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Psychology and Consumer Behavior
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Supply Chain and Logistics Management
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Strategic Management
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Business Finance
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Purchasing and Inventory Management
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Small and Medium Business Entrepreneurship
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Management Principle and Organizational Behavior
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Concepts and theories of organizational management, organizational evolution,
planning and decision making, types of organizations and organizational design, individual and
team management, human resource management, information management and communication,
power and leadership, motivation and encouragement, fundamental principles of control, business
strategies, innovation and change management, social responsibility and business ethics.
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Marketing for Entrepreneur
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Meaning, principles and importance of marketing for entrepreneurs; roles, functions,
and major impacts of marketing on economy and society; environment influencing on marketing

decisions; marketing evolution for entrepreneurs; consumer behavior; market segmentation;

marketing strategies for entrepreneurs to acquire prospect customers and retain valuable

customers.
Nﬂﬁwéma‘t?ﬂugf‘izﬁumﬂ%m (Course Learning Outcomes : CLOs)
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Human Resource Management
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Concepts and theories related to human resources management, elements in human

resource management covering manpower planning, recruitment, selection, maintenance, human
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resources retention, training and development, performance management, compensation, labor

relations, health and safety management for employees, ethics in human resource management.
Naélwémﬂ?ﬂué’izﬁui’mam (Course Learning Outcomes : CLOs)
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Digital Marketing
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Digital marketing environment, consumer needs and behaviors, digital marketing tools,
strategic marketing planning, product launch process, pricing, promotion, search engine
optimization, distribution formats and channels, with a focus on digital marketing operations and
practical training in digital marketing.

Naﬁ’wémﬁ‘t?ﬂugizﬁUﬁ“ma‘m (Course Learning Outcomes : CLOs)
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Managerial Accounting
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Relationship between costs, quantity, and profit, cost- volume- profit analysis, cost
behavior, activity- based cost management, accounting information analysis for managerial
decision-making, budgeting for organizational planning and control.
Nﬂﬁwénﬂit?ﬂugizﬁusﬁﬂaﬁﬁ (Course Learning Outcomes : CLOs)
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Operations Management
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Concepts and principles of operations management, planning, implementing and
control, forecast techniques, product design and technology, production capacity planning,
location selection, process layout, aggregate planning, quality management, inventory
management, material requirements planning, supply chain and logistics management, production

scheduling, project management.




Naﬁwémﬂ?ﬂué’izﬁui’mam (Course Learning Outcomes : CLOs)
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Information Systems for Business Management
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Structures and elements of business information systems; analysis and design of

information system for business management, both in data processing and various forms of

information storage to support business management decisions, and hand-on practice.
Naﬁ'wém’ﬂ?ﬂuélizﬁ'umﬂa‘m (Course Learning Outcomes : CLOs)
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International Business Management
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Concepts and theories of international business; environmental factors affecting
international business; strategies for entering international business; dynamic processes of
managing international business operations with consideration of ethics and responsibility towards
the global community.

NAANWENI5I5EUTTEALTIEITN (Course Learning Outcomes : CLOS)

LARNNIUTIEATIL @IHNTD

~ ~ ~ v ' & v '
1. RIUNHLUIAR WQH{]ﬂWTﬂWT%MQ’Nﬂi%LVIﬂ LASNAYNTNITAIVIULASNITATTININ

szinale

THAKSIN



2. UgiFnwduinieesgiamaeatuayuiulun1san1lAT9ugInaTEna 19
Uszinela
a 2 ¥ & ! ! a a
3. AwnmzuaninuanseNnngluiazniauenlssnd NANaRan1IIAN1TgINA
senatlszinele
a 3 ql a &I i ar a !
4. Bpsenmilym wansenuAntu uaziauauuonisunlulunsdnnisgsiaseiang
Uszinela

s Y a ! Ao ¥ a &£ ¥
5. duaugtunugsnassmanailszimanduuslunaziinrulueuianles

0708234 UANNTAINU 3(3-0-6)
Investment Principles
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Policy of securities investment, investment and speculation, factor considerations for
investment analysis, measuring of return on investment, making investment decision.
N@ﬁ'ﬂéﬂ'\ﬂ?ﬂi&é‘i%ﬁ'ﬂi’lﬂ%%’l (Course Learning Outcomes : CLOs)
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Statistics for Marketing Analysis in Business
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Statistical techniques for marketing analysis, importance of influencing factors, market

segmentation, market positioning, and product and service design.
Naﬁ'w'gm’it?ﬂuészﬁuﬁﬂ%m (Course Learning Outcomes : CLOs)
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Psychology and Consumer Behavior
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Psychological theories applied to explain behavior of consumers, personal factors,
social influences, buying decision process.

Nﬂﬁﬂﬁﬂ’lﬂ?ﬂugizﬁuﬂﬂam (Course Learning Outcomes : CLOs)
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Supply Chain and Logistics Management
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Concepts, theories, and processes in supply chain and logistics; cost reduction and
logistics service increment; procurement; inventory management; warehouse management;
information management; transportation and logistics; strategies of building partnership and
relationship between organization in supply chain.

Nﬂﬁ'wéﬂ'lﬂ?ﬂué‘wﬁ'usﬁﬂam (Course Learning Outcomes : CLOSs)
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Quality Management and Productivities
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Significance, concepts, principles, and evolution of quality management and
productivity; compositions of productivity; measurement and evaluation of productivity; techniques
and programs for quality management; quality standard and awards at both national and
international levels.

Naﬁwéﬂ’lﬂ?ﬂué’izﬁuﬂﬂam (Course Learning Outcomes : CLOs)
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Strategic Management
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Principles and processes of strategic management; analysis of external and internal
environment in organization; organization orientation, strategy formulation for organization at
business and functional levels; action plans for implementation; evaluation, control, and ethics of
management.

Naﬁwémﬂ?ﬂué’izﬁumﬂa‘m (Course Learning Outcomes : CLOs)
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Business Finance
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Principles and significance of organization’s financial management; form of business
which requires tax payment; financial analysis techniques, business finance management; financing
acquisition and fund allocation; use of financial tools and new instruments for financial
management.

Naﬁwéﬂ’lﬂ?ﬂué’izﬁuﬂﬂam (Course Learning Outcomes : CLOs)
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Purchasing and Inventory Management
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Principles of purchasing management, purchasing process and related documents,
purchasing strategies, organizing purchasing organization, product requirement and specification,
selection and evaluation of suppliers, negotiation in purchasing, principles of inventory

management, quantity and timing of purchasing, inventory demand forecasting, inventory

management system and classification, information technology in purchasing and inventory

management.

AT

THAKSIN
ArYERSTY
-



N@ﬁﬂﬁnﬁﬂ?ﬂugizﬁui’lﬂam (Course Learning Outcomes : CLOs)

UARNNIUINEATIY A1N1TD

1. A7UUUIRAAIUNTUTININTAATOLAZNTAANTAUANAIARILA

2. uNTUUIAIUNNTLT NI NITAATALALNINTAANITAUAIAIAGIAILLATAINAAIUNNT
o a ¥
Tan1snsnzanle

3. AfUNELUIAAENSTUNA LN 82UDIAUNITUTUNTNNTAATALAZAUATAIARY LTU

o 4 a o o & P ~ o Al A ¥ o

NNTAATAALAET NITIATAULUAU LAZNAIULAH AN TEUN AR LN LN 889N
NuInTale

a o o < A =T % = ¢
4. ')Lﬂﬁ‘ﬂz‘lﬂﬂﬂﬂﬂﬂ‘ws{lﬂﬂ“ﬂ‘ww&ﬂﬂLﬂ'ﬂﬁ‘Iﬂﬂi‘ﬂLﬂﬁ"ﬂx‘]Nﬂﬂ”\uﬂ”ﬁ@ﬂﬂ”]’i‘l/]L‘MN"]%@Niﬂ

0708334 msﬂizn'au'qsﬁq’ﬂu'lﬂnmeu,az“llu’mzi'au 3(2-2-5)

Small and Medium Business Entrepreneurship
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Meaning, importance, and types of small and medium- sized enterprises (SMEs);
entrepreneurship; forms of business establishment; guidelines for starting a business; business
management in marketing, production or operations, organization, human resources, accounting,
finance, risk, and taxation; and determining business model concepts that meet current and future
market demands.

Naﬁlwéﬂ’lﬂ?ﬂué‘izﬁ'umﬂam (Course Learning Outcomes : CLOs)
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