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Mﬁnqmiﬁmﬁmamumﬁmﬂm

A1913YIN15IANIINITHDENITINGYNT (MangnsuIuvR)

(nangnsuSuuse W.A.2566)

1. Yandngns
(wilne)  vdngstmamansuvdudin awnivmsdnnisnisdeasdnagns
(MANFATUIUNYF)
(Mw189ngw)  Master of Arts (Communication Arts) Program in Strategic
Communication Management (International Program)
2. FoUTgyeuazanvnIn
mwlne (Toidn) - WNAAERTU TS
nmwlny (Fhwsde)  : uAw.
AYIBINOY (Foudia) : Master of Arts (Communication Arts)
AYI99NY (BNwsea) : MA. (Communication Arts)

A19713%90 : Strategic Communication Management

3. gr¥ndianansaussnauldudsdnianisinen
- Account Executive
- Communication Planner
- PR and Marketing Coordinator
- Brand Executive
- Copy Writer
- Digital Media Executive
- Digital Content Creator
- Enterpreneur
- Start-up business
- 9130AZINIYINT
- dmthiideansedns

- AMUITIANUNITAATA
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AANINAN YAl URTIEUA

- JnUsEnduRUS

4. nangns
4.1 vangns
4.1.1 PMIUMNINATINARBANANEAT 36 NUINA
JrgEnaINIsAnw 2 U

4.1.2 1AS9@3NVaNgAS

WHU A LWUU N2 T
IUIUNUIBNATIUARDANANE AT 36 36
PUIUMIBARTIIFNTIY 24 30
- 919739U9AU 15 15
- 5183950 9 15
uIUMmIEARINgINUS 12 -
IUIUNUIANNITAUAIDEATY - 6

VELWe)
1) AignsIuNsUITIdngasintsaudiuinddnasuiuiiugiueuinisiing
mansuaraiivszendiiton1sidensdinumand edndudesfinumeiniinugnssunis
fmua Inglaidudumhenasussdiunadu s/U nefiidmualidesiudad
2800500 affuszgnAiion Idemadsnumans 3(3-0-9)
APPLIED STATISTICS FOR SOCIAL SCIENCE RESEARCH
2800502  WANMNUEILYBINITABANINIAAIMUULYTEIINTS 3(3-0-9)
FOUNDATIONS OF INTEGRATED MARKETING
COMMUNICATION
2) TdnuNy ¥ zdosamelleusgdv) 2800896 apuusyiianIug

(Comprehensive Examination) A3fIAENITINITUTNSNANGATIVUA
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4.1.3 5783
4.1.3.1 5983V 1UIAU UNU N WUU N2 UAg WA U 15 wdwin

2800510  A@menmidenensionns 3(3-0-9)
COMMUNICATION RESEARCH METHODOLOGY

2800511  ngufin1sdeans 3(3-0-9)
COMMUNICATION THEORY

2800530  mdnmsieatfunisdanisnisdeans 3(3-0-9)
PRINCIPLES OF COMMUNICATION MANAGEMENT

2800574 fuilnauardnineinsdoasmsnanauuuysanms - 3(3-0-9)
CONSUMER AND PSYCHOLOGY OF INTEGRATED
MARKETING COMMUNICATIONS

2800575  MISVNUHUNAENSHaYNITUTEUNE 3(3-0-9)
STRATEGIC PLANNING AND EVALUTION FOR
INTEGRATED MARKETING COMMUNICATIONS

4.1.3.2 579973%a8n

- WHY N HUU N2 9  wihwin
- WY 15 wein
2800531  nsuImsMsaeanslunigings 3(3-0-9)

CRISIS COMMUNICATION MANAGEMENT
2800532  ns¥ansasIduAsEAulandanagns 3(3-0-9)

STRATEGIC GLOBAL BRAND MANAGEMENT

2800534  nsdnnnsnisdeansnisaaiaseaulan 3(3-0-9)
GLOBAL MARKETING COMMUNICATIONS
MANAGEMENT

2800535*  nagnsnsdeasnsmainiefivia 3(3-0-9)

DIGITAL MARKETING COMMUNICATIONS STRATEGY

2800574 fuslaAuazdninenmisieansmsnaiauuuysanns - 3(3-09)
CONSUMER AND PSYCHOLOGY OF INTEGRATED
COMMUNICATION
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2800606
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2800796
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mnmmuﬁaﬁmﬂaqwﬁ’ 3(3-0-9)
STRATEGIC MEDIA PLANNING
Fosmanzn1ansinnisnisdeansnisnai 3(3-0-9)
WUUYIUINIT

SELECTED TOPICS IN INTEGRATED MARKETING
COMMUNICATIONS MANAGEMENT
é’i’mmL‘%'aqmﬁmmsms?iamimimmmLLUU%,“Jimmi 3(3-0-9)
SEMINAR IN INTEGRATED MARKETING

COMMUNICATIONS MANAGEMENT

LAnAnY 3(3-0-9)

INDIVIDUAL STUDY

wananildnanunsaidoniseusieiviau o Nlnaeuluseaudadinfnuiluguiansel

wiInende lnglasunnuiureuaine nsdaeu 8191587UINYT LarANENTIUNITUIINS

méhqmiﬂ
4.1.3.3 INYIAWUS (LAY N WUUN2) 12 PUILAR
2800811  INTWUS (WHU N WUU N2) 12(0-48-0)
THESIS
4.1.3.4 A1SAUAIDETY (U ) 6 787
2800790  l@SINITIVTN 1 3(3-0-9)
PROFESSIONAL PROJECT |
2800791  1@ASINISIVNTN 2 3(3-0-9)

PROFESSIONAL PROJECT Il

4.1.3.5 M3eaUUTLUIAING (WY D)

2800896

*51g3y LU A b

NsEUUTEUIRAIINS (WK V) S/U

COMPREHENSIVE EXAMINATION
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4.1.0 WHUNISANY
WAL N WUU N2

N 1 pansAneIfU

nuwhin
2800500 afAuszgnAilon Ademadsnumans S/U
2800502 7 ”ﬂﬁugmmmmiﬁamimimmmwuyﬁwmi S/U
2800510 I ITenanisieas 3
2800511 nuin1sdoans 3
2800574 fuilaauardninernisdeansnsnaauuuysanns - 3
37 9
T 1 aamsfnwiane
nehin
2800530 wdnnseaiunsinnsnIsaeans 3
2800575 N13INHHUNAENSHAYNITUTEUNE 3
Lﬁamﬁﬁamsmsmmmqugimms
2800XXX 183N 9
37 15
U 2 aannsAnedu
nuwhe
2800811 YIRS 6
37 6
U 2 aamsfnwiane
nwhn
2800811 NS 6
37U 6

FIUARDANANGAT 36
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LAY U
W 1 anannsAnendu
nuehin
2800500 adfuszndLionTidemadenumand S/
2800502 Mé’ﬂﬁugmmmmi'ﬁamimsmmmqugsmmi S/U
2800510 FIne1n15iTenianisieans 3
2800511 nufin1sdeans 3
2800574 Q’U%T,ﬂﬂLLaz%Gﬁwmmiﬁamimimmmquuﬁm’]mi 3
37U 9
W 1 mensinevane
nIYne
2800530 wdnnsfieatunsinnsnIsaeans 3
2800575 N3 NUNUNAENSRAEN1TUTEITUNE 3
Lﬁ'ami?iamsmimmmquyjimmi
2800XXX FI3VADN 9
37U 15
Uil 1 aneggdou
nuwhe
2800XXX 18 a0N 6
2800896 nsaaUUTEINAMINS s/U
37 6
U 2 anannsAnendu
nYne
2800790 1ASINTIVITN 1 3
2800791 1ATINITIVITIN 2 3
2800896 REGRITEA G R PR S/U
FAUARDANANGAT 36

I3
a a

wynewn danun v seavsasuuseananug (COMPREHENSIVE EXAMINATION) ioaey

{UlUs1839IA19 9 ATUAIULAD
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5. AN US89

2800500 adfuszyndion I demadanuenany 3(3-0-9)
APPLIED STATISTICS FOR SOCIAL SCIENCE RESEARCH
APP STAT SS RES
Basadatithdszandldlunsifenedsaumand lneuiuiadfidomssan
WAZLT9OUNIY NINAFBUANYAFIU N1TIATIENAMLLUTUTIU NITMANEaNEUITUS uazALannee
Statistical methods applied to social science research with an emphasis on
both descriptive and inferential statistics; hypothesis testing; analysis of variance, correlation,

and regression.

2800502* Mé’ﬂﬁugmmaaﬂﬂiﬁ@ﬁﬁﬁﬂﬂﬁmamqugsmmi 3(3-0-9)

FOUNDATIONS OF INTEGRATED MARKETING COMMUNICATIONS

FOUNDATIONS IMC

L.Lmﬁmﬁugmﬁ’mmi?iammazmmL%azﬂimﬁuamummﬁuazﬂizLﬁummﬁ’]ma
vadlandaqgiiu In1sAnuuunsdeasnsmaiaLuUysansiiedeans as wazvihlguilaa
paonaudidiulddrudondueins q fdrudanivesdnsnionsidudl rauiuadesiionisdeans
NSRAMBUVYTAINIT Lawn Mslewann nsUseduius nmsduasunisus nM3dndhuiiagnis
Hufaduayusens nauimeanudiiudiugnd warnsmaadadon Wudu Weduiiugwly
mMihlunsusunsieansiBanagniuaznisdoasnadudi

Concepts of communication and interplay with current issues and challenges,
the way of integrated marketing communications (IMC) thinking in order to coomunicate, build,
and engage with consumers and other stakeholders in the digital age. IMC tools, such as
advertising, public relations, sales promotion, event and sponsorship marketing, customer
relationship management program, and content marketing, etc. are introduced to lay

foundation for strageic planning and brand communications.
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2800510 e TISevensaeans 3(3-0-9)
COMMUNICATION RESEARCH METHODOLOGY
COMM RES METH

A

su1feuisiTenisheans nmsnalgmnindde nisadsauuigiu nsTaaFuys
sATe Maduinedns msaaeiedleililuside msdasvuudeya msuszanananside ns
Tasgviteya MSANUYTRTEUlATI9NTITY TaunninaseninamaITedssnmneng q

Communication research procedures in order to plan and supervise research
projects. It covers research development identification, hypotheses set up, variable
measurements, research design sampling, research tools development and data analysis as

well as practicum in research project writing for different types of research.

2800511 nun1sdoas 3(3-0-9)

COMMUNICATION THEORY

COMM THEO

vannsuazanmiagtuvemauidmanmans Wunguiuazuuudiasseing q flag
ansanesunengAnssunsieansludenulngluseiusig q Maseninyana nuyanaLaz
AT BIAUTENOUYRINTEUINNTTHOAS Msdeasiteltutinluunumuasdvinavesdetaruse
deru SnunizuazngAnssuvesFuansUssianens q msldnsdeanslunsamnussine

The principles of communication theory with an emphasis on current theories
and models explaining communication behavior in society at interpersonal, group and mass
levels. Elements of the communication process, communication for persuasion, the roles and
influence of mass media, characteristics and behaviors of different types of audiences and the

use of communication for development and changes.

2800530 wannsiAgafunsdanisnsieans 3(3-0-9)
PRINCIPLES OF COMMUNICATION MANAGEMENT
PRINC COMM MGT
UnumYesIdanisnisdeasiuvitvmienvulazesdnsniady msuiuduaznis
nevauadietateuardouluandon nquinisinnis ssuunislieta nansenuvesnsdanisuay
dnuagn1sdanisuuusng 4 ndnujvAveanisdearsnislulaznieuenedniuagnisinnisnis

WagukUag
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The role of communication management in private companies and public
organizations; adjustment and response to environmental factors and conditions; current
management theories, reward systems and the impact of management and management

styles; internal and external communication principles and change management.

2800531 mi'u%mimi?iamﬂumw%ﬂqa 3(3-0-9)

CRISIS COMMUNICATION MANAGEMENT

CRISIS COMM MGT

anwazveInudakduazingan1sallusdnsniagiasniAlony LUN1IIANIG
nsdeanInIsnatakuUyIang nquuasnadalunisdestuanudaudauazinganisel nns
AnngiUssiudymtazuumanisuitym lnensdavinusseRansal nMsdaRenssuns s
MsUsTALUAUUSINTIYnY) nsusaunuiuinAangsy MIaLELnNsSNsdfien1sdanis
Hopuaritunamdnuaivesesdng lasiameosdnafidanudesgs

The nature of conflict and crisis in government and business organizations, with
emphasis on integrated marketing communication management; theories and techniques to
prevent conflict and crisis, including issue analysis and problem solving through public hearing;
cooperation with conflict consultants, dealing with activists, crisis management campaign

planning and image restoration, particularly for organizations with high risk.

2800532 N1339N13ATIFUAITEAULANTINALNG 3(3-0-9)
STRATEGIC GLOBAL BRAND MANAGEMENT
STG GLOB BRAND MGT
NSHRILAZITUANALENSATIAUAENDUAUBIANUABINITVRIUTIAA N15d1537
LyUAIAYE1 9 veanTIFuA AT eYe Al USEUNeNIT AT ULA USMISTANIINISHULAUR 95
a v A a a Y = v ¢ a ) | a v v
dualuganiianisiddgundasilan sautanislduselevduazuimsdanisnueinsduninigle
14 P va
anindenidunain
Developing and executing brand strategies to satisfiy consumers’ needs and
wants. Exploring key aspects of branding to create competitive advantage and manage brand

growth through global disruptions, inlcuing leveraging and managing brand equity to sustain

dynamic environment.
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2800534 nsdansnisdeansnisnannsesulan 3(3-0-9)

GLOBAL MARKETING COMMUNICATIONS MANAGEMENT

GLOB MKT COMM MGT

‘Ui%Lﬂ‘VlsUE]\‘i’e)\‘lﬁﬂﬁﬂ’]ié@ﬁﬁiﬂ?i@lﬁ’]ﬂi%ﬁUIaﬂ ANTINLRNULAZUTAT N1TV8LaY
n3fssligagsianisdearsnisnaiaszdulan nMsdaminsiamiyaaing WauIn1suazaA1w
WasuuUasmensdoasmensaainseulan

Types of global marketing communications organizations; planning and
administration of global marketing communications organizations; expansion and maintenance
of global marketing communications business; personnel recruiting and development; global

marketing communications organization development and change.

2800535* nagndn1sdeansnisnanalieRana 3(3-0-9)

DIGITAL MARKETING COMMUNICATIONS STRATEGY

DIGIT MARCOM STG

MsRLHUNSARasMIRaAIEaRavIalaLzngugnAmane nsidlauailn
UjtAlieTesdion1sdeansnisnainidedda ldun nisuuusaduledli@adusunisdum nisvi
nMsmanEnuadealefumuuduesin nslavanvudediauseulay mslesenivled siuds
wdgudy o MAsIfunnsAeansmmaiaidandvia liun nsimsizvidena Anududiusvesgndi
LLaz‘UizLﬁULﬁIEJ’JﬁJUQ%EJﬁSSMLLﬁzﬂ{]‘Mu’]EJ

Developing digital marketing communications plan to reach target consumers;
understanding and practicing digital marketing communications tools, such as serach engine
optimization (SEO), serach engine marketing (SEM), advertising on social media, web analytics,

and other aspects of digital marketing communications, such as data analytics, consumer

privacy, and ethical and legal issues.

2800574 fuslaauazinineinsdeansnisnanauuuysanns 3(3-0-9)
CONSUMER AND PSYCHOLOGY OF INTEGRATED MARKETING COMMUNICATIONS
CONSU PSYCH IMC
LARLaEMg AR e LAz ngAnTTumansTAsTstuN1s AT NNIRATA

LUUYIUINTT MIETIMAMTUINGUAe 9 TIuveRareInsITeundsegndldlunsdnuguiing
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Fesmdataduneluvesiuslaa loun nsfud anudr wazyndnnm aasnaudadvaisuen leun
anmuandeunadiay Aoy AToUAT: uarngusnsds nruaunsnsindulatovesduilaa
Psychology and behavioral science concepts and theories related to integrated
communications; survey and applications of various theories and research in studying
consumers including consumer’s internal factors: perception, memory, personality and social

environmental factors: values, family, reference groups; consumer’s decision-making process.

2800575 MINSUHUNAgNSLaTUTHIuNALIBNNS DA INIAANALUUYTINNIS 3(3-0-9)
STRATEGIC PLANNING AND EVALUATION FOR INTEGRATED MARKETING
COMMUNICATIONS
STG PLAN EVAL IMC
ngud nagns wazmaiacing q thaldlunmsimusulouiswesnasulunisdeas

NIIRAIARULYININTT NMTiATeilaymiazalassanaunsnuny imadansimuauleuigiag

LHUNITIATIENTEUU MSANBIAATIENUTEANSA MU0 UNY N153LATIER SWOT N153LATIEH

ulguny M3d179AMEv0sgIRY uusiagisnsUssliunalunisdeansluseduing 4
Theories, strategies and techniques used in policy making and integrated

marketing communications planning. Included are problem analysis, system analysis, cost

effective analysis, SWOT analysis, policy analysis, feasibility study, business scanning,

approaches and evaluation at various communication levels, and writing technique.

2800599 mmmmuﬁaﬁmaqmﬁ 3(3-0-9)
STRATEGIC MEDIA PLANNING
STG MED PLAN
ﬂaquﬁ‘LLazwmﬁﬂmi’mLLNuﬁaﬁisﬂuﬂWiﬁﬂﬂﬁﬂﬁ'ﬁﬁaaﬁﬂﬁmamLL‘UU‘tﬁJiﬁmms N9
Jouazuuadning q lunsnsunudenagns sssuvAvesdeusazyin nszuaunslunsdedasg 1
NITINUHU NIFATIVEADU NITATUAY LLaBﬂ’li‘Ui%LﬁuwaLLNU%@IuﬁﬂUmzyim1mi
Media planning strategies and techniques applied in integrated marketing
communications plan. The nature of different media is examined before concentrating on
planning, monitoring, controlling, and evaluating media plans. The buying processes for both

domestic and international media are also covered.
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2800606 L%"a\iﬁmLa‘ww‘vmmﬁmmimiﬁamimmm@LLUUU“imWﬂWs 3(3-0-9)

SELECTED TOPICS IN INTEGRATED MARKETING COMMUNICATIONS

MANAGEMENT

SEL TOP IMC MGT

miﬁmﬁ’u,%ﬁﬂLﬁ‘mﬁ’uﬂimﬁuﬂmm wagnsrrIun1sunsdnnisnsieansnisnaia
Tulantlagiu Ussifiumsdsan nsifles insugha Mhaulauazdrdnlutiogiu TeeuAnwdvina
vosdouazmsdeans Wy msdansnmdnual msdanisiFesnuduiusiugndn mamanaiiodsny
wazUanudaudslulandagiu

Issues of current interest in communication management. Topics will change
according to social political and economic issues that are in the news and grabbing attention,
focusing on the influence of and on media and communication, Example: image management,

CSR, CRM, social marketing, world conflicts.

2800787 ﬁ'mmf%'mmﬁ@mimiﬁamimmm@LL“U‘Uinm’lmi 3(3-0-9)

SEMINAR IN INTEGRATED MARKETING COMMUNICATIONS MANAGEMENT

SEM IMC MGT

‘lJizLﬁuﬁlﬁm%ﬁumﬁaaﬁmimmmLLUUlJvimﬂmi%!aLﬁu “Usziiusou” Tuseiu
Vioshu SeUrIR uarsEduLINIR WunsidiuhinvesidslunseAuneuarinaueyseidiusing 1
e

IMC- related topics that are presently “ hot issues” internationally and
domestically, with emphasis on student participation in discussions and presentations based

on these various topics.

2800790 TATINTIVITIN 1 3(3-0-9)
PROFESSIONAL PROJECT |
PROF PROJ |
enuvielasinsifsaiuimamansiadnauerennznssunisaeulasanisivdn
dioafradunanululasinsindn 1
Professional report and/ or proposal related to communication arts to be
produced in full scale and submitted by the student to a professional project review

committee.



2800791
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1ASINTINITN 2 3(3-0-9)
Foulusedn : Medniidesaeusu 2800790

PROFESSIONAL PROJECT Il

PROF PROJ I

CONDITION : PRER 2800790
MeumAndnvielasinuaiisassdfivszgndldanuiannsdinuluvdngns

Professional report or creative projects applying knowledge obtained from the

program to be produced in full scale and submitted by the student to a professional project

review committee.

2800796

LOANANE 3(3-0-9)
INDIVIDUAL STUDY
INDIVIDUAL STUDY

= Y% = & a N U a s & a
ﬂ’]iﬁﬂ‘tﬂﬁ?sﬂaLQWW%V?@UiSL@u‘VIu’]auelf\]LﬂEJ'JﬂUuLmﬁﬂqﬂmiLﬂu5qﬁlu@ﬂaI@8M

ansgnUSnelugliruuzii

Specific topics or issues of interest related to communication arts to be carried

out by each individual student under supervision of the advisor of the student’s choice.

2800811

2800896

AINYIANUS 12(0-48-0)

44' a a a v
NEJUVLGUTWEJTU'] : 5783%qmﬂm8@1‘é€yﬂﬁﬂﬂl§8u

THESIS

THESIS

CONDITION : C.F.

NsaRUUTEINAMINS S/U

COMPREHENSIVE EXAMINATION
COMPREHENSIVE EXAM



