix, advertising, public
sell, the selection of the proper relation, sales force, sales
sales appeals, sales promotion promotion, direct sell, the selection
directed towards company’s sales of the proper sales appeals, sales
staff, middlemen and ultimate promotion directed towards
consumers, planning and evaluation company’s sales staff, middlemen
of promotional activities, and and ultimate consumers, planning
promotional activities management and evaluation of promotional
activities, and promotional
activities management
128324 | AansmaaRana 3(2-2-5) ginalliiiun
Digital Marketing Amitugn
WHIANARNTITWA R AmEn
fAnnseaind uasirFadngues
faya n19AATIEAgULLILNNG
widlrdBiannasiing neuguas
ﬂqﬁT‘a’Jqu NTAININN92T8
N19MNA9BNNTARTA WOFANTTHYB
fualnalunnasnanladeaudnniin
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ATUANTANISENAITAN T 289
5
Concepts of electronic
commerce and network of
information, analysis of electronic
commerce categories, theory and
advertising, sales promotions,
marketing research, and consumer
behavior of electronic commerce,
tools, trends and new media for
electronic commerce, introduction to
artificial intelligence in marketing,
in—shop data communication with
employees, documentation control
and management in shop.
128325 | ASARIALSNNS 3(2-2-5) | 128323 | wimnssuniseatauinishavia  5(2-2-5) | USUiE
Service Marketing Digital Service Innovation 3391 B9
nannseaafiAeaiugsia Marketing gk
U3N13 NEHUAzLUIAAYEY ANTHNNAY ATTHAATY2BI uaz
AsnanuAnnsasialval Usziom NM9ARIALENTT WIRNTINNIT AnaBuNy
189937913013 AR MUAGNAN 15719 ANHMUEUBINITHRTA 18371
Wnsng uasngAnITNAN 13N9AANE N1TLATIEALALNIS
FiB9N192B9gNAT AALENTT N9 A9uNnANTINGNAT NAYNS
APTIEAFIMNITOLAZANANS N1IARIAUINITAANA
gnErBIANIALENTT AN TWINNNS NTTUINNTANUINIANTTH
WU3N15 WIRNTINNTZUIMLAZNG N1FARIALINIT NTTLINTT
Uan1g ﬂ"l‘i‘%/ﬂ‘]sﬂﬂ"lﬂiﬁq%ﬂ”l‘i @mﬂ’]WLLﬂi’,N"IWiﬁ"IHﬂW‘EU%ﬂWi
13n13 naufiladlominiaudnig WIRNTINNITLANITAANA N9
NAYNENITRTWANYNRAL WAUIYARNATW NNFIANTITAN
qnAn WRENNTTE AN THAUETR Fp9Baunaznisufi (e na3ng
fiugnén ANNANAUSAUGNAT LAY
Principles of service marketing, mimmﬂ@\‘i’eyﬂﬂﬂw
theory and concept of service in Meaning, significant of
modern marketing, types of service service marketing, service
marketing, determination of target innovation, digital service
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customers and their behavior, marketing characteristics,
service mind, situational analysis customer behavior analysis and
and strategy of service marketing research, digital service marketing
and quality of service in the market, strategies, service innovation
process and service innovation, marketing development process,
maintaining service standards, service quality and standard
service problem solving, customer management, digital service
engagement strategies and innovation, personality
customer relations management, service compliant
and recovery, customer
relationship and wellness
marketing
128330 | NAYNENNNITARIA 3(2-2-5) | 128324 | ARYNENISARIARANA 3(2-2-5) | Ususvia
Marketing Strategies Digital Marketing Strategy 3391 B9
NTTUINNITINUNUNRENS ANNVNIEUATAITHAATY 380N
wAmAfunAAT PINAYNTNNNIAAIARINA uay
anwuandenene ey NILUIUNITNITARIARAVIABING AeTUNY
MeueniaIHaienIauteii ne #Ng N1IAMUARAENFENE WWEAS 18787

AATLNRATMNTIH NFNNAYNT
TuqmmmﬁiuLm:mﬁmiaﬁuﬁq
Tan n19imanzvivndalfin3ew
NNI5UENEH N192enefianis n1g
FEWAUTRATNINNITAT N1T0aeT
TnelEnnafnruasiunidadngin nns
asndalfiutoudiuaan nagns
N19ANA Wi:]/ﬂﬂ”lil,mtﬂﬂ?_qmﬁ
AM5ARTA NAYTATE AR T
AU A NN Tuted
Strategic planning process The
concept of analyzing the internal
and external environments that
affect the competition. Industry
Analysis Group strategy and
competitive global industry. Analysis
of competitive advantage. Business
expansion Creating alliances Using
its competitive positioning. Creating
price advantages. Marketing
Strategy Principles and marketing

strategies Research and

El

NFIATIAINTNLIARDN
NNSUINEH N19AAUA
NAYNENNNTARIAFAYIA NA

gnEn1Tuieii NagNENITAaTa

' '
= o

Wandnadu nainagms
UfiRuazn1sauaNnagns
Meaning and significant of digital
marketing strategy, strategic
digital marketing process, vision,
mission formulation, competitive
environment analysis, digital
marketing strategy formulation,
competitive strategy, sustainable
marketing strategy, strategy
implementation and strategy

control
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development in a competitive
environment
128421 | szifigudsaqn 3(2-2-5) 128321 | suifieudsiae 3(2-2-5) | USuevia
Research Methodology Research Methodology gk gl
ANTHUHNEULAZAITHETATY VBN ANTHUHEUAZAITHEATY Ao
M98 dunantunissndinns ABINIFITENNNNTARIA NS 918391
A4y n19denuuLLazABnisAd Ty panuULITATefud ilgm
NN ANALANINNTdLAY nensnatn suseulunig
ninens nsadvuuuivieya FuinaideiteWidnle
Aavfiusiaedne nMsiiusausan wqﬁﬂiiuﬁu‘%fﬂﬂLmz@@mmum
daya n19lmssitieys nnadiau yryenanaATiaLsAanEn N
LAYNITHILANEIILNIUNITITE AseandsnsAde e zandy
Meaning and importance of ADTUNITOILRENENEINTVD
research, step in the research, the U'%ﬁmﬁ’asfﬁfﬁ%'mdm%\iﬁﬂmﬂ
selection and Research fualan nsadeuuuifivieya
Methodology for Marketing to suit A9fiufaet1e nMsifiusausan
the circumstances and resources, daya N19Aimsideya n1s
data and sampling collection, data BEULaTNITHIENE9IENIHNNG
analysis, writing and presenting 9%
research papers Meaning and importance of
marketing research, research
design for solving marketing
problems, research procedure for
understanding customer behaviour
and creating effective marketing
strategies, research planning for
specific circurcumstances and
company’s resources to obtain
consumer insight, data and
sampling collection, data analysis,
writing and presenting research
papers
128423 | N199ANTISNITARIA 3(2-2-5) | 128421 | A199ANISANSARIA 3(2-2-5) | UFusiw
Marketing Management Marketing Management 978391
HUIAARALIDULIRNITUINS N1TDBNUULBNUNITAATAN Ay
NITANA NITITLHUNITAAA AMsAATIA AT AR LA AN ANBBLNY
mMaAmsiliaagsia nsiamn N13AAA WMATANIINITARTA gk
AuAnta N199nauHKEmSY ANTAMUANAYNENITUTNITAIU
WANANNNIIAAA NAYNT U9eaNINNITAAIN NITNUUA
HARA I nagmisnan wleung wlgunenenisaain uaznis
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FinusAn wallAn19inaa UsrgndlEnsdifnuuazRinUgis
NITARIA ﬂ@gwﬁﬂﬁmmww NeRmUIURHNIAaTR
NITARIA ﬂ@gmﬁ'ﬂﬁﬂ'uﬂ%m Marketing plan design,
A19ARTA N1TARIANTE IHBIANS marketing model analysis and
(WHNNTH) NTUFAITIEULNIUNN development, marketing
NITARTA ANHOEYINATENTN techniques, determining
YNNTARIA N199IHRDANDDS marketing’s mix strategy
AslrEnfueIfUsEnauFIN management, determining
Aeeann nsvmERlsuesianis marketing policies, and applying
WAz ae T NRRST T LAz case studies and practices for
N19ATUANNTTURURIUATY marketing plan development
NN9AAIA NIFSURATALVDIDIANS
FINIADAIANLATANTNUIARDH
Concepts and scope
management, marketing planning,
business model canvas, new
products development, planning for
marketing technique, product
strateqy, pricing strategy, pricing
policies, market research
techniques, marketing channel
strategy, marketing promotion
strategy, internal marketing
(people), marketing process
management, marketing physical
evidence, collaboration between
advertising and market elements,
policy development to changes in
the product line, controlling
marketing operations, corporate
responsibility to society and the
environment
128424 | §uuwn 10-3-2) | 128422 | duaun 110-3-2) | USuavia
Seminar Seminar 918787
N3AUAN AFTUTINdeya AATTAFOUNIT NN
nesvylyniuazn1sieasi oyyuarafvseuualtiamng
ey, N19UTERNLEYINNIG NI9ARIA NITANET NITWNENUN
uilaifeynn NMadlawsnesunig YARNATNUAZNITRI NIETHYINEY
diauanisefilsnauaznisneuie maviemlnuesdnisgsia uazdn
Fnamulssifunednuntanann AHNUWINNITAEIA
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Information searching, Situation analysis, problems
collecting data, problem and marketing trend discussion,
identification and problem analysis, case studies, personality
assessing solutions, presentation on development and working skills for
current interesting topics in promoting in business organization
marketing and arrangement of marketing
seminar
128327 | nrsusnisnsfnUan 3(2-2-5) | 128331 | ansusuisnisAnUan 3(2-2-5) | USusvia
Retailing Administration Retailing Administration 918391
AseEENAInE N TuNS WHIARIBINTITATUAN ABEUY
W3 wanmasaasAudiiie anuoizaaiiudiees nng 918717
NF9AFTINUIY N1TNTITEDL FaaulaiRandwmifis uazsy
UFHIURUAT UUIAAZBINTTAN UHWT B1A19 Tannne 971
Uan dnemzarsidudnens n1s fUNod LazN1TUENITANAT N3 Arien
dndulaidansinumdefias wwems dn nadmiu NIIAILAN QLS Hany
DIANT d"mlmﬂbfu ’qﬂﬂifﬁLLNZﬂ’li 1A1218 N13FEENnngee Tl dhaan
UAMsAUAN nn3Be nnsdaLiy FALAENNITUIN9gNAN T9AL
NITATUAN m‘iﬁ%\iiﬂmmﬂ 19 Concepts of retail marketing
Fusduniszne s A UAnuas and its organizations, decisions on
m’i‘]ﬁm‘igﬂﬁﬂ store location, layout, building,
Service arrangement, principles fixtures, equipment and
of product placement for merchandise management,
distribution, product quantity buying, handling, control and
inspection, concepts of retail pricing, store promotion and
marketing and its organizations, customer services
decisions on store location, layout,
building, fixtures, equipment and
merchandise management, buying,
handling, control and pricing, store
promotion and customer services
146271 | pundsnquilemisiasnanng 3(2-2-5) U3upan
§4909 1
English for Business
Communication |
lnananegaRiantadeile
mﬁﬁ'ﬂﬂﬁmmﬁﬁ@mﬁdwmw’m
fidnnsafind nnsdelnsans n1e
@ iindananiazannuiayng
g3nan1seulsrifdadouynna
LAYNITANATE DI
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Business documents; writing
for business communication; e-
mailing, faxing, writing
memorandum and business letters;
composing curriculum vitae; giving
a job interview
146371 mmé’anqmﬁfamiﬁfamsma 3(2-2-5) U3upan
§5019 2
English for Business
Communication Il
naLdaenaanegaiianis
Nuﬂuﬁuﬁﬂ%ﬁ@dﬁﬁﬁ@ ariziaizh|
gafiamslnaiminisiesarinns
ANAINNFININTFTHHAIN
whanfeusaLiBIEYe LAY/
vaelitunisaingen
Business document translation;
discussion in business contexts;
making business calls; Business
dealing; test preparations for job
applications
146200 | swndsnquiieinguszasd 3(3-0-6) | Aminal
RN
English for Specific Purposes
arensanguluuaumii
wnnzienzaslaeinuenei
wa dm waziden Tneifasiado
uaztasfunsyauaznnsdeni
fanufendesiumansfingm
ffafnun ifauaenadaaiy
ANFWA
English in more specific
contexts through listening,
speaking, reading, and writing skill
with additions of various speaking
and writing topics
247241 | weifigena 3(2-2-5) USuaan
Business Statistics 1
AHANE DOULUAUAL nangma
ﬂﬁ:Tﬂmiﬂmﬂﬁﬁwmﬁmqiﬁ@ 19
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Aransiiayaidasiu Aausies
i n19UszAuaTNaseL
ANYAFIU N19AATIAIN
w5999 AIAREUESR (ARAY
NEY ANANAUTUAZNITOADDLITE
iduadsing 1aedYil aynTunan
oagiu NITATUANANTNAN
affuaznquinisinanledeada
Fundamental of data analysis,
probability, estimation and testing
hypotheses, analysis of variance,
chi-square test, correlation and
linear regression, index number,
introduction to time series, statistical
quality control, and statistical
decision theory, Definition and
advantages of statistics in business
128112 | AsRATIEinIeN1IsAana 3(2-2-5) | Aminl
Marketing Analytics
Ansidasduiendunis
Anssinenisnann Wil
LAYNIZUINNITIATIZIN
mManaAdeedi N15ATIH
n9uedi NsARITignAn Ng
U2t ANUS AN BN NN NNITRRA
UAZNITNYINTTINNNITAEA
Introduction to business
analytics, tools and process of
basic marketing analytics,
competition analysis, customer
analysis, marketing efficiency
evaluation and marketing
forecasting
128322 | AnseaeBelsnim 3(2-2-5) | Amin
Quantitative Marketing
suuuuresiiayang
NFARIATNLUINID TEUULAE
\naaedledmiunisaanaid
3N /EFN9NI9HRIA N9
mmmmmuﬁuﬁmd@ 19
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Usziiuyarnaandwtiinues
gnén Tumaannislasesdne n1s
Waandfunsiietinssitiaya
msUszgndtifeyanienisnan
BetBanonianssaiulauay
AT anedaya

Formats of quantitative
marketing information, quantitative
marketing system and tools,
marketing statistics, designing and
collecting data, quantitative data
marketing analysis, cluster
analysis, association rules,
customer lifetime value evaluation,
structural equation model,
software applications for data
analysis, applying quantitative
marketing for decision making and

visualization

128325

B TITY A — 3(2-2-5)
fAavia
Digital marketing content
design

BIALTENDUUALNAENS
mManaIABaHen Mawiasia
AMTLUUYIANTH UNENITARIA
Bl uaznayns naiHeILN
domn waseflannununisnan
Baflern naandeefiaanim
N9IATIZANA RN UAZN9LSL
nagnfiilonn armdndy
Uszan LL@:gﬂmem?&@, n19
a5enmannieya, uwaliiuas
BUIARYBIRNINNTANIA UAZ
NI UNRNITRDENTNINNTS
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Elements and strategy of
content marketing, heading, article
writing, content marketing plan
and strategy, content media
distribution, content marketing
matrix, visual storytelling,
analyzing results and tuning
content strategy, importance,
types and formats of media,
creating data visualization, trends
and future of media marketing,
and marketing communication

planning

128326

mManaafiduiafandiiadiays 3(2-2-5)
Data Driven Marketing
Xy Y
mmgmmmmmﬂmamw
ARINTARIANTULARD UL
foya mawdsnfuslnalinans
@) 2 =&
N uflugndn N19RRAIALNISEn
y @ ¢ -
anAiugudnans n1ais
UI2ANBNTNIBILATBINBANMT
NSNINITARIANIRLAZBIND
FUMUNBINES TR N1TRaIn
RUURARNN N19AATIEALazLfiy

v
v a

fayanesfiia 1AFasile

v
a

MINFNDUAIANNNIBNYLAR N3
Fauszansnmlznuonfava
Fundamentals and
infrastructure of Data-Driven
Marketing, funnel marketing,
Consumer Centric Marketing,
Search Engine Optimization,
Search engine marketing, Re-
marketing, google analytics,
google keyword planner,
measuring digital advertising

effectiveness

Ag s

128420

%

AdsznaumsyaRIvia 3(2-2-5)

Entreprenuership in Digital Era

USusva
318791 3o
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AATHVINTG WWAAA UNLM
ATANEOLALAL YD
HU92NaUNITYARANA 115
Ansziuazanumlunagsiia
mansmlamabislunisam
Tulangsfia n1aiEadin
AHfinantiinisLEmsgsialu

yaRaTaadausTuL nng

El

o A a

FANITILVUFUFFTNR N19UFNNS
Ruvu naAnaRsdes NI
AiiugsnialugARaiaLaznig
AMNUALHININNITANTNIHD
g3fatugluuLYRIINIgsAe Wle
fvnafiemietunisaiingsia
penedofin

Meaning, concept, role,
special features of entrepreneurs
using digital tools in operating
business, business model canvas,
finding for new opportunities to
invest in the corporate world,
starting a progressive
management system, digital
money management system,
capital management, the risks of
operating business and
establishing guidelines for the
operation of the business in the
form of a business plan, making
business plan to determine the
direction of the sustainable

business

ANBB LY
318397
uazdingun
970
F9nan

~
LN

Fenama

an 15 widaafin

Fyamfan

15 dagfin

128311

A15UENIIN15D18

Sales Administration
N19IAFIENTU NNFTIANTTVEY

Hge NT?:I‘I_I’]?—_IT‘I’ITIJ’H’;I 19

AATARRIALATRUAT N9

INUNHLAZNN9AATIEA N9

Fautvmauazlaominisang s

3(2-2-5)

128331

A15USHI9N19218 3(2-2-5)

Sales Administration
LNUMILAZAIMNEI ALY UBN

nasAnTEY WiAiuazAIN

FURATBUIBIHLFTINNINE
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ARADNLAZNITDLTHNING 1218
UATNITIAIABLWN N1TTANE
MsAUANILL I aauAzAn e
MFunigene Aadzniseng an
13119 n13liwsineuang aau
WENEIHNNNNTARTAR AN 7 N9
ﬂﬁzLﬁNN@LL@:V’I’JU@Nﬂ"I‘i?J"I%J N9
ARRDNAEN5218 LATAANNTES
Y m‘nﬁm‘fm AN9419218 N9
ufiRsmadasugnnszi
wineuludauuangesuazam
Augminl nnssnunguanne
FWUYAAR N195NHIANHALDR
ﬁuﬁmmmzﬂqﬂﬂﬁfﬁﬁiw I el
5034 SURBUNNTINLRWAT 113
WannsTeaneAnEn wazAy
dasafalunisrineu

Line and staff of sales force,
sale policy, market and product
analysis, planning and analysis,
zoning and sales quota, selection
and training of sales force, benefits
and evaluation, budget control and
sales expenses, salesmanship,
service mind, sales force and other
efforts, and evaluations and control
of sales, selection of selling
methods, credit, collection and sales
financing hiring, fundamental store
operations for cashier and general
tasks, personal hygiene treatment,
maintaining shop’s sales areas and
equipment cleanliness, product
sales process, providing services at

cashier and work safety

NTEJU’I?Jﬂ’]‘j‘U’I?J NFIAIIZA
ARTALAZAUAT NTITIUNULAS
N9ILA91E NTIRLLSITRLAY
Tramn9e1e n1sdndenuas
AN9BUTHNINITHYILUALNT 3
ANRBUUU N1TIANE N19IAILAN
suUszannauazan Fane tudinu
15918 AaUznN15918 3RU3NNT
AT ENTININNY AITHNENENN
mamimmmcﬁmﬁu e] N9
UILHUNALAZAIUANNTTYNE
NNIARAANTENN9I1Y LATARNTG
Za1e n19fiuEn N33
msufiRemadessitusinin
sysunsinenludauuandes
mefmﬁyuﬁmﬁqfﬁ NMFINEN
FIEUNEAINYAAR N1TNEN
mwﬂzmmﬁuﬁmmmzqﬂﬂiiﬁ
fing 7 neludm fumaunnse
AuAn NstHLEnsTiedesAn@
wazAnLanase un19inen
Roles and importance of sale
management, functions and
responsibilities of a sales
manager, planning to sales, line
and staff of sales force, sale
policy, market and product
analysis, planning and analysis,
zoning and sales quota,
selection and training of sales
force, benefits and evaluation,
budget control and sales
expenses, salesmanship, service
mind, sales force and other
efforts, and evaluations and
control of sales, selection of
selling methods, credit,
collection and sales financing
hiring, fundamental store
operations for cashier and

general tasks, personal hygiene




119

oa
NangnsUsuLge w.el. 2559 NANFATUTUF9 W61 2564 ﬂ:sm
Usuilge
treatment, maintaining shop’s
sales areas and equipment
cleanliness, product sales
process, providing services at
cashier and work safety
128326 | A1SUSWITATIRNAN 3(2-2-5) | 128332 | msuSMIsASIARAN 3(2-2-5) | Udusvia
Brand Administration Brand Management g gl
svAlsznauuasiladeiifaning peAdszneuwasiladefiianina uaTe
ABANANTIVBINTIRWA VL] ABAINANTIVBINTIRWAN gk
NANNNTUALNAYNTNITEENATT MBI NANNITUALNAYNENNT
AnAn TomaAuin IAAsmNERT A59ATRUAN FaRTIRWAD
AnAn WABINIENITAN AYANE \AABIMHNERTAUEN LAEBIHNY
Foyanwod A1dsy N1TRNmNINTT n1afn AuAns doydnunt Aadny
AU NIDBNULUUTIYAUA NITRMUINTIRUAT N19EDNULL
waneflansRansnIsnanaLLIL U359 04 waneflansieans
YIUINIT N33 NERANENINT NMIARIALLUYIIINIG N3
Audn nnsadnsBeidesinunamnamn AENIRANEOIATIAUAT N1TFFN
FLAUGI NMFFFNAMANEDIAT FaiRusdngmnINTzAUgs Nns
andn Whindeensutisssuanna s mansainsdwin Wi
Elements and factors sansulusyAuaIng
influencing brand success, theory, Elements and factors
principles and strategy of brand- influencing brand success, theory,
equity building, brand name, brand principles and strategy of brand-
mark, trademark, copyright, equity building, brand name,
symbols, slogans, brand brand mark, trademark, copyright,
development, packaging integrated symbols, slogans, brand
marketing communications tools, development, packaging
creating a high-quality reputation integrated marketing
and brand identity for international communications tools, creating a
recognition high-quality reputation and brand
identity for international
recognition
128328 | A1SARIANISLNEAS 3(2-2-5) | 128335 | A1smaAn1SINYAS 3(2-2-5) | USuwia
Agricultural Marketing Agricultural Marketing 978391
UNUIMAHENATY 2BUENe UNUMANNAAELY 2BULE ey
PDINIAAIANITNEAT N T2UU 2BINTARIANTLNLAT (V18] ANBBLNY
NNIARANTANANITNEATURE ANNAATYUDIN B LATEENY ey
ﬁuﬁﬂmwmmﬁgﬁ“ﬂmﬂi:MﬂTwH WOLAEN WNWRRmUIATEgRauAE
UNLMYEIDIFANaUA N Fannwisenf vioslgguniunann
FmthiluaananisinEag ne N1NEAT TTUUNITRRIANIANT
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AT AR TR R e 1p9dszmAlve UnUmEeIBIfng
AN9IABAT NITANUATTLULRINN WRTAHIEI T Tumane
Fwnieuazulauigsian unum NNNEAT NTNHUINANAS
uazulgUENNTAmNINISINERAS AN9NEAST MY m’iﬂ%’mj}ﬂﬁ’nﬁu
ilﬂ\i‘%/g‘l_l’]@ TyniuazinIenig TNARTUTINNNITNERT N9
uiila il unnsanilneunana AMNUATLUUTINVINAMHNELAY
ASNEAT NITATNUARRTA NTEJU’]?J‘Y]@"I UVIUW‘VILL’NZ‘HTEIU’WEJ
wWhmaeuaznns ez AN NNIRMUINISINEATVBITTUIR
NN9AAIA flayyuazuuanienisud ailoymn
Roles, importance, scope of WN1TANARINUARIANITNE RS
agricultural products marketing, NNIMNUARAIALTIANILAZNTS
Thai agricultural products and their Ydaularannenisnann
marketing systems, roles of private Roles, importance, scope of
organization and agencies played in agricultural products marketing,
agricultural markets, the sufficiency economy significant,
development of Thai agricultural national economic and social
products, agricultural products value development plan, supply chain of
added, agricultural marketing an agricultural marketing, thai
channel and pricing, roles and agricultural products and their
policies of Thai government marketing systems, roles of
agencies on development of private organization and agencies
agricultural products, problems and played in agricultural markets, the
solutions in agricultural products development of thai agricultural
marketing and operations, products, agricultural products
agricultural targeting and marketing value added, agricultural
mix marketing channel and pricing,
roles and policies of thai
government agencies on
development of agricultural
products, problems and solutions
in agricultural products marketing
and operations, agricultural
targeting and marketing mix
128329 | fUsNaUNITURZNTTNAINT 3(2-2-5) #nalueg)
ﬁqiﬁﬂq Gfumju
Entrepreneurship and Business Aruan
Development Ay
AITNANIY LN Uz
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Meaning, role, types, special
features of entrepreneurs, lean
business canvas, finding for new
opportunities to invest in the
corporate world, starting a
progressive management system,
the risks of operating business and
establishing guidelines for the
operation of the business in the
form of a business plan, making
business plan to determine the
direction of the business, creation
the spirit of entrepreneurship and to

act as a consultant to entrepreneurs

128422
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NTARTANNNHENTN
Customer Experience
Management and Relationship
Marketing
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N15UENITgNAIANANTURS
ATARTARNHAREATN
Customer Experience
Management and Relationship
Marketing
ANTHUHTEUAZAITNAATY
PBINTUINTUITAUNTDIGN AN
NIARIANHANUTNIN N1TLFNT

rs 2

5@177'1%“&5"’3@?13%5’1%%@33@

o9

' o

gNAT NITULNNFNGNAIRN
Uszaun1salgnAn N19uanIg
AFNgNANTIMNIY N1RNAN

=2 v ad A4
WQW@T@‘H@\?Qﬂﬂ’] "Jﬁﬂ’ﬁ?"b"ﬂ’ﬂy‘@

3(2-2-5)

Usuaria

Clalipki




122

a
NangnsUsuLge w.el. 2559 NANFATUTUF9 W61 2564 ﬂ:im
Usuilge
HARSoeTVAaLENNT ilDLANAYH 1a9gnAntunnseenuuy
aeinAnAresgnAnifidonansdiom HARTDIEELANNT DI
uaTU3INIg AnasndnAunsgnanifisa
Meanings and significances of NARATTILAZLENNS
customer experience management, Meanings and significances of
relationship marketing, research customer experience
technique on customer experience, management, relationship
target group management, marketing, managing and
customer classification technique analyzing customer database,
using customer experience, customer classification using
customer satisfaction creating customer experience base,
technique, usability of customer creating customer satisfaction,
data to design products or services usability of customer data to
to increase customer loyalty design products or services to
increase customer loyalty.

128425 | prswamnARSndwduaznNs  3(2-2-5) | 128333 | arswamnARS o luduas 3(2-2-5) | UFusiw
USTYuI NFUTTTANA 718391
New Product Development and New Product Development and was
Packaging Packaging AU

518391

ANWITNNTLUIUNITANUILAY
A9 N1THIRARS DT 8
dingmana gUuuLNARsTow
winnssw nAR oIS Insl
VABHARS DALY T4n81n15
AENIUHIAIHAR N1TNAUNTD
WHAANAR N1FUTLRUNE
WHAANAR NITNARDLUUIAR
WA M AflAnNTUTERN
ARIA ARIA NITUIUNITNT
pRNUULUSIYTin1siRen i Tan
VT390

New product or service
development process and planning,
launching new product to the
market, type of innovative product,
modified product and counterfeit
product, idea generation and
screening process, new product
concept test, market validation

technique, packaging design

NILUIRNTNANUILAZNTS
NUHLARAYERUANNT AN Ne
WwAnsTou isldngaane
UK ARATINIRN TN
AR eiUS U9 msinEe
HARST ALY T4RE1N1S
AENUMIAINAR NITNANNTB
WHIANAR NITUITLRUNA
WHIANAR NIFNANDULWIAA
WARSOUT M WATANNTUTzRN
FRIA NITUIUNITDDNULDUITY
fouet madentidanussgsiou

New product or service
development process and
planning, launching new product
to the market, type of innovative
product, modified product and
counterfeit product, idea
generation and screening process,
new product concept test, market

validation technique, packaging
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process, packaging material design process, packaging
selection material selection
128426 | n19MAIABINISNAN 3(2-2-5) 128334 | A1sAAINBINISNAN 3(2-2-5) ANLAN
Cause related marketing Cause related marketing
NANNTUAZATHAATYAD PANNITUALANTHRIATY VD
N1IARIABNTLEITNNINARUNAY NMIARIATINIFNAR N1
NIAN N9RENETIANINTTH NI NFIIANANTTHNNNNNTARIA
NNNTARIAFMTUNINARUAE dmiunanAauazAsANile
Fpnilonouaussfuilnados apuaneviuilnn woRinssnees
fiansan weinssueiuilaaiy Hualnaludinuasdesssn nnanaa
FNNIILETTN N1INARLAZAIAN uazdann n1aAenulag
ﬂﬁ‘iLﬂﬁlHuLLﬁquﬁﬂ‘i‘m%ﬂd woAnssnweiuilng audns
H{ualna avAnsuanananinls uaz uEMHAN (S wazliuarvng
Triusnsmwarinls Masanisie ls nesdaniade nadans
NNFIANITRTIRUATUALNITRE N ATNAUAUAZNITNEWNANANA
AHANGIsARIRUAAERaNTIH AanINRUAIAILRINTINN
NNNTARIAATNIILTIIH N5 NIARIAAINTILTITH N1INAR
NAALATHIAN uaTAIAN
Principle of cause related Principle and importance of
marketing, creating marketing cause related marketing, creating
activities for charity and society to marketing activities for charity and
satisfy customers, consumer society to satisfy customers,
behavior in ethical, charitable, social consumer behavior in ethical,
aspects, behavioral change in charitable and social aspects,
consumer, profit and non-profit behavioral change of consumer,
organization, media management profit and non-profit organization,
and brand management by media management and brand
marketing activities for charity and management by marketing
society activities for charity and society
128427 | prsmansiiaReuaIndon 3(3-0-6) | 128427 | prsmanmuinaRuIndan 3(2-2-5) | Aumdag
Green Marketing Green Marketing fin
WANNIT ANANALY PANNIT AINRIATY
Frquarasdaasnisnainiiie fnquarasdrasnisnainiie
Auandionuazgananidsdu nns Fuandonuazganafideiu nns
WangaRangnedsdu arm WasngaRansnedsdu A
SuRnraUdnRaangan uasls SuRmrBUsRvwandanTuviasly
gL Vs9Tousimiuinaiy T BT RO i
Rouandion gafamAEntUAIN Fouandion gaienunainy
SURRrDUARIUInA DN AHSURAYELAHRIUINADN
ANTINEegIRatugNYY AAN St LN P E b L e E TGt M
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YDIRANPAIUIAA DN NORANTIHNT @mﬁwmmmmﬁ'ummﬁﬂu
mManmAmieRIwIRAEN NMIAAA Wqﬁﬂ‘ﬁuwwmimmmﬁ@
WRNTUYIAUNIY 119998 RIUIRFBN NIARIANAIIT
MIRmAERILIAABNLATAIN VAW NMTIENINNITAATALAD
fsdunasgsna Ruandenuazausinng
Principles, significances, fafiq

objectives of green marketing and Principles, significances,
sustainable business, development objectives of green marketing and
of sustainable business, sustainable business, development
environmental responsibility in of sustainable business,
supply chain, green packaging, environmental responsibility in
small business with environmental supply chain, green packaging,
responsibility, collaboration between small business with environmental
community and business, green responsibility, collaboration
marketing values and behavior, between community and business,
renewable energy marketing, green marketing values and
marketing research on environment behavior, renewable energy
and sustainable business marketing, marketing research on

environment and sustainable

business

128428 | mamanaszaulan 3(2-2-5) Tngnedan

Global Marketing
ANNRIATYIBINTTARTIA
FENINUTENALATNITARIATEAL

Tan HNNBIUAZBIALTENDLYDY
NIAAIAIZAINUIZING 115
IINNGHNIATHIATVDILTENAFNC
TAT9RELATNITAINN B
AMANTIZAINUTENA 115998
AAIATENINUTEINA NRYNS
NIRANATLAINUTENARUNNT
USWIIHAATUAURZIIAT N9
ANAINNTRRIATENI N TN
nagninisdingeaiassdseine
AN9IIUNUNT RN TE AN
NIRNIATLATWNUITLNF 119
AUABNNNIARIATIRANIU TN AT
ABINIATTURLNIALBNYN
Significances of international

market and global market,
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international marketing aspects and
environment, economic association
among groups of countries,
international organization’s structure
and operation, international
marketing research, international
marketing strategies in product and
price, sales promotion in
international market, global market
entry strategies, planning of global
marketing mix, trade promotion
activities of private and government
sectors
128330 | nrsmatadefianssy 3(2-2-5) | Awind
Event Marketing
AINFINYBININTINUAZNT
ufariuapmnenisnaia
TUUUL2BA9NTTHIDILTEN 1A
#NEN1IAAIALTINANTIH N9
a59pnanlaunignAn ns
2EALUULATU U9z aUN90!
Hiindanfianssy guuuuniel
TN NTINURUNNTLILYN
WREZNIFTANANTTHENAUTEI 1119
N19RRA
Overview of events and
sponsorship marketing, types of
company events, event marketing
strategy framework, publicity
stunts, designing and improving
the attendee experience, types of
marketing engagement, virtual
meetings and events planning
128336 3(2-2-5) | Amin

NSARIAYARNIRATIND NS
Marketing for Food Industry
ANRETHLAZUHIAANIING
PAIARANINNTTHEINT
ANNRIATYIBINTTUINNTITUUS

sUe w5 viasldgunm
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N15e

Usulgs

qmmwﬂiiummi NN9ATIEA
LAZNITINUNUNINAITARIA
ARFIANATIHNANT NERANTTH
mau’%Tﬂﬂﬁ’u'ﬂqmmwﬂﬁwmmi
masnduladarasualng
Definitions and knowledge of
food industry marketing,
importance of food processing,
supply chain of food industry,
analysing and planning of food
industry marketing, consumer
behaviour of food industry,

consumer buying decision

128338

NSARIABBNIRIAINSU 3(2-2-5)
NARADITIYNTY
Online Marketing for Local
Product
NIRAHIFULILLAY

AMANYMUEHARA DTN N3
Ay AANTAN AN AR U
AMFINUNULAZNITIANTS
WaARTuTigNEY N1INMHA
nagnfiiianisuded nisien
FaamNN1TTAs e anwlasl
N NnNLaAR laR ML
Apgonla] natanauaznITAx
Usransnn

Local product types and
attibutes development, creating
value added for local product,
local product planning and
management, competitive strategy
formulation, selecting online
distribution channel, creating
display and video for online
media, measurement and

optimization

Ag s

128430

N1FUSUITNITARTARUAN 3(2-2-5)

aaulal
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Digital Marketplace

Management

n153msvinatnaaulal

'8 o
N e N e A G L
BIANT NNTESNUNUTIRAIA
aaulm] wissiladmsunis

Uszfupannfaria N199AInzA
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AUMARANAUATNANTENUF MY

ANFINUHUNTTARIA FINA
mana1nesulal nandieys

Huslnadedn mslideyaamin
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Apuitiayauniefonneaulal
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nsaseiayadadniiaisenig

NAHHINAAA TN ARAIAIH

Tasutunisudesduuaznig

Funn laNIENINNITRaIAR NS
mafnanlafugsfia

Online marketplace analysis,

elements of an organization’s

online marketplace, online

marketplace mapping, tools for

assessing digital marketplace,

digital demand analysis and
implications for marketing
planning, online marketing
intermediaries, capturing the

consumer insights, use of big data

from web analytics, social media

monitoring, creation of insights for

speeding up product development,

finding competitive edge and

uncover marketing opportunities

for business decision making

NFNITINTANEIENTE NSHneMUATanTiafnYl

6 BHanfin

FYINISANEIBNTT NISHNITRLAEENAANEA

6 nHaefin

128xxx

3
N15H NN

Professional Training

6

AuEfe

128xxx

N15HNITK

Professional Training

6

wHEfin

ANLAN
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ASANURIR Beng iRamu MRnURIR Bend iRs
Uszauniseiuazyinezheendi Uszaunianiuazyines luad
Aendpeiueuneimunisnatniu Aendpeiuemuniedinunisnana
FONMLTENAUNITVDILDNAU MaauLUszNaUN1TEBNBNYY
Training, learning, gaining Training, learning, gaining
experience, improving working skills experience, improving working
in marketing in private enterprises skills in marketing in private
enterprises
128xxx | AufaFnEl 6 128xxx | anfiafnu 6 ANSLAN
Co-operative Education wiaefin wdaefin

ANSUGTR Fens sy
tazaun1soluasinuefnung
FANNTTTLUINI ST B aNs DL
TLULFIUNANUATEIUEIIAN
NNTUINTNA U9enaun159ed51u
Wiiulansudmanayesgsia
NNTLUANITTANTTNIUNINENNG
yananiz i nsdnnisdieya
ABINHNNTY NITENLATHUAZAHUN
Fnan N1t ueaniing Tu
smiAeadesiunisnanntuanim
Usrnaunisueaenty laginig
YIUINTAANEAN B
mTumcawqaa;j LAZIINNITRN
Uﬁﬂ@muﬁy’wmﬁﬁwﬁu fnng
ylaseemiiAadestunisdanis
gafiannafnaaln

Working, learning, gaining
experience, improving working skills
in management of information
systems connected to central
systems and branches, shop
performance management to meet
the business goals, human resource
management, employee information
management promotion and
development of employee

competency in marketing in private

Co-operative Education
MSUGTR Bens (s
Hseaun1soluasinezAunig
FAN1TTLUTNIIATIBaNAD
AUTTLLAIUNANUALEUE12T
FiNg 7 A1TUINITNA UTNBUNTS
23 ulinUanaimangees
53119 NMTLINITANTTIN
ninensyananie i n1s
Jannstinyareeniiney nns
AUFIHURZW AN ENINNNG
yemzsansines Tuandt
WAendpsiunianatatuaan
Uszneunisreaensy lnedinis
1Y30nnTaadansdsng o fides
mTumqumj LaTaNNNITRN
ﬁﬁﬁﬁmuﬁwmﬁﬁﬁwﬁu fn19
ylaseemiiAendieiunng
dnnagafanisfinasiatns
Working, learning, gaining
experience, improving working
skills in management of
information systems connected to
central systems and branches,
shop performance management to
meet the business goals, human
resource management, employee
information management

promotion and development of
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enterprises by integration body of employee competency in
knowledge both form theoretically marketing in private enterprises
and operationally, project work by integration body of knowledge
related to modern business both form theoretically and
management operationally, project work relating
to modern business management
128xxx | nsAnuIBass 6 128xxx | ArsAnu1ddse 6 ANLAN
Independent Study wiaefin wiagfin

n13ARATY N3uTINdaya
19998 N193LATIEA N19Ren
318813 NTHLEReLaYafUsa Tl
infianefinuninane
Studying, collecting data,
researching, analyzing, report

writing, presenting and discussion in

marketing topics

Independent Study

n19ARATY NF3UTINEeYA
19998 N193LATIEA N9
897U NFELERBLAzaiL9Ne
Tidanediunisnann

Studying, collecting data,
researching, analyzing, report
writing, presenting and discussion

in marketing topics
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WNRNISANEIL W.#.2559

WNRNISANET W.7.2564

FT 1 i 1
AANTFANETAN AANTTANETAN
001111 | Anwdanguitegs 3(3-0-6) | 001102 | AMENEINOEIATENNIDN 3(2-2-5)
Fundamental English Ready English
005171 | FAnuATqENIN 3(3-0-6)
Life and Health
005173 | vinwzZn 2(1-2-3)
Life Skills
005172 | n1admn1anIaATHiugin 3(2-2-5)
Living Management
126100 | \rswgenandidasd 5(3-0-6) | 126100 | isugenansiindiu 3(3-0-6)
Introduction to Economics Introduction to Economics
128121 | 4385990 9N9UaYEITHIAUNG 3(3-0-6)
AMTUNIIRAA
Ethics and Good Governance for
Marketing
004xxx | NENATINAIUTY 1(x=x-x)
Personal Hygiene Course
004101 | AaizTunisrniugan 3(2-2-5)
Arts of Living
003202 | nnsdannsgunmuazRILIREaN
Health and Environment Management
128110 | BanNNITRAAIA 3(3-0-6)
Principles of Marketing
221302 LWWTMT@@Lﬁ@dﬁuﬁixﬂqﬂﬁ%’]\i‘Qiﬁ@ 3(2-2-5)
Technology for Business Application
594 18 niaufin 594 18 ndagfin
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FT 1 it 1
mMansanulany MaAn1sAnuilany
001103 | yinuznnunng 3(3-0-6) | 001101 | Arslinamntne 3(2-2-5)
Thai Language Skills Usage of Thai Language
001112 | AMHBINgERmUN 3(3-0-6) | 001103 | nundanguglanning 3(2-2-5)
Developmental English Explorative English
*003134 miﬂﬁﬁmngﬁﬁmmqﬁmﬁu 3(3-0-6)
Civilization and Indigenous Wisdom
*003136 | WeienFnen 3(2-2-5)
Phayao Studies
122131 | MANNN9IANIS 3(3-0-6) 122120 | MANNN99ANIS 3(3-0-6)
Principles of Management Principles of Management
124151 | nstnygnietu 3(2-2-5)
Financial Accounting
128120 | ®ANNIIRAIA 3(3-0-6)
Principles of Marketing
124132 | nstnydmiugusznaunis 3(2-2-5)
Accounting for Entrepreneurship
128111 | wofinssufuilnm 3(2-2-5)
Consumer Behavior
128112 | N1anaInRana 3(2-2-5)
Digital Marketing
39N 18 niaafin 59N 18 wiagfin

* WA AanAss 1390
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Fullfh 2 Fulldh 2
ATANTSANEIAN AANTTANETAN
100004 | ngWwNEgIne 3(3-0-6)
Business Law
121211 | n19Rugana 3(2-2-5) 121101 | n19kugsia 3(2-2-5)
Business Finance Business Finance
128221 | wyfnssniuilan 3(2-2-5)
Consumer Behavior
221110 | waldlaBansammeiiugmmng 3(2-2-5)
‘Q‘aﬁ@ Fundamental Information
Technology in Business
247241 | a6ifigafia 3(2-2-5)
Business Statistics
00xxxx | AmnAnEvalUiRen B(x-X-X)
General Elective
001204 | AMmIEINgEANTN 3(2-2-5)
Step UP English
002202 | F9ANNWIMUETTH 3(2-2-5)
Multicultural Society
003201 | nsdeansudnnAava 3(2-2-5)
Communication in Digital Society
128220 | N19ALATIELINNNITAEIA 3(2-2-5)
Marketing Analytics
128221 | mstimdnsflantanisnaiaiaraiie 3(2-2-5)
nnssnaula
Digital Marketing Tools for Decision
Making
394 18 nHagfin 594 18 ndagfin
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Fullfh 2 Fulldh 2
mMansanulany MansAnuilany
122220 | N139ANNSANENARUATNITUNTRNNT | 3(2-2-5)
Production and Operations
Management
122410 | ANF9ANITNINLINTHYES 3(3-0-6)
Human Resource Management
128222 | nsdnAulanienisnann 3(2-2-5)
Marketing Decision Making
146271 | pwndsnguifienisdosangafia | 3(2-2-5)
1
English for Business Communication |
00xxxx | Amdnuwialiden 3(X-X-X)
General Elective
00xxxx | AmfnuialUiden B(x=X-X)
General Elective
002201 | waidnslannan 3(2-2-5)
Citizen Mind by Citizenship
004201 ‘qumﬁﬂmwLmzmmmmaﬂ?uﬁmu 3(2-2-5)
Socialized Personality
128222 | nMauAnITNARSMALaZIIAN 3(2-2-5)
Product and Price Administration
128223 | NN9LAWITEEIINNITNTZIILRUAN 3(2-2-5)
favia
Digital Ditribution Chanel
Administration
128224 | NM9UINNTNITENLARIHNITAAA 3(2-2-5)
Promotion Administration
146200 mm'a"\mqmLﬁ@ffmqﬁixmﬁmww 3(3-0-6)
English for Specific Purposes
59N 18 niaafin 59N 18 wiagfin
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Fullfh 3 sl 3
AANTFANYTAR AANTTANEIAN
128321 | N1FUINIINANAUITLAZIIAT 3(2-2-5)
Product and Pricing Administration
128322 | NMFUAMITEBIN NN WNITARIA 3(2-2-5)
Marketing Channel Administration
128323 | NMFUANITNITENLAIHNITARNA 3(2-2-5)
Promotion Administration
128XXX | Arueniden 3(x-x-X) 128XXX Arueniden 3(x-X-X)
Major Elective Major Elective
128XXX | Agnanidan 3(x=X-X) 128XXX A naniNen B(X-X-X)
Major Elective Major Elective
XXX | AgmAenia®
3(X=X=X)
Free Elective
128320 N19U3N19N19ANUAN 3(2-2-5)
Retail Administration
128321 RS LR 3(2-2-5)
Research Methodology
128322 NTHRIALBIUTNIDY 3(2-2-5)
Quantitative Marketing
128323 WIMNTIHNITARIALANTT 3(2-2-5)
ARYIA
Digital Service Innovation
Marketing
59N 18 niaafin 59 18 wiagfin
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Tl 3 sl 3
mMansanulany MaAn1sAnuilany
128324 | N1IRAIARAYIA 3(2-2-5)
Digital Marketing
128325 | N199R1ALEN1S 3(2-2-5)
Service Marketing
128330 | NAYNENNNITARIA 3(2-2-5)
Marketing Strategies
146571 | pundsnguiiienisdosnan 3(2-2-5)
79fi9 2
English for Business
Communication |l
128XXX | Ay ueni@den 3(x=x-x) 128XXX Axupniann 3(x=x-x)
Major Elective Major Elective
128XXX | Aguanidan 3(x-x-X) 128XXX A eniden 3(x-X-X)
Major Elective Major Elective
128324 | NAEVENITARIARRYA 3(2-2-5)
Digital Marketing Strategy
128325 MIeBnUULiarInsnann 3(2-2-5)
Aavim
Digital Marketing Content
Design
128326 | nmananafiduindnudaniioya 3(2-2-5)
Data-Driven Marketing
XXXXXX A UADNIED
3B(X=X=X)
Free Elective
393 18 widaafin 39 18 wanfin
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FuTlfh 4 it 4
AANTFANYTAR AANTTANEIAN
128420 NUENBUN19YARAYIA 3(2-2-5)
Entrepreneurs in Digital Era
128421 | suflendsiqy 3(2-2-5)
Research Methodology
128423 | NN94ANIINITAATA 3(2-2-5) 128421 NN99ANITNITARA 3(2-2-5)
Marketing Management Marketing Management
128424 | dunwWn 1(0-3-2) 128422 NN 1(0-3-2)
Seminar Seminar
128XXX | Aguanidan 3(x=X-X) 128XXX A naniNen B(X-X—X)
Major Elective Major Elective
XXOXXX | Ay ndenias 3(x=x-x) XXXXXX AxAaniad 3(x=x-x)
Free Elective Free Elective
39N 13 wiaafin 594 13 wdagfin
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FuTlfh 4 it 4
mMansanulany MaAn1sAnuilany
128491 N19ANIIH 6 Wiaafia 128440 NNTANIIN 6 Maafin
Professional Training Professional Training 738
128492 NAAaANEI 6 nuufin 128441 ARAFFANEN 6 nHefn
Co-operative Education Co-operative Education 4%
128493 N19FNYNENTY 6 nuufin 128442 NNTANEIBNTE 6 NHefn
Independent Study Independent Study
ety 6 WHfin et 6 Nuaafin
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