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1. Yonangns
(mwilve)  ndngaslmamansdadin a1913¥101390N15N58061T (MANGRTUIUIR)
(Mw18angw)  Bachelor of Arts (Communication Arts) Program

in Communication Management (International Program)

2. YoUsqyeuazanvnIn
awilve @eudy)  : dwarmansdudia
Mwtng (Bnwsge) UL,
AYIBINY (Fouff) : Bachelor of Arts (Communication Arts)
NYI9INY (BNwsea) : B.A. (Communication Arts)

A19713%7 : Communication Management

3. 91¥wiianunsausznauldudsduianisinen
- Media Entrepreneur
- Communications Executive
- Marketing Communication Executive
- PR and Marketing Coordinator
- Brand Executive
- Digital Content Creator
- Content and Social Media Executive

- Digital Media Executive
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4.1.1 UMNEANTINARAUANERT 129 Miegin
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4.1.2 1AS9d3NVANgNS

uUNILANTIUNRANANGNT 129 wqein
1. vadnAnymaly 30  wiqefn
N, NANIVINWIANUTENA 6 whein
U NRAVINYYEANEnNS 6 whein
A, NEuIvINEeans-adinmans 3 vidlein
3. nEEAIEnNAEns 3 mheia
3. NRUAvIEIANFNERNS 6 whein
2. nauiv@nwvhlunguiiiay 6  whein
2. MINIVUANTE 93  vulenA
n. nauindwiiugiu 30 v
U NAIVWANIZEIVIY 63 niein
(1) ngxAvITIAURNIZEN 36 niein
(2) NfUAYIFBNRINZAI 27 viegin
3. MuINIVUFNLEST 6  wilehn
4.1.3 5783
1. manndndnyialy 30 wideha

UseNaume 6 NEXIY A NEXIMINIWIANNUTENA NFUIMINYBEAIENS NENIY
Ineenans-adnenans nauimavenans nguindaumand uasnguinAnwhlunguiives fol
n. NRUINNWIRUTEINA 6  whein
5508111  MMSWEUNGIYING 3 (3-0-6)

Academic Writing
5508122  MSWYUUNANNIY 3 (3-0-6)

Research Paper Writing

U, NI BemEans 6  mhein
A. NGUIYIN AR AT ANNFAENT 3 whein
3. NAWIPENAEns 3 whein
3. NFUIFPUAEAT 6  mein
2. nauinAnwThlunguiiiay 6  mein
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sedvlundnansiznsfinwnill eunasnsaluminerds Ndan1siseunsaemduy
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2. BUINIVILANL 93 80

(%
=l 1

UseNausig 2 Nguiv Ao NaUITITNNLEIU NUITITNANIEa1v1IYY (NGuiv
Jafulamzan v waeNguIvIaenanIzaIv)

2.1 NENIYPITIWNUFIY 30 widaein

¥ '
A IS

2800102* é’i’mmmaméwugmmamsﬁami 3(3-0-6)
Foundations of Social Science for Communication

2800105* nanNIskazn1sUURNINIsUTEI ARG 3(3-0-6)
Principles and Practices of Public Relations

28001251 nsAnwINsdansdeuarnisdeans 3(3-0-6)
Media and Communication Management Studies

2800126* nseansmsmanaLazngAnssuguslag 3(3-0-6)
Marketing Communications and Consumer Behavior

2800127* NSlAYUILAZNITATINLUTUA 3(3-0-6)
Advertising and Branding

2800128* Aavrdouiiedouarnisdoans 3(3-0-6)
Art Appreciation for Media and Communication

2800206* nsdeasuarngAnssaluasdng 3(3-0-6)
Organizational Communication and Behavior

2800207* B ufunisdeans 3(3-0-6)
Research Methods in Communication

2800208* Samsssulnouaznsdeasiufausssy 3(3-0-6)
Thai Culture and Cross-Cultural Communication

2800209* noviEneuazaiesTILA MU s yfunsieans  3(3-0-6)

Y

Law and Ethics for Communication Professionals

U sredvntal
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2.2 NFNIYPITWRWILEIVIIY 63  viUeNA
n) NFUIVITIAURWILEIV 36 widaein
28001502  n1sWeudmiude 3(3-0-6)

Writing for Media

2800151% mm@luﬁmmsmzLLasﬁﬂmmsﬁ%aua 3(2-2-5)
Public Speaking and Presentation Skills

2800250* wanMsuarkuINURTRveINsHeasisnmnfin  3(2-2-5)
Principles and Practices of Graphic Communication

2800251* nsAeansiIuds AN 3(2-2-5)
Audiovisual Communication

2800252* nsfeansiioltiilakarnsiasaseses 3(3-0-6)
Persuasive Communication and Negotiation

2800380* miﬁamsLLasﬂm“fJut;:JUiSﬂaums 3(3-0-6)
Communication and Entrepreneurship

2800381* mﬁmmmaz‘imiwﬁ%aﬂaLﬁami?iaa’ﬁ 3(3-0-6)
Data Management and Analysis for Communication

2800382* NSNS TUSAFIUNTTReANS 3(3-0-6)
Communication Campaign Development

2800383* FunundeuazUseifiusiualie 3(3-0-6)
Seminar in Media and Contemporary Issues

2800384* NM5919uRATING NI 0T 3(3-0-6)
Professional Communication Career Planning

2800420* nsinauindnnnsdanisnisieans 3(0-9-0)
Professional Internship in Communication Management

2800421* TsansUSaninusnsdanisnisdeans 3(0-6-3)

Senior Project in Communication Management

2 s1e3Unlnl
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¥) NFUIYNADNLAWIZEIV 27 wdena

2.1 ngueIvnaly

2800336* ﬂ?iﬁ@ﬂﬁﬂﬂﬁﬁ@ﬂ?ﬂﬂﬁﬂﬁ 3(2-2-5)
Project Communications Management

2800337* mi?iams?fumw 3(3-0-6)
Health Communication

2800397* nMsUfIRNsIan1snIsdeans 3(2-2-5)
Communication Management Practicum

2800430* nsdanisnisdeansszdulan 3(3-0-6)
Global Communication Management

28004313  vhdefimuiunsinnisnisdeans 3(3-0-6)
Special Topics in Communication Management

2800496 LnnAnY 3(3-0-6)
Individual Study

9.2 ngueIvInnsianisnisiesnsdmivssdnsieuaznsidu
é’ﬂ’i%ﬂaun’li (Communication management for media
enterprise and entrepreneurship)

2800253* Susssudeszaulan 3(3-0-6)
Global Media Cultures

2800387  msmmatugedmiudendvouarindeaiiie 3(3-0-6)
Advanced Digital and Social Media Marketing

2800388* winnssulunsinnsteides 3(3-0-6)
Innovations in Reputation Management

2800390* ﬂaqwﬁ‘miﬁamiLﬁaﬂﬁiizﬂunuLLazﬂﬁaﬁuauu 3(3-0-6)
Communication Strategy for Fundraising and Sponsorship

2800391* M33AnIsNNSAoaTUUTUA 3(3-0-6)
Brand Communications Management

2800392* nsdeansaudnuduaznzings 3(3-0-6)

Conflict and Crisis Communication

® s1eAvnalng
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2800390*  msdeansiileainsUszaunisaiuegnin 3(3-0-6)
Communication for Customer Experience

2800398* MTnuRLdouaznsindede 3(3-0-6)
Media Planning and Media Buying

2800455%  msdansAnuduRusiugaladude 3(3-0-6)
Stakeholder Relationship Management

2800422* m'i?%amﬁmqqﬁﬁa%uqqLLazmsLﬂu;ﬁUizﬂaumi 3(3-0-6)
Advanced Business Communication and Entrepreneurship

2800423* enussiusualislugnavnssude 3(3-0-6)
Colloquium in Contemporary Issues in Media Industry

2800424*  doyalltdnvesgnAiarnTinseinguivang 3(3-0-6)
Customer Insights and Target Audience Analysis

2800427* N159ANNSRIANTADAS 1NETTALATUINNT T 3(3-0-6)

Managing Creative Media Enterprise and Innovation

9.3 nguseiruinanssunisdessdmiugnsmnssuaiassd

(Communication innovations for the creative industries)

28002544 MsnAaNsasuardoansaunauuLnanlosuRa 3(2-2-5)
Production of Journalism and Information Media on Digital
Platforms

2800331* mMsdeuundienmeuns st wasdoln 3(2-2-5)
Scriptwriting for Film, Television, and New Media

2800332* Aeauazaunidmiude 3(1-4-4)
Sound and Music for Media

2800333* msdeaseensiinedeuln 3(2-2-5)
Motion Graphic Communication

2800334* amilsuaznsdoansdaenin 3(1-4-4)
Still Media and Visual Communication

2800335%  msdeansuUTUARNYS 3(3-0-6)

Luxury Brand Communications

4 s1eAvnalug
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2800338*

2800339*

2800386

2800396*

2800425*

2800428*

28004295
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M3a13ewiens iin 3(2-2-5)
Graphic Narrative

N1590NLULLA NMINARUTTAUNTAIlUUBIIUA 3(2-2-5)
Event Experience Design and Production
M3LE130MUURTTA 3(2-2-5)
Digital Storytelling

msAeashavasazdedinueaulal 3(3-0-6)
Digital Communication and Social Media
MsnAndoduwesan 3(2-2-5)
Immersive Media Production
mMsdansdenisuanuasdotudis 3(2-2-5)
Entertainment and Performing Arts Management

nsmivAaliieanamnssuasneasse 3(2-2-5)

Art Direction for the Creative Industries

6  WUWNA

fasdenisouseivinng 9 muanuaulalaniliegnsdesdiuiu 6 wiiein n51e399

a ] A a < [
Uegeuninsluwasneueneusiidaasuluniwdingy
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U1 Un1
= v =
AANSANYIAY AeMsAn¥IUane
2800102*  denuransiiuguiionsdeans 3 | 2800126*  misdeaIsNSIAIALATNgANTINLUSIAA 3
2800105%  vanniswavnsufUAnamsUsenduius 3 | 2800127%  N1slauaNIuarNITASINMUTUA 3
2800125*  AsANMINISIANISHBLALNTHRENS 3 | 2800128*  Aavzfeuiiodouaznisdoans 3
2800120  ms@eudmiude 3 | 2800121*  misyaluiansnsazuasinyenstLaue 3
Ayl 3 Enwily 3
FEnwily 3 AuFEnwild 3
371 18 59U 18
Un 2 Un 2
= v =
AANSANYIAY AeMsAn¥IUane
2800206*  nnsdeasHarngAnssulueAns 3| 2800209%  ngvaneuardtesTINAMIURTL e 3
ASEeENS
2800207*  A3IeAUNTERES 3 | 2800231*  ASERETHIULENLATAN 3
2800208*  Yamusssulnewarnsdeansirutnusssy 3 | 2800232*  nisdeansieluudIlanarNISRsIReTEY 3
2800230*  wannswazkuINNUURveINTE0ENS 3 FnGenaniza 3
fYAINNIITN
uEnwIly 3 Enwily 3
FdEnwily 3 F@nwily 3
594 18 59 18
Un 3 Un 3
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AANSANYIAU AAMsAn¥IUane
2800380%  nsdeansuavnmsiluguszneuns 3 2800382*  MISWAILINNTSUSIAAUNSHDENT 3
2800381*  misdansuariesivideyaiionsieans 3 | 2800383*  duuwidewarUsviausovady 3
A udenian1zan 3 I udenianiganan 3
a = a =
Fydeniamivan 3 Fyndentanivann 3
Ayl 3 I udenianiganan 3
AuEnwnaly 3 Fyndenias 3
593 18 573 18
Un 4 Un 4
= v =
AANSANYIAU AAMsAnwIUane
2800384*  ATINLHUATITNAUNTHOET 3 | 2800421%  TassmsUSaygndinusnisdanisnisdeans 3
2800420*  ANSENWINITNAITIANSASHBES 3
a A
Fdenianivaiun 3
AV NFRNRNIEE 3
a A
Fdenianivaiun 3
a A =
Fdenias 3
593 18 s 3
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5. A195UN89183%1
wndnanenaly
N§uIYINWANUTEINA
5508111 NSAIUNIIYING 3(3-0-6)
Academic Writing
ACADEMIC WRITING
Seulvsredn : -
A focus on developing reading and writing skills with an emphasis on essays
writing based on a selection of readings, articles and semi-academic texts in communication

arts and related-fields.

5508122 NI UUNALITY 3(3-0-6)
Research Paper Writing
RES PAP WRIT
Soulvsredn ;-
This course focuses on important skills necessary to succeed in the academic
and business research. Students are required to develop a thesis, plan and conduct primary

and secondary research, evaluate and present their results in a clear and argumentative

fashion.
NUINIVUANE
FYANNUFIY
2800102* danFansiugIuienIsaeans 3(3-0-6)

Foundations of Social Science for Communications
FDN SOC SCI COMM

dl a
Waulasedan : -

[
s

FaAUAIERT N UFIU UTENOUAILLUIAATI UFIULALAITINAAIIUNIITIAUAIERS
AADAIUYUUDINNG B N1 Agyuazddninaungnludinuaan sy linudfydonaiuiivii
A IT0aUNNSA AT AnTINveIHan Ui dAyluaIvInIyeIng) Feeningr InTnewaz

LASEEANANS USUNMNadennLasnadyan nToUkUIAALaEITNNT warnTIATIERIudiANsIualy
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msaﬁﬂswLﬁaqﬁwﬁmﬁmmgmmaw%’mmmst,‘ﬁaqLLazwqwﬁwNﬂgwma NSNANTUIUNUINUBY
wnauAnlulsziRaans

Foundations of social sciences, including the basic social concepts and
definitions, as well as the most important and influential theoretical perspectives in social
sciences which are important to all disciplines related to communication; overview of major
works of social thought in anthropology, sociology, psychology and economics; social and
intellectual contexts, conceptual frameworks and methods, and contributions to
contemporary social analysis; introductory discussions of the foundations of political

philosophy and legal theory, examining the role of ideas in history.

2800105* nanNIskazn1sUURNINIsUTEI ARG 3(3-0-6)

Principles and Practices of Public Relations

PRIN/PRAC PR

Soulvsedn : -

aufidesiuisatungud wunufod ndnns Usstimans 3wuin1s wagns
UTRMuEdnIndunssrnduiug unenudslunisnusulasduiunagnnisdeansid
Jsgdnsaaw i?ﬂﬁﬂﬂ’]i@@ﬂLLUULLﬁ%LN‘EJLLWiIﬁWiE‘f’WM%JUENﬁ‘ﬂi ﬂﬂiﬁ?i?ﬁ]ﬂ?ﬂﬁLﬁlﬂﬂsﬁ@ﬂﬁU 19
UszmduiusihasunuinuayingUssasAluaedngde 9 nmslesgiwunujidlunisldndnnisuas
NufNTUTEREUITUS

Introduction to the theories, practices, principles, history, evolution and
professional practice of public relations; concepts of planning and executing effective
communication strategies, including message design and distribution, for any organization;
survey of tasks commonly associated with the practice of public relations and its role and
purpose in various organizations; analysis of the practices of applying principles and theories

of public relations.

2800125* mMsnwnsansienaynisdeans 3(3-0-6)
Media and Communication Management Studies
MEDIA/COMM STUD
Seulvsiedan : -

AMNSINVDIANVIIVINISANWIABLATNNTEDENT LATNITUSUITIANITED LUUNAINY
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uAnFsTEINAaUyMsAsaNTLaY I SRS aonsunguiLasvelulalde gaEufuNsAnY)
funsdeansiurasamssud 20 uazanudenlosiulsefiunisiudsuulamisdinuuas Tamsssu
Ininenstianinlonasdvswavnadanu Sviswaveansdeassioyuuesensrogdu Tan uazdais
M3swiviude

A general mapping of the field of media and communication studies and
communication management with an emphasis on the difference between communication
art and communication science, as well as media theory and technology; origin of
communications studies during the twentieth century, and its association with the issues of
social and cultural change; the psychology of persuasion and social influence; influences of

communication to our perspective on others, the world and ourselves; media literacy.

2800126*  N1SARANINNINAIMLALNOANTTUHUTIAA 3(3-0-6)
Marketing Communications and Consumer Behaviour
MKT COMM/CONSU
d‘ a
Roulysedv : -
NANNTT B uariuudnasd waznItlfinw1vain1sdeasnisnaia n3esdladmsy

LY dl'

unmma’mLwa’j’mqﬂizamﬁluﬂﬁﬁdLa‘%mﬁ“u’ls miyizu’mﬁLﬂ%@ﬂﬁa?{amimsmmm N3LUIUNIT
andulavesiuslna NMsIATIEinanTenueIdadeuindoun g uentas T AUSIINAONOANTTY
Fuilan wnuftRlumsesnuuunagndnisdeansnsmannuteyaidedniferiunginssuguilan
Principles, theories and models, and case studies of marketing communications;
tools available to marketers for the purpose of promotion; the integration of marketing
communication tools; consumer decision- making process; analysis of the impact of external

environmental factors and culture on consumer behavior; practice of designing marketing

communication strategy based on consumer behavior insights.

2800127%  NNSIIBAILAENNTATIUUTUA 3(3-0-6)
Advertising and Branding
ADVERT/BRAND
Foulvsredn : -
nuiuazunAnndnlunislavaniiedesiunagnsnisaiiausud msiases

nsalAnwilumslavan Uszaun1saluusuiuagesuniveuilng NsasuuTUARITIaLATYLTULY
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Tud nagNBLaNTILNLLUTUA LAz slavan Madeudlavan S3esssunasdetiduiliieites
funslawawarduasunITy NS laYanagnsLaraseassa

Key theories and concepts of advertising in relation to branding strategies;
critical analysis of case studies in advertising; brand experience and consumer emotions;
digital branding and brand communities; the brand and advertising strategy and planning;
copywriting; ethics and regulations related to advertising and promotion; development of

strategic and creative advertisements.

2800128* Aavrfoniiiedouarnisdoans 3(3-0-6)

Art Appreciation for Media and Communication

ART APP MED/COMM

Feulvsedn : -

arudilosuienfuiaudad do maliauazdsefimanifals wnAnfiugiuuas
Fwilamzmeats sunuuRatsngSumnuazlsilins Sunnluefnludesis o nszuiunsaireassdd
Aedeatuirufad melieseinanufalsinsednina viunmedinuuasSausssufiidninase
nMIuanseannfalzuasauslude

Introduction to the visual arts, media, techniques and art history;
fundamental concepts and terminology of art; historical western and non-western cultural
styles of art in a variety of media; the creative processes involved in the visual arts; analysis
of influential works of art; social and cultural contexts that influence art and artistic

expressions in media.

2800206* nsdeansuarngAnssaluosdng 3(3-0-6)
Organizational Communication and Behavior
ORG COMM BEHAVIOR
Soulvedn : -
arudidesiuAnatunguiuaznisiteideatumsdoansluosdng mafinuidnsna
yesgluuUMIUTIsATnensaeansluesdng nseAunelasiaiianisdeans wihi vuvluesdns
Lara3esIINNNTAeanslussing MIlnTEinsUsEaLULaTAIUANNNINSEINYBsY ARan 8Ty
psAnaiiolilinadnslagsin msmmuangAnssuvesyanalasnisiufduiusnnelussdng ns

doanslugiugnszuiuniswasyinweanusatisliunnauarasrnsvesnulmuseulunisuaatuy
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Introduction to current theories and research on organizational communication;
the study of the influence of management styles on organizational communication; discussion
of communication structure, functions, contexts in organizations, and communication ethics
in organizations; analysis of how the actions of people inside organizations are coordinated
and controlled to achieve some collective outcomes; the shaping of individuals by
organizational interactions; communication as a process and skill that can help individuals and

their organizations gain competitive advantage.

2800207* B edunisdeans 3(3-0-6)

Research Methods in Communication

RES METH COMM

Feulvsedn : -

AT ud] 15019 wasiad eedeni Mlun1siTeluarvintsd eans
N52UIUNTIFY MITLAMAINNNTITE NNSUMILITIANTIN NIBRNLUUNISANYIITENSAoans
Fasiivsusadeya msieszideya 23usssumsisemsieas nsyauenanside

Overview of the theories, methods, and tools used to conduct research in the
communication discipline; research process; formulating research questions; conducting
literature reviews; designing communication research studies; data collection methods; data

analysis; ethics of communication research; presentation of research findings.

2800208* Sausssulvewazniseasiuamsssy 3(3-0-6)

Thai Culture and Cross-Cultural Communication

TH CUL/CROSS COMM

Seulusiedan : -

nguiuazuinAnlumsdeastuiamsssy uinnvesiamssuidmanenisdoas
nsldnisdeanstnTausssulumsufduiusdiudmnagluedn Tausssulnowazdninade
N32UIUNITE a3 qﬂaﬁﬂiumﬁ?{ami ANUDOULNINITTAIUSITU N1TNOAIVDILDNA NBAINIS
Fausssu Ausana1meTausssulunsdeanssie TaunwikazeTaun1wn wdnn1sad eansndl
UsgdnsnnluuTunymeimusssuy

Theories and concepts in cross-cultural communication; aspects of culture that

affect communication; applying cross-cultural communication in personal and professional
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interactions; Thai culture and influence on the communication process; communication
barriers; cultural sensitivity; formation of cultural identity; cultural differences in verbal and

non-verbal communication; principles of effective communication in cultural context.

2800209%  NVIHNELAITUTTINE MUY RYAUNTTHRANS 3(3-0-6)
Law and Ethics for Communication Professionals
LAW/ETHICS COMM
A a
Roulysnedan : -
nanMsiugIukakuU]URMangranewazasesssudmSuLUsENa UM ANAIUAS
#0dN3 ANUUANANNTENINNYMLIBLEYITETTI nTzuIunsindulaluiuasusssy Ussihuna
nVNIELALAsEsTINIUNNTUTEAFNRNS N1slawan 1sansaans Ienseatedednayinglnsvial

Y

rdeRIa NTAUITLSITUAMTUNUTENOUIANAIUNTHOEST ANUTURAYEUNINITLTITUVRN

—

Ademnaunisieans

Fundamental principles and practices of law and ethics for communication
professionals; differences between law and ethics; ethical decision-making process; legal and
ethical issues in public relations, advertising, journalism, broadcasting, and digital media;
ethical frameworks for communication professionals; ethical responsibilities of

communication professionals.

APFNWRNIZEI1V
2800150*  maiBgudmivde 3(3-0-6)

Writing for Media

WRITING MEDIA

Soulvedn : -

ANUAIAYVBINTANTANENT AIUNUIBVDIUNY AMAIYDIYIIHAENITUTEEU N3
afaUssdiuion snugmsdana nmsduniual meiteuaznisnseaey wdnnadeuiiug s
uPNLarduaTgiteyanuuafinainats MsUssiduanuundedevesunasiiun A
lagdlsuazusuudatonany nsifoud eluguuuuasarsmans (Musiuazosneinia) g
Usswduiug msdeansesdns eseulatl nszurumadou Usznoude madeu 315al BeuSeaas
uitly asserussamazinpsgdAndnlunsifeude msiwiniude sudsunludmiuiiondwsy

ARFGRGAR
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Importance of journalism; defining what is news; news value and judgement;
generating story ideas; observation, interview, research, and verification skills; fundamental
writing principles; gather and synthesize information from different sources; evaluating
credibility of sources; understanding the audience and tailoring the message; different forms
of media writing including journalism ( print and broadcast), public relations, corporate
communication, and online; the writing process including writing, critiquing, editing and
revising; ethics and professional standard for media writing; media literacy; common writing

tasks for communication professionals.

2800151* mawmﬂluﬁmmimgLLazﬁﬂwzmiﬁ%aua 3(2-2-5)

Public Speaking and Presentation Skills

PUBLIC SP/PRE

Seulvsredn : -

mmﬁlﬁméfwﬁmﬁ"uﬂﬁiﬁaaﬁé’aaﬁmmmuﬁﬂwmiwjfﬂuﬁmmimz wadalung
ammm‘imnﬁ’ma%q;ﬁﬂqmLLaza%’Nm’mﬁﬂa ué’ﬂmimmaEJ'NﬁUizﬁm%mwﬁm%’wgﬁﬂuamuﬁﬁﬂ
uaziiufliadiounse ‘ﬁugmmaamiﬂmmﬁaﬂLLazﬁa Vinwen1TIATIwbug s Heasuseidy n1s
Haelamiiayunsallunisiiaue

Introduction to speech communication through the practical skill of public
speaking; techniques to lessen speaker anxiety and build confidence; principles of effective
speeches for physical and virtual audiences; fundaments of rhetoric and media training;

analytical skills as an active listener and evaluator; use of visual aids in presentation.

2800250* NANNIHATLUIMNUG URUDIN15ERa15A8AIMNIIHN 3(2-2-5)

Principles and Practices of Graphic Communication

PRIN/PRAC GRAPH CM

dl a

Roulysedan : -

N1580a1370738N317N N15ANTIDDNKUY BWIUUATUNITRBNLUL NTEUIUNIS
90NLUU MTAATIsInIsenwuy anududunidsdusriuludnmuazluddygn nsesnuuy
ATIFUAT NITOBNUUVLBNANYAIBIANT N1TPBNLUUIABAIN N1TBNKUVUTIYA NI A1mUsEnay

A577N N1599NLUUNITALASULALDNDINTA DUINASIAN NITDBNLUULUTUR
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Graphic communication; design thinking; design practices; design process;
design analysis; visual and intellectual unity; logo design; corporate identity design advertising
design, packaging design; graphic illustration; promotion and broadcast design; infographic;

brand design.

2800251* ﬂ?i%@ﬂ’liﬁj’]uLﬁﬁlﬂLLaxﬂWW 3(2-2-5)

Audiovisual Communication

AV COMM

Seulvsredn : -
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Principles of communicating information, thoughts and feelings through sounds
and images; composition and aesthetics of audio and visual communication in various media;
analysis of the relationship between sound and image in communication; the influences of

audio and visual media on perceptions, attitudes, and behaviours of the audience; audio and

visual composition in media production process for communication.

2800252*  msdeansiiieliuinlauazniasadeses 3(3-0-6)

Persuasive Communication and Negotiation

PERSU COMM/NEGO

Seulvsedn : snedvfidesaeuniiu 2800121 Public Speaking and Presentation

Skills
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Principles and theories of persuasion and negotiation used to influence others;
psychological factors and impact on persuasion and negotiation; persuasive communication
strategies; negotiation techniques and styles; strategies to secure credibility, trust, and message
believability; concept of conflict management; common challenges, and strategies;
negotiation process for individuals, groups, and organizations; cross- cultural negotiations;
analysis of communication materials to evaluate effectiveness of persuasive strategies; factors
that influence the persuasion process, persuasive message design using various

communication strategies; ethical issues related to persuasion and negotiation.

2800380* mﬁammaznmﬁuﬂﬂ'wﬂa‘umi 3(3-0-6)

Communication and Entrepreneurship

COMM ENTREP

Seulvsedn : -
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Introduction to the world of entrepreneurship including general business
concepts and the wide range of challenges facing entrepreneurs in the field of communication;
concepts in design thinking and practices; various methods for launching, managing and

financing a new venture, as well as to the risks and pitfalls of entrepreneurship; application of

theoretical frameworks for developing and implementing a basic plan for a startup business.

2800381* mi%’mmiLLaz‘imiwﬁa%aLﬁamiﬁaa’ﬁ 3(3-0-6)
Data Management and Analysis for Communication
DATA MGT/ANAL COMM
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Concepts, techniques and tools of data management and analysis; means of
storing and managing data; planning, analyzing and decision- making based on data; data
visualisation and analysis techniques; issues in data management and data analytics;
comparison between different ways of representing the data, and limitations of the
mechanisms; utilization of new digital technologies for solving and improving business

operations, and digital asset management in various platforms.

2800382* NSWAILNNITTUSAFIUNTTHRENT 3(3-0-6)

Communication Campaign Development

COMM CAMPAIGN DEV

Feulvsedn : -
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Concepts and strategies of communication campaign planning and
management; conducting research to develop a campaign; identifying goals and objectives;
selecting target audiences; ways to communicate campaign; strategies and tactics; selecting
media channels; campaign implementation; timeline and budseting; campaign evaluations;

analyzing real-life campaigns.

2800383* FunundeuarUsuifiusiuals 3(3-0-6)
Seminar in Media and Contemporary Issues
SEM MEDIA/CONT ISS
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Roles, functions, and responsibilities of media in society; contemporary issues
related to the media; frameworks to evaluate media content; and representations; social,
governmental, and economic factors that influence the media; media’ s influence on
audiences’ health, behavior, and attitudes; challenges created by the media; use of media for

social responsibility addressing the Sustainable Development Goals.

2800384* NTINLNLIVIINAIUNTHDAS 3(3-0-6)

Professional Communication Career Planning

PRO COMM PLAN
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Individual career development planning; fundaments of the job market and
career gateways in Thailand and overseas; introduction to the fundaments of job application
and recruitment; principles and benefits of personal assessment and networking; tools and
materials necessary for job applications; introductions to various professions in the field of

communication.

2800420% nsinauinInnnsdanisnisieans 3(0-9-0)

Professional Internship in Communication Management

INTERN COMM MGT

Seulvsredn : -
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Direct experience in the field of communication management, including
communication planning, communication design, and media selection; application of
communication theories, principles, and practices to everyday work situations; developing

project proposals; project evaluation.
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2800421* Iﬂiqmsﬂ%ﬁgﬁgmwuﬁﬂﬂi%’mmim'ﬁ?iami 3(0-6-3)

Senior Project in Communication Management

SENIOR PROJ COMM

Seulusedan : Meivfidesaauriu 2800380 Communication and

Entrepreneurship

ganuwuy Warn wazanilulassnisluidennsfiiesdestunisdanisnisdeans
auanuaulanelinisguaresnnnansd suumqui vdnng uaginueiiiFeuslureassudiiu
1A997U

Design, develop and execute a project on a specific topic related to

communication management, according to their interest under faculty supervision; integrate

the theories, principles, and skills learned in the classroom to the project.

a = 1 a o
A ndanaNIEaIv) (NFUT1EIVINIILY)
2800336* N159AN1IN1930813LATINTT 3(2-2-5)

Project Communications Management

PROJ COMM MGT

‘ﬁl a
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Project communications management dimensions and processes; project
stakeholder management; stakeholder analysis and engagement; communication strengths
inventory; communication management plan; communication tools and techniques that
improve communication and increase productivity; virtual team communications technologies
and best practices; control communications; performance reporting; case study exercises in

project communications management.
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2800337* miﬁamsqﬁumw 3(3-0-6)

Health Communication

HEALTH COMM

Seulvsedan : Meivfidesaauriu 2800105 Principles and Practices of Public

Relations
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The roles of interpersonal communication, mass communication, health
journalism, corporate communication, and new/ social media in health communication;
communication by non-profit health organizations; government health agencies; public health
education campaigns; national health issues including health disparities, health literacy,
patient safety and healthcare reform; the challenges in communicating and assessing the
social determinants of health within various populations; developing a public health education

campaign.

2800397* MsUfURNsInn1ssdeans 3(2-2-5)

Communication Management Practicum

COMM MGT PRACTICUM

Foulusiedvn ; sre3ufidesdounu 2800206 Organizational Communication

and Behavior

d151907T069 9 MAsdestunsinnsnisdeans nqud wundn waglunUfUuRnLY
Tuanmuadeumsvhauetnsiondn dmuurihandilermgysunisdeas Uszaunsainsviny
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Different professions related to communication management; theories,
concepts, and practices used in professional workplace environments; recommendations from
communication professionals; practical experience working on specific activities and projects

related to communication management.
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2800430* nsdnsmsdeanssziulan 3(3-0-6)

Global Communication Management

GLOBAL COMM MGT

Joulvsedv : edviidesaourau 2800105 Principles and Practices of Public

Relations

wnAnuazinugiisndulunsussduiusluanmuiadeunisdeasseaulansau
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Concepts and skills of public relations essentials in contemporary global
communications environment; building an awareness and understanding of cross- cultural
communication in international public relations; public relations and corporate
communications in world economies and specific regions; Global Communication Project
framework — an international initiative co-ordinated between 15 universities, across 15
countries; public relation brief; development of a creative and realistic public relation solution

in the form of a presentation.

2800431* FadafilAudunsIan1snIsaeans 3(3-0-6)

Special Topics in Communication Management
SPE TOP MGT
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Contemporary topics and issues related to the field of communication
management; in-depth study of the problems and process in communication management in

today's world.
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2800496 nnANY 3(3-0-6)
Individual Study
INDIVIDUAL STUDY
Seulvsredn : -
Student explores in- depth topics related to the field of communication

management, under faculty guidance and supervision; course topic and activities will vary by

term

AV UFDNRNWIZEAIVT (nzjm'lEJ"3°zﬂm'i{fﬂmsnﬁﬁ'amsém%'uaaﬁniﬁaLLazmiLﬂuQ’Uiznaumi)
2800253* Susssudeszaulan 3(3-0-6)
Global Media Cultures
GLOB MEDIA CUL
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Key concepts and theories on the relationship between globalization and the
media; institutional and cultural contexts of global media; perspectives on the politics of
representation, cultural nationalism, media concentration, and technological determinism;

traditional and emerging mass media as key element of local and global social and political

formations; practices of global media audiences.

2800387* mima’m%’juqqﬁm%’u?iaa%ﬁaLLazisziL%sJaﬁLﬁf—J 3(3-0-6)
Advanced Digital and Social Media Marketing
ADV DIGI/SOC MKT
Seulusiedan | Melvfidedauniu 2800126 Marketing Communications and
Consumer Behavior
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Role and Importance of digital and social media marketing; Social media audit;
understanding consumers’ needs, identifying target audiences, and influencers; strategies to
create brand advocates and engage influencers; planning, developing and implement social
media marketing campaigns; strategies to create social media content and developing a
content plan; different types of social media tools and usage; social media platforms, including
use, tactics, and strategies; cross- channel integration; strategies to increase audience
engagement and growing audience; social listening and strategies to monitor social media
channels; measuring and analyzing impact and effectiveness of social media marketing
campaigns; measuring and calculating social media return on investment; ethical and legal

issues, including social media policies and guidelines.

2800388* winnssulumsdnnisdeldes 3(3-0-6)

Innovations in Reputation Management

INNO REP MGT

Feulvsedn : -
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Elements of maintaining an organization and brand reputation; the importance

of digital media innovation in reputation management; the use of social media and as the

difficulty of maintaining one's image in an age when nearly anybody may launch a personal
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or corporate reputation attack; corporate image concepts and public relations theories related
to image building; the application of image building concepts in building credibility for
organizations; analysis of image building in each organization, including concepts of corporate
and brand identity building; relevance of business ethics and the role of corporate governance

in developing corporate reputation.

2800390* ﬂaqwéms?iamiLﬁamiizmmquuaxmmﬁuaw 3(3-0-6)

Communication Strategy for Fundraising and Sponsorship

COMM STRG FUND/SPN

Feulvsedan | yeivfidesaauriy 2800126 Marketing Cormunications and

Consumer Behavior
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Role and nature of sponsorship and fundraising for events, corporations, and
non- profits; theories, concepts, and terminology related to fundraising and sponsorship;
audience’ s motivations for donating; different types of fundraising options; elements of a
fundraising plan; strategies to identify target audience, sponsors and sources of funding;
communication channels, techniques, and strategies used for raising funds and getting
sponsorships; designing fundraising and sponsorship plans; practices to manage sponsorships;
evaluating fundraising and sponsorships plans; legal aspects and ethical issues related to

fundraising and sponsorship.

2800391* n53RNMsNsAeaTUUTUA 3(3-0-6)
Brand Communications Management
BRAND COMM MGT

Waulvsiedan : -
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Concepts, theories, frameworks, and tools related to brand management;
brand elements; brand positioning; process to build, measure, and manage brand equity;
process of building brands; qualitative and quantitative tools to measure brand equity and
brand performance; strategies to managing brand portfolios; creating brand message and
design; communicating brand meaning; brand extensions; evaluating real-life brand concepts;

challenges and issues of branding.

2800392* mi?iamsm’msﬁ'ml,ﬁqLLazm'gz"iﬂqm 3(3-0-6)

Conflict and Crisis Commmunication

CONF/CRIS COMM
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Conflict and crisis nature in communication management in organizations,
examination of dynamics, intervention strategies and treatment for a variety of conflict and
crisis situations; theoretical aspects of potential intervention and management strategies;
mediation techniques; issue analysis and problem solving including public hearing, advisory
committee forming, conflicts and crisis prevention, cooperation with conflict consultants,

dealing with activists, crisis management campaign, and image restoration; issue management
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and implementation for high risk organizations; the roles and functions of each crisis
management team member; contingency planning; potential risks or situations that may
precipitate a crisis or emergency; a variety of emergency response scenarios; the restoration

of confidence in an organization.

2800394*  msdeansiileaiisUszaunisaiuesgnin 3(3-0-6)
Communication for Customer Experience
COMM CUST XP
Seulasedn : Medviidesaeuniu 2800126 Marketing Communications and
Consumer Behavior
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Key characteristics and principles of the customer experience; constructs of
customer experience; factors influencing customer experience; customer persona; tools and
techniques to create compelling customer experiences; research on consumer behavior and
decision making process and influence on customer experience; quantitative and qualitative
research techniques to understand the customer experience; creating communications to
build and enhance the customer experience; types of business models and impact on
customer experience; value proposition design; stages of the customer journey map; designing
step-by-step experience; communication and messaging strategies during each step of the
customer journey; building touchpoints; branding activities and customer experiences;
strategies to manage the customer experience; measurement and evaluation strategies of

customer experience management outcomes.
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2800398* MINsurudeazNsTndede 3(3-0-6)
Media Planning and Media Buying
MEDIA PLAN/BUYING
Feulasedn : edufidesaeuniiu 2800127 Advertising and Branding
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Principles, terminology, and tools of media planning and buying; media and
marketing landscape; interpreting syndicated research to understand audience needs and
habits; tools and strategies used to gather audience measurements; identifying media and
marketing objectives and target audience; characteristics, roles, and capabilities of various
media platforms; different types of media planning strategies; components of a media plan;

media budget.

2800455% nsdanisanuduiusiugidiuladiude 3(3-0-6)
Stakeholder Relationship Management
STAKEHOLD RLT MGT
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Different stakeholder relationships in corporations, governments, and civil
society organizations; identifying stakeholders including employees, customers, shareholders,
channel partners, and specialized suppliers; related methodologies and technologies; research
and measurements; how to develop and implement strategies and tactics that can maximize

an organization’ s opportunities in order to improve and maintain relations and reputation;
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concepts of power and influence; models and stakeholder engagement strategies including
relationship management techniques; influence and lobbying.
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2800422* mi?i’eja’lswmﬁjmlsuuqaLLazﬂWSLﬁuéﬂiSﬂaumi 3(3-0-6)
Advanced Business Communication and Entrepreneurship
ADV BUS COMM/ENTRE
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Technical and business skills and competencies, advanced business
management techniques, processes and procedures for sound business acumen; skills for
effective workplace communication, performance and enhanced organizational productivity;
developing relevant marketing material; interpreting organizational performance with financial
ratios, drawing up income statements and balance sheets; identifying and optimizing value-
adding activities; strategizing on the basis of the results of micro- and macro- environmental
analyses; new technology in business: technological mega-trends of Big Data, Al, Blockchain,
NFT; the utilization of these new technologies in supply chain management, finance, fintech

and business communication.

2800423* enussfiuswalislugnavinssude 3(3-0-6)
Colloguium in Contemporary Issues in Media Industry
COLL CONT ISS MED
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Examining current debates and controversies in media industry and practices;
analyzing roles and impacts of today’s information and communication technologies on media
industry, media texts and audiences; applying concepts in media studies and communication

managements to analyze socio-economic implications, dilemmas and emerging trends.

2800424*  YoyalBeAnvesgnAarTiATIEingunmang 3(3-0-6)
Customer Insights and Target Audience Analysis
CUS IN/AUD ANLS
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Concepts and frameworks used to develop an understanding of the target
audience, including audience valuation, customer behavior, decision-making process; process
of consumer segmentation, targeting, and positioning decisions; different types of data
collection methods; primary analytics tools and process used to develop competitive
intelligence; analyzing data and identifying insights; process of organizing and writing analytic
reports; strategies to effectively presenting analytical insights to clients; tools of data

visualization.

2800427* A159ANNSD9IANTADAS19ETTAATUINNTTU 3(3-0-6)

Managing Creative Media Enterprise and Innovation
MNG CREAT MED ENT
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Concepts and practice of innovation and creativity from the perspective of
communication management; analyzing how media organizations create, commercialize and
capture value from innovative products and services; examining the organizational issues

including management of creativity and teams, funding techniques for entrepreneurship, and

resistance to innovation.

IaenanIza1 (NFUTEIVIUIANTIUNTHRENTEMTURAEINNTINAT19ATIA)
2800254* NSHAMNTENTUATEDATAUAUULNAAN D INATVA 3(2-2-5)

Production of Journalism and Information Media on Digital Platforms

PROD JR/INFO DIGIT
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Techniques and concepts for journalism and information production on digital
platforms; process of design thinking and data research to create content and creative media;
using media production tools with an emphasis on user interaction; evaluation and selection

of proper methods for media production and distribution on digital platforms; fact checking

via digital media platforms; reporting with professional ethics and social responsibilities.

2800331* Msenumiionmeuns Insviad wazdeln 3(2-2-5)
Scriptwriting for Film, Television, and New Media
SCRIPT FILM TV MED
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Scriptwriting concepts; generating and developing ideas; creating the treatment;
script outlining process; story; types of plots and plot structures; character archetypes and
character development; character arcs; creating the scene; dialogue; identifying conflict;
scripting format; pitching ideas; rewriting and editing process; adapting scriptwriting elements

and styles for different platforms; analysis of scripts.

2800332* Fosuaraunidviuie 3(1-4-4)

Sound and Music for Media

SOUND/MUS MEDIA
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History and principles of sound and music creation for media; sound design
and studio recording and production for the broadcast, film, theatre, games and immersive
experience industries; development and application of specialist technical and creative skills
in sound and music production; collaborative work within interdisciplinary projects modelled

on professional practice in the media industry.

2800333*  misAeasenenmilniadenln 3(2-2-5)
Motion Graphic Communication
MOTION GRAPH COMM
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Principles of communicating ideas through motion graphics; layout and
composition; multimedia design; animation; graphic editing; visual narrative; compositing;
keyframe animation; motion storyboard; audio integration; user interface design; user

experiences; 3-D space and compositing; applying cinematic techniques in innovative ways.

2800334* Anilauagn1sdeansenenn 3(1-4-4)
Still Media and Visual Communication
STILL MED/VIS COMM
Seulusiedan : -

'
v v v ]

‘Viﬁvﬂﬂ’ﬁLLaﬁLLU’JV]’NU{jﬁJa‘U@ﬂﬂ’ﬁ@@ﬂLL‘U‘Uﬂi’]‘Wﬂ N1IAAIONWILINONITADETT AT

(%
Y] |

DONLUUNNUIZNDU NITANUATNLAENITASNATIANININADS FNSTUA o anuuL N waz kUl
lasanuesnuuunduiadsulaggnAtdmiuunanasunisiiud seulad dedie wazunanwesuy

Nedulvy Ainvemadndniineatesiumsviauiugnal nsneuauewialandnisvinay waeimu

' v
v a a =

nagmdsuAImN unaswesuAdTaTAnTu LAz USUnAWABULUAdlUA I UnseRnUUUMTAANS
FenmislulsymalveuazesUssne

Principles and practices of graphic design, typography, and illustration;
photography and vector-based imaging for both traditional and new media; client-driven
design projects for print, online, mobile, and emerging platforms; professional skills involved
in working with clients, responding to briefs, and developing visual strategy; emerging digital
platforms and the changing context for visual communication design, both in Thailand and
internationally.
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2800335* ﬂ?iﬁ@a’liLLUiuﬁﬁﬂ‘fgi 3(3-0-6)
Luxury Brand Communications
LUX BRAND COMM
Feulasedn ; Teivfidesaauniiu 2800126 Marketing Communications and

Consumer Behavior
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Theoretical aspects of luxury brand communications; study of the key concepts
of luxury through the lens of social sciences, marketing, and communications; practical

approach of luxury business through case studies and fieldwork.

2800338*  MSLANIBIMIENTINN 3(2-2-5)
Graphic Narrative
GRAPH NARRATIVE
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Principles and practices of graphic narrative composition; comics and manga
features; medium specificity, and appeal of the artform both as a global soft power tool and
a countercultural expression; critical analysis and production of multi-layered graphic texts to
enhance multimodal literacy, communication and storytelling; exploring text-image dynamic,
text spatialization and iconic solidarity; printing techniques; webtoons and digital comics; non-

linear and experimental narratives; trends and growing field of graphic non-fiction including

graphic memoirs, comics journalism, and graphic medicine.

2800339* ﬂ']ﬁ’e]aﬂLLU‘ULL’ﬁ$ﬂWﬁNa@U'§$ﬁUﬂﬂiﬂﬂu\‘ﬂugL'Jwﬁ 3(2-2-5)
Event Experience Design and Production
EVENT XP DES/PRO
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Theoretical aspects of the live event industry including cultural influences,
historical moments, and sociocultural context; event experience design and creative direction
across a broad range of live platforms, including corporate, festivals, promotional, charitable,
educational, and entertainment events; roles and responsibilities in event production;

environmentally friendly approaches to production.

2800386* NSNS BUUURTTA 3(2-2-5)
Digital Storytelling
DIGI STORYTELL
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The fundamentals of storytelling and narrative elements for digital and social
media; fostering skills in the use of digital tools to develop a wide variety of digital narratives
from audio-visual to data-oriented, and to interactive storytelling; analyzing best practices for

digital storytelling, the narrative conventions, multimodal dimensions, and publishing

platform.

2800396* nsAeansiavasazdedanueaulal 3(3-0-6)
Digital Communication and Social Media
DIGI COMM/SOC MED
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Concepts of social media as industries and as central sites for understanding
the cultural politics of everyday life; sharing and visibility in social media; using social media
tools to explore course concepts and theoretical materials; new forms of journalism,
communication and citizenship; connections between social media and other digital
phenomena including the internet of things, Big Data, and media convergence; developing an
ability to analyse and develop solutions to problems using digital and social media

technologies.

2800425* mMsnandoduwesan 3(2-2-5)
Immersive Media Production
IMMERS MED PRODE
Seulasedn ; -
AsdIsTensRasaumiamadatasalslunsndndeduuesdnluaniunisel

a Y (3

annfuazluaniunisaiase nsléiedasilolunisndawaznisdanisesdusenoudaduiuedd ns
AnneiuazlninsesdanaluladuasimeUfiandegdmiumsnaniedunesdm

Exploring the technical and artistic considerations in media production for
immersive environments in a range of hypothetical and real-world scenarios; using tools for

the production and handling of immersive media elements; analyzing and reflecting over

existing technologies and practices for immersive media production.

2800428* mﬁmmaﬁammamLLazﬁaﬁ’uLﬁa 3(2-2-5)
Entertainment and Performing Arts Management
ENT/PA MGT
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Contemporary g¢lobal entertainment and performing arts industries;
management of entertainment and performing arts, from for-profit commercial entertainment
companies to non-profit arts and culture organizations; artist representation and management;
law for entertainment and arts management; entertainment promotion and branding;
fundraising; copyrights and trademarks; box office and venue management; performing arts

touring; planning and producing entertainment and performing arts projects.

2800429*  msfuRadiflegranunssuainsassd 3(2-2-5)

Art Direction for the Creative Industries

ART DI CREAT ID

Feoulasedn : -

UsgiAUoInInLasnauIn1sn1sAaly LLﬂ'uﬁaaL.Lazmia%’wmwsi’fa%a o3
E‘!u%%ﬂﬂ’]ﬁ@%%@ﬂﬂ’ﬁg@ﬁﬂiﬁ?EJﬂ’]‘W i']EJaSLgEJWUEN‘U‘VI ﬂﬁsmuuammamiﬁmi’ﬁ ANUsEnau
LUIAIUAA ATNINA LLUUf\]cqaaﬂﬂqﬁﬁ’]ﬁ’Uaaﬂ ANTEABUUNITNER

Visual history and development of art direction; story theme and visualization;
visual diary; aesthetics of visual communication; script breakdowns; visual research boards;

conceptual illustrations; working drawings; art direction models; production design.



