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Communication Designer
Digital & Content MKT
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Content Creator
Graphic Designer

Strategic Planner

Unasvnusud / Undoaisovdns

* Data Scientist
*  UNJQNONSSUWIAY

Campaigner «  Account Executive unluunun / dnus=snduwus + Photographer
*  Creative Reviewer/Tiktoker/YouTuber «  Media Planner
+  Production +  I9YoVsSsSND/IIWVIUSUG
J1sdsAdasnauasuniazdaadna
+ Content Creator +  SEO Implementer . @ﬁad'ﬂ/@.ds:n'l.ﬂ +  Production
= Streamer » Entertainment «  UnwaJundonngooniv » Social Media Admin.
« FANDOM Content Creator * Social Movement + Photographer
»  Creative + gus:nounmsdo

*  Graphic Designer
*  UX/Ul Implementer
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Domain of Learning

Anderson, L.W., Krathwohl, D.R., Airasian, P.W., Cruikshank, K.A., Mayer, R.E.,Pintrich, P.R.,
Raths, J., Wittrock, M.C. (2001). A Taxonomy for Learning, Teaching, and Assessing: A
revision of Bloom's Taxonomy of Educational Objectives. New York: Pearson, Allyn

& Bacon
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Cognitive Domain Psychomotor Affective
(Knowledge) Domain Domain
Ap An (Skills) (Attitude)
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Domain of Learning

Anderson, L.W., Krathwohl, D.R., Airasian, P.W., Cruikshank, K.A., Mayer, R.E.,Pintrich, P.R.,
Raths, J., Wittrock, M.C. (2001). A Taxonomy for Learning, Teaching, and Assessing: A
revision of Bloom's Taxonomy of Educational Objectives. New York: Pearson, Allyn &

o an o Bacon
Fonda
Cognitive Domain Psychomotor Affective
(Knowledge) Domain Domain
u Ap An (Skills) (Attitude)
PLOl Wamanua1uilinadiansine v v v v v
Ui“ﬂﬂﬁ]@ﬂﬂﬂﬂﬂiua TNYEAIU
ﬂ1saamswuwuﬁmaﬁaﬁﬁmﬂjww
PLO2 Fonldmaluladsunisdeansuas v v v v
waluladfdia fiaenndaeiu
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PLO3 il@usiuduimAmansuiiutes | v v v v v
an1saeansiivannuas
PLOG T4 nuzsaus il onE Auazinewng v v
Lﬂ‘famwmﬂwmagﬂmehuﬂim
yansAeasTivNzaL
PLO5 Wugfiifinnaladenaurin uagld v v v
deviletuindoudany
e - svudydnual v' 1 Domain of Learning fidenndasiu PLOs YBINENENT
R = Remembering U = Understanding Ap = Applying
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Production VN Entrepreneur

Ethics

J938sssW la=s5sufiuia lumsidlong
nisdoansog1vlAdIuSURQLEDU
tiodonAu

UndoansovAnsia:-nusudfiidnfusunmonisdoats 1392810ynsAaSIASIK
asvassAsuvIuWaMsdaaisadviaduSuNasoudadvAl

DNA UtunhanAau:tdInAANEQS

Multi-Skills / Content /
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Analysis & Planning
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1) wavAnemall
819897183y lukaunaInTVIANY Y USUUSS WA, 2569 uas/m3e muviaeraaIUieyss
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2) RUINIBWANIE UNANWIHBIANYITIEIVMUNLINITUANIE 1UIU 93 NUIEAR A9
2.1) nguAvuny Wiseudwiu 54 e 31n1eivsieluil

S GREE I BUEAR | AVIVIAUNDY

1701111 | vidnuagngulimadans 3(3-0-6) -

(Principles and Theories of Communication Arts)

1701112 | WUFIUNNGINIMALNITAAINRITNDEMTUTMNARIARNS 3(3-0-6) -
(Business and Digital Marketing Foundations for

Communication Arts)

1701113 | wATANITAIUATNLAZAITANLAS 3(2-2-5)
(Photography Techniques and Retouching)

1701114 | ms3winviude Joya uavdiva 3(3-0-6) -
(Digital and Media Literacy)

1701115 | NM1509NLUUNTINNAINA 3(2-2-5) -
(Digital Graphic Design)

1701116 | nguang LazalysTIUNTdeans 3(3-0-6) -
(Communication Laws and Ethics)

1701217 mmé’aﬂqmﬁamuﬁmvﬁmam% 3(3-0-6) -
(English for Communication Arts)

1701218 | wiadanisanevhnmedeulmuazsnde 3(2-2-5) -
(Videography Techniques and Editing)

1701219 | Anudnadeassiuaznisiiaueiionuivamans 3(3-0-6) -
(Creative Thinking and Presentation for Communication
Arts)

1701320 | nsisenfionuilmaemans 3(3-0-6) -

(Research for Communication Arts)

1701321 | mssluguszneuns 3(3-0-6) -

(Entreprenuership)
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IRV a3 wdawin | FyrUsAunau
1701161 | msiSeuinmauiRsuilivamans 1 3(0-40-0) | Wuersian
. . . . AULNITIUNIINIT
(Work-based Learning in Communication Arts 1) o am
NnUfunauy
AugdmAmEnS
1701262 | nsisguinaufifsuilinamans 2 3(0-40-0) | Wuersian
. . . . AUENIIUNIINIT
(Work-based Learning in Communication Arts 2) O
WnUfumau
AugimAmEnS
1701263 | MmaseuimaufuRauiimenans 3 3(0-40-0) | Wiuerdiian
. . . . AUENIIUNIINIT
(Work-based Learning in Communication Arts 3) o
WnUfumauy
AugdmAmEnS
1701364 | M3seuinaufianuiimenmans 4 3(0-40-0) | ey
AUENIINNTINT
(Work-based Learning in Communication Arts 4) .
HAnufuRnu
AnzdWAmanS
1701465 | M3seuinaufuAiuiimemans 5 3(0-40-0) | WFueniian
. . . . AUENIINNTTINT
(Work-based Learning in Communication Arts 5) .
HAnufuRnu
AnzTWAmanS
1701466 | M3seuinaufanuiimamans 6 3(0-40-0) | Wiueydiian
AUENIINNTINT
(Work-based Learning in Communication Arts 6) AUATE
NUHUAIY
AnzTWAmanS
1701467 | lasssuuinnssuilvaaians 3(0-6-3) 1701161
. . . . 1701262
(Innovative Project for Communication Arts) 1701263
1701364
1701465
2.2) ngudvdeau WiSsusginaunguivieniidn@nwiseu 31w 27 e fall
2.2.1) AP NBNNNSERETAINANODIANTUAZLUTUA
IRAIY SRk wdawne | FvrtsAunau
1712111 | AU3AUgIUNTFRaN AT DIANTUAIUTUA 3(3-0-6) -
(Introduction to Digital Communication for
Corporate and Brand)
1712112 | M9 8uions@oansnaviaiosAnsuaguusua 3(3-0-6) -
(Writing for Corporate and Brand Communication)
1712213 | MFIATIEANTIAIRLAENITIN IR USINAWSEN 3(3-0-6) -
(Marketing Analysis and Consumer Insights)
1712214 | n1sdeasnsnaInmavia 3(2-2-5) -
(Digital Marketing Communications)
1712215 | msdan1snsuszodunus 3(3-0-6)
(Public Relations Management)
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IRV Fodw wdqein | Av1UsAunau

1712216 miﬁlamimimmml,%qu”sammil,t,azﬂaqmé?ia 3(3-0-6) -
(Integrated Marketing Communication and Media
Strategy)

1712317 mﬁfmLLmumﬁ?iamiL%masmé 3(3-0-6) -
(Strategic Communication Planning)

1712318 | nsdeansifiernudafussinsuaziusus 3(3-0-6) -
(Communication for Sustainability in Corporate
and Brand)

1712419 | nsusmsmsdeanslunniinga 3(3-0-6) -
(Communication Management in Crisis)

2.22) 3 nansasmanineuwaniiauivazdeniva

IRV Fodwn wdqein | Av1UsAunau

1722111 | anuditugiunnsansmaninounefiauinardondva | 3(3-0-6) -
(Introduction to Convergent Journalism and Digital
Media)

1722112 | madSesiude 3(3-0-6) -
(Storytelling for Media)

1722213 | N9 08UL7 3(3-0-6) -
(News Writing)

1722214 | MSW0BUBNTaN AR 3(3-0-6) -
(Journalistic Writing)

1722215 | M99989ULAZUTIANGNTVN 3(2-2-5) 1722213
(Journalism Reporting and Editing)

1722216 | n51fin wazwedwduluauansaseans 3(2-2-5) 1701115
(Graphic and Animation for Journalism)

1722317 | msnanilemiitensnanaaita 3(2-2-5) -
(Digital Content Creation for Digital Marketing)

1722318 | nagmdnisianizesinudeuaznisnandoadnaassd 3(2-2-5) 1722112
(Transmedia Storytelling Strategy and Creative
Media Production)

1722419 | nagmdnsdeasiitearsuinnssudediviauay 3(2-2-5) 1722317
dovnaiden 1722318
(Communication Strategies for Digital Media
Innovation and Alternative Media)
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1
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2.3.1) AYBNNN5TRANSAINALNDDIANSUAZLUTUR

IRV ¥o3u wdawin | IvUsAunou

1713211 ﬂaqmémiﬁmumLﬁaﬁﬂLﬁaﬂ’ri?iamiaﬂﬁﬂit,l,azl,muﬁ 3(3-0-6) -
(Content Strategy for Corporate and Brand
Communication)

1713212 | nagnskagn1sinnslasenisianssuiiay 3(3-0-6) -
(Event Strategy and Management)

1713213 | 3ndneitenisdedns 3(3-0-6) -
(Psychology for Communication)

1713214 | N1990NLUUSRANYAIDIANT 3(2-2-5) 1701115
(Corporate Identity Design)

1713315 | mwndanquiilon1sdoansesdns 3(3-0-6) -
(English for Corporate Communication)

1713316 | NMIASIUUTUABIANTIURAAIMNITUNITUINIS 3(3-0-6) -
(Corporate Branding in Hospitality Industry)

1713317 | msdnnisanuduiusivgiaulady 3(3-0-6) -
(Stakeholders Relationship Management)

1713318 | nseenuuudenaviaiiionsdnsuasuusud 3(2-2-5) 1701115
(Digital Media Design for Corporate and Brand)

1713319 | msdanstoyamelaausehivg 3(2-2-5) -
(Al for Data Management)

2.3.2) 3y nanysasmansreues nuiuasiondva

IRV Fodw wdawhn | AIv1UsAunau

1723211 | mswaunduleduazdedunasuoniin 3(2-2-5) -
(Website and Interactive Media Development)

1723212 | inwgnisidauenaynsiiuisng 3(3-0-6)
(Presentation and Hosting Skills)

1723213 | nsdansauvigiouwesiasinundy 3(3-0-6)
(Influencer and Fan Club Management)

1723214 | mysaussdmsdeansdanagnsdmivgaamnssdudia 3(3-0-6)
(Strategic Communication Campaign for
Entertainment Industry)

1723315 | 313813AN@RTLAENTINENUIITToYa 3(3-0-6) -
(Data Journalism)
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1723316 | mswaniomuaznsasnasels 3(2-2-5) -
(Content Production and Revenue Generation)

1723317 | Aewflen1stuindeudany 3(3-0-6) -
(Media for Social Driving)

1723318 | mswdnidlevndwugFuamaanengy 3(2-2-5)
(Content Production for Target Audiences)

1723319 | MIT8UINMTE@UaIU 3(2-2-5) 1722213
(Investigative Reporting)

1723320 | myvanngsiade 3(3-0-6) | 1701321

(Media Startup)

3) WAITIERNKES UnAnwidesdnueivlumnaivideniad 9uau 9 wiehe
UnAnwasnsadenseunnieivmaeliil viie Meiviilegeuluaaiunsdnnsteyani T
winanUugauAnwdu lnedesldsumiuiureunne1asdilinumianuiianntunmvue

TREIY Fodw nilenn | Ay1UsAUnaUY

1705301 | nMsAoansuususnIugafnse 3(3-0-6) -
(Brand Touch Point)

1705302 ﬁaf“’fuqmamﬂiimmwaumimzazm 3(3-0-6) -
(Media in the film and Television Drama Industry)

1705303 | Aeffugnanvnssuitedsnnge e 3(3-0-6) -
(Media in the Context of an Aging Society)

1705304 | Aofugmanynssuagunin 3(3-0-6) -
(Media in the Wellness Industry)

1705305 | mayeluilanssasy 3(3-0-6) -
(Public Speaking)

1705306 | mssenuuuileniitenisdudy 3(2-2-5) -

(Content Design for Search Engine Optimization)

1705307 | ieBosilomsiiaszitoyauazmsinnuanudaiuly | 3(2-2-5) -
dodanunaulall
(Data Analytics and Social Listening Tools for

Insights)

1705408 | n1seanuuulszaunIsaiflduasdunesineluaiu | 3(2-2-5) -
Tmerans

(User Experience and Interface Design in
Communication Arts)

1705409 | msdoansdmiuguszneunisanisnsy 3(2-0-7) 1701321

(Communication for Startup)
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6. AM95UEII8IU
1) VA ANEWIAlY nemesoilusimsnaivdnmily USUUSI WAL 2569 Uaz/v3e suiienian ey
2) UINAVUANE
2.1) ngudvuny

1701111 nanuasngufinarans 3(3-0-6)

(Principles and Theories of Communication Arts)

AyrUsAunau : laidl

(Prerequisite Course: None)

n&nn13 uuafn wagnguiilesiuiisafunisdears ssdusznevvesnisdeans
nszUIUMsAeans msairsuazthmguiluysannstumansdug Jadefisiavdnauazdamansznusons
Aodns ANNEANALY UNUIMnTTin LS uRaYeU LLazqmmﬂ?ﬁm‘iuaﬁjﬁwﬁwmmam{ AADAIUITYTITY LAY
IIUUTTUVRINTIAAIERS

Principles, concepts and theories, as well as the elements of communication, and
communication process; creating and integrating theories with other sciences; factors that
influence and affect communication; the importance, roles, responsibilities and media ideology,

including ethics and morality in Communication Arts profession.

1701112 NugnumsgshauaznImanAdvindusulimaaans 3(3-0-6)

(Business and Digital Marketing Foundations for Communication Arts)

AyrdsAunauy : il

(Prerequisite Course: None)

aufilugiuiiiennudilaninninsvesesdnsgina lassadia esdng nasnauy
annundoudssansznun1agsia Anulenleavasdiusng 4 fdwarenisianagnsuagnisaiiu
A IMENE8IANg TAIUEITUBIANT NSTUINITNIINITAAIN WaLNISFRa1IN1IAAIR lagaaniunisi
NsnaAludwana ngugnALdming naenIueTLSITUNNGINMALNITAAIA

Fundamental knowledge for the overall understanding of business organization
and organization structure as well as the business environment, any connectivity that impacts on
strategic planning and organization goal execution, organization culture, marketing processes and
marketing communication, focusing on Digital Marketing; target customer group as well as business

and marketing ethics.
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1701113 WALANITAIEATWLAZNITANLAS 3(2-2-5)

(Photography Techniques and Retouching)

Ayrvsaunau : haidl

(Prerequisite Course: None)

winns uazwadaniserenmiaduiiugiu UsznoudeUssianvesndes nmadenld
ndeauaziaudiiietnguazasAlunisinen mdnwarsne 4 nsdnesduszneunim wmadanisaienmn
UsELAneng 4 NMsiaiSesiienin nsten mfienuinsansaians msaieniiensussduiusuas
Tawan auaSesssunsaenin aaensunadanisldlivsunsureniiumeslunisanussnindosdu
msfsuasues Mytauasdoniiufivosnw wagnsudlugunm Wetlulilunudmeemans

Basic principles and techniques of photography consisting of camera types,
selection of cameras and lens for any photography objectives, compositioning, photography
techniques, visual story-telling, photo journalism, photo for public relations and advertising as
well as applying computer program for photo retouching, defining photo perspective, photo area

measurement and selection, as well as photo editing, to be further used in communication works.

1701114 ns¥winviude deya uasddiia 3(3-0-6)

(Digital and Media Literacy)

FyrdsAunauy : laill

(Prerequisite Course: None)

unumthivesde Qﬁﬁﬂﬁﬁﬂmﬁaﬁw?{auwaa LAZHANTENUTBIARIIATULALYIIIAIT
fidoynna deAu Lasegia nsilles Tausssy nszuIunsadadoanss mmmﬁﬂﬂﬁmiwﬁ "3wm°§
UiuLﬂJUﬂmﬂ’] bba1e ﬂ’]i@i?"\]ﬁ@Uﬂ’J’]MﬂﬂG]EN“UEN“UEJ@Ja ﬂWiGIEJUGUEJWIEJ“UEJiJﬁ‘U’]’JﬂWiVmWLﬁuaﬂ\l’mﬁ@@ﬂ’]\‘1
iL‘I/l’Wl‘L! i’JlI‘Vl\‘i mmaummammmmmma NiUﬁ']iIUﬂi""U’JUﬂWiﬁ@ﬂ?iﬁ@fm?\‘i LL@“’I“Uﬂ’]iﬂ@ﬂ’]iLW@
ﬁﬂLﬁ‘iﬂJﬂ’ﬁLU‘NWﬁLN@QVINUWU’WWBﬂWSWWNWﬁQﬂN

Principles, concepts, theories, ethics, roles and responsibilities of mass media,
changes of media landscape and the impact of mass media and fake news on persons, society,
economy, politics and culture with the ability to analyze, criticize, evaluate, verify data and to be
media literate in response to presented information. Media, information, and digital literacy in
traditional, digital, online and online social media. Including the responsibilities of both the sender
and the receiver in two-way communication process, and using communication to promote active

citizenship for social development.
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1701115 2ANUUUNIINNAINA 3(2-2-5)

(Digital Graphic Design)

Ayrvsaunau : Ll

(Prerequisite Course: None)

ndnn1s wagngudnsoenuuuielusunsunsiinifionuiimamand el
MangufuazuuinissnuniseenuuuaivassAwagldinalulaglunisesnwuuetsdinauninkiunigld
TWsunsueoufinmoinafin Anufudnsldddsiiuguanlusunsunsiiin weliiianuiarudila
auautivenaasdioaislusunsunsiiin waedvnuadasuiefunsaiunimdesdu afauunda
Aeatununsiin aunsaadiaiomiiiiunisinsed werldiiinauefiunaulasuszamnsaily
a¥eassddeldetnediuszdnsnm

Principles and theories of graphic program for Communication Arts, in order to have
knowledge in both theories and practices in creative design through computer graphics programs,
as well as practice using basic commands from graphic programs to gain knowledge and
understanding of the features of graphic creation tools, including having basic skills in visualization;
generate graphic design concepts, create analyzed content, and employ engaging presentation
methods that can lead to effective media creation.

1701116 AE L waza3usssun1saesns 3(3-0-6)

(Communication Laws and Ethics)

Genunau : il

(Prerequisite Course: None)

naul wazuuwAafsafulssiuddymenguineuazatessauiisadestunisinem
Yyosde uavdefavia maimuvesszuunuisilne Jyvinsiauiasvgiaveding damdseu msudly
wagmudany nelivdnasessaunazninfiannaudunaides

Theories and concepts of significant issues in media law and ethics related to media
operations and digital media, evolution of Thai capitalism, challenges in Thailand's economic
development, social problems, social resolution and advancement grounded in ethics and duties

of citizenship.

1701217 mmé’enqmﬁamuﬁmm'\am% 3(3-0-6)

(English for Communication Arts)

AvrdsAunau : Laidl

(Prerequisite Course: None)

nsiaLnuensldnundnguitonsdoasdviuindnamans nnsits mseudu
Ussifiuifiovanudiladdeon niseansiennanduitugiu madenldddmiuazguuseloninya
Wiomsieansdenauaznisidey veniandessn msdeuasmneuasduaieltutiile nsadsassa
Fonusudeosn

Developing English skills for communicative English use in communication arts

related careers include listening, reading and reading for comprehension and understanding the

avu

anunsdnnisleygrdian 84



main Ideas, basic verbal communication, selection of vocabulary and sentences to create
appropriate texts, storytelling, persuasive letter and email writing, in various types of media as

well as to reply and persuade in English.

1701218 wadanisanerinnedeulninasdnde 3(2-2-5)

(Videography Techniques and Editing)

Genunau : il

(Prerequisite Course: None)

Mé’ﬂmiLLamqwaLﬁ'mﬁumﬁﬂszﬁﬂau suluu Uszunnamiedeulm favznisanies
fanmadeuly msdavundmiunisaiei wedianisane uazdidunimiadeulvs ndnnsldides
Lagvidsaseneu Bnufiinnsldiedesdiolunisdieiuazdrdunin msdadeiiesuimanians
JURUUAN 9 ﬂ']ﬂ%’ﬂagmﬂszawiﬂuﬁﬁh&fl,umia%ﬁq%mm

Principles and theories of composition, form, animation types, the arts of
storytelling with animation; scripts for filming, mastering shooting techniques and motion picture
flow, understanding sound principles and sound effect production, hands-on practice with filming
and sequencing equipment, editing for various communication arts purposes, and leveraging

artificial intelligence as a creative assistant.

1701219 ANUARESSETIALATNSIEUReILTmArEaRS 3(3-0-6)

(Creative Thinking and Presentation for Communication Arts)

AyrusAunau : Ll

(Prerequisite Course: None)

MENNTAAILIANNAAATI9ETIA NTPUIUNITANTEOBNWUY N5TIUTINTRYR ARdLATIEY
dunsgt Innedeya Mvualang LmugveIN1seenkuUUAILAR LAZIIUATINATIA NTEUIUNTTAN
Tngldanuanairsassduagniseaniuuaudaiitonitiomn nmsusegndldiaTosiioveanssuiunis
genuuuauAnluszuLariiveuwalassadafidniay mi‘ﬁ’lLauammﬁma%’lﬁaiiﬁﬁwgﬂLL‘U‘ULLaz
weluladivnzauiuny Invinuefnadniassd uazdenensuuuanuaiassfiionuimenmans

Principles of creating creativity through the design of ideas creative thinking
development through the design thinking process; gathering, thinking, analyzing, synthesizing, and
criticizing data; defining problems, goals of thinking design and creative works; thinking process by
using creativity and design thinking to solve problems; applying systematic and well-structured
tools of design thinking process, presenting creative ideas with appropriate formats and
technologies for the work, and practicing creative thinking skills and conveying creative work

formats for communication arts.
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1701320 mMdeianuiinaaans 3(3-0-6)

(Research for Communication Arts)

Ayrvsaunau : haidl

(Prerequisite Course: None)

wann1s warkuaAnlun1sidefiediunlduselesiluivdndmeanians arnunane
Usznn udniiuguiazyseloviveansideimamans nsidenliussiannsidelvaandasiu
é’ﬂwmz%’agaﬁéfmmi Funsun1saniun1sive nIfvuadgyniiidde N1TNUNIUITIUNTTY
LuIANNAnLazUITeiiAsItes wmadanisiiusiusiudeya nsldadnuazlusunsudisagy
MyATzdeyaLarnsaTUNan1sIde Tagnsinyiideluaniunisalasa

Principles and concepts of conducting research to be applied to the field of
communication arts. Definitions, types, basic concepts and benefits of communication arts
research, selection of proper research to match required information, research process, setting
research problem, literature review, related concepts and research, data collection techniques,
statistical and program usage, data analysis and research summary derived from conducting

research in real setting.

1701321 nsugusenaunis 3(3-0-6)

(Entrepreneurship)

AyrUsAunau : il

(Prerequisite Course: None)

ydnms unAalunsduuszneumssmuiimamans MsnnauugsAafiysannsamg
suilimamaniuazdoasniary unulassnumsdidunismisgiiansfuuazsulszana Miase
4DINWNITAAN miawﬂaqwﬁ NIMUNESETUAYUNTAM Y L“?J‘EJ‘LJLLNUﬁqiﬁﬁ] wamilen warinaue
domuardelaedonldmaluladiunisdeasuaransaune waluladnata fdenadasiuuiunues
3319

Principles and concepts of communication arts entrepreneurship, integrated
business planning between communication arts and mass communication, financial and budget
planning, marketing analysis, strategic planning, seeking sponsorship, with the workshop for
business plan writing, content production, and presentation based on journalism ethics with the
emphasis on balance and fairness under the advice of faculties and professionals as project

consultants.

1701161 nsseuiniaufuRdutmaaians 1 3(0-40-0)
(Work-based Learning in Communication Arts 1)
AUsdunau : lasuaydifarnauznssunisnisinujinnuansivadians
(Prerequisite Course: Approved by work-based learning committee)
msAnUfRsulmamansaatmnefiimuslaeams/auivienlussiaduan
nszvIuMsdeanslumsuFRnuaznsdeansnsgsie ndnssunisivdenieluiuvesiuslae finwy
Tumsha vuifuguasssussaivinuasdausufisseudedinuiiszesiinufoanulitiosndn 40
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Falusdeduad neldnisguareseransdivinudunisiinufifnsuasniinauiideduaniy
Usgnauns ﬁms%’mﬁﬁwmuwamsﬂg'jﬁ’ﬁmuuazﬁ%auaﬁaUJWQWLﬁaguqmﬂWiﬂﬂqwu

Work-based learning in communication arts according to the faculty/major’s
objectives. The internship is conducted in retail businesses. Students will explore communication
processes in the workplace and business communication, as well as study consumer media
reception behavior within the store. Emphasis is placed on developing practical work skills
grounded in professional ethics and social responsibility. Students are required to complete a
minimum of 40 hours of internship per week under the supervision of an academic advisor and a
workplace mentor. Upon completion of the internship, students must submit a comprehensive

report and deliver an oral presentation summarizing their learning outcomes and experiences.

1701262 nsEsuinAUfURdutinaaans 2 3(0-40-0)

(Work-based Learning in Communication Arts 2)

deAunau : lasusydiRanaunssunIsmMsEnuuRnuaeimanans

(Prerequisite Course: Approved by work-based learning committee)

nMsinUTRNusuimamaninand e idmuslagas/amuivien ldud Wila
sUsuunsAfiuauresasdng/esdnsde dnvasilevivesasdnsfimeuns Tulssduidonlunis
yharu/shdnld @euinadeudemiigniesuasimanzauiuosdng wandefigniosuazimunzaudy
psfnsuLiugRTIEUTIAAT Inuasdausufinteusiodieu fsvesfinufiRnulidenndt 40 dlus
sfodua1v nelinisguaveteransdiuInvmsdiunisfinujoanisuagninauiiiesduaniy
Usgnauns ﬁmﬁﬂﬁﬁwmmwamaUg’jﬁ’ﬁquLasﬁwmuaﬁamwmﬁaéuqmmaﬂmm

Work- based learning in communication arts according to the faculty/ major’ s
objectives. The internship aims to develop a comprehensive understanding of organizational
operations, particularly in media organizations, including the nature of content produced and
disseminated by the organization. Students will learn to identify key issues in content production
and news reporting, write accurate and appropriate news and content that aligns with the
organization’s style, and produce media that meets professional and ethical standards with social
responsibility. Students are required to complete a minimum of 40 working hours per week under
the supervision of an academic advisor and a workplace mentor. Upon completion of the
internship, students must submit a detailed report and deliver an oral presentation summarizing

their internship experiences and achievements.
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1701263 nsieuinaufuRdutdmanians 3 3(0-40-0)

(Work-based Learning in Communication Arts 3)

udedunay : lasuaydAannanenssunismsiinufiRnuanzdvaaians

(Prerequisite Course: Approved by work-based learning committee)

nsEnufiRnusuimeaean faadvnedivuslaeams/avivien T wWila
sUnuunsAliuanuetesdng/esinsde dnvusidonivosesdng nqudhmane/giuans Tulsadu
devlumsvhawsheinld Wewdadewidon nAndefigniosuazmNzaNAUBIANT NANNATUMANY
sinwrsuimamanslunisdndeniineulandosdng vuiuguasseiussaindnesdmusufisteu
sodsan fszoviinujiRnulidesnin 40 Halusdeduani aeldnsguaveserasdivinumaduns
Anuftdnsuagniinmuiideduaniulszneunts dnsdaiissnunanisufoiausazinausdae
MandleAugamstinay

Work- based learning in communication arts according to the faculty/ major’ s
objectives. The internship is designed to enhance students’ understanding of organizational
operations— particularly within media organizations— by exploring the nature of organizational
content, identifying target audiences, and analyzing communication strategies. Students will
develop the ability to identify key issues in content creation and news reporting, write appropriate
and effective news and articles, and produce media content that aligns with the organization’s
goals. Throughout the internship, students will integrate multiple communication arts skills to
create content that meets professional standards, reflects ethical practice, and demonstrates
social responsibility. The internship requires a minimum of 40 working hours per week under the
supervision of both an academic advisor and a workplace mentor. At the end of the internship
period, students must submit a comprehensive report and deliver an oral presentation

summarizing their work and learning outcomes.

1701364 nsiFeuinauianulimanians 4 3(0-40-0)
(Work-based Learning in Communication Arts 4)
FdsAunau : ldsuaydRanauznssunisnsinUfuRnuamsimadans
(Prerequisite Course: Approved by work-based learning committee)
nMsEnUfTROuiuimamans aandneidmunlaeany/auivien Tngauivien
msAeanshdraiioosdnsuazuusud dndinyiiieszvinguidmane/{Suans 190 lensunuuazeanuuy
Msdoans Uszgndlivinuzuaziaiosdeuvunannanlunsviausudeansesdns/deansnisnan/s
Aoansuusud/Adfandifnie sdndurunnildSunounne auenuanudnlvallunisaiisased
NAUTS oAU SIS UMz auRuesAng anvndvieninsasmaniaeunesiaurinazde
At WnAnwudinlaguuuunisduiiunuvesesdiny/esinsie dnwasiilomvesesdng nautimmne ¥y
a13 Fuussdudonlunsvhaiusiign deudn/idoudon wande naunaiuvareinueduime
enanslunmadenldimeluslumanandomvanssuuuy weunsvaredesn wuouauAalalunis
auassfRanTeRauINsTULM IO fuesdnsuuugIuITIIUTIAY InLas e
SuRlnveusiediny fsveslinufoRauliosndt 40 Saluwioddawi meldmsguavesenarseiuinwmaediu
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ﬂﬁiﬁﬂﬂﬁﬁam'iLLazwﬁm’mﬁL?]yaﬂuamuﬂizﬂmm’ﬁ Ingin1sdninseanunan1suuRnuuwasiiauanie
Madlefugamsting

Work- based learning in communication arts according to the faculty/ major’ s
objectives. Students will engage in hands-on training that deepens their understanding of
organizational structures and operations, particularly within media, communication, and brand-
related contexts. They will analyze target audiences and stakeholders in depth in order to plan
and design effective communication strategies. Throughout the internship, students are expected
to apply integrated skills and tools across various areas such as corporate communication,
marketing communication, brand communication, journalism, and digital media production.
Students will learn to identify key content angles, write news articles and content appropriate to
the organization, and produce multimedia materials suitable for distribution across diverse
platforms. Emphasis is placed on combining multiple communication arts competencies with
digital technology to meet organizational goals. In addition, students are encouraged to contribute
innovative ideas that support creative development or improve workflow processes, all while
adhering to professional ethics and maintaining a strong sense of social responsibility. The
internship requires a minimum of 40 working hours per week, supervised by both an academic
advisor and an assigned workplace mentor. At the conclusion of the internship, students must
submit a comprehensive report and deliver an oral presentation summarizing their performance,

learning outcomes, and contributions.

1701465 nsieuinauuRdulnanians 5 3(0-40-0)

(Work-based Learning in Communication Arts 5)

Adsdunau : lasuaydifarnauznssunisnisinuiRnuansivnadians

(Prerequisite Course: Approved by work-based learning committee)

msinUfiRnusudmamansaatmsnefifmuslasaas/ameivien Wilaguuuunis
ANIUIUYEI0IANT/09ANTHD ﬂa:mL{]ﬂ%uﬁﬂ/;g%JUaﬂi LaYERNUUULEEM NEuNaUTnYsLAzHNAnde
Juusshw/Adsurnussnduius/eenuuunitiin/aenin/daseiauewuinuan vdlunisadneassa
AU eTRILNSTUINMSIUnzauuedng afeassdideony/many vieutanssudiunis
ﬁamwmagmwu meﬁﬂwLa‘wwmw’eNGluLaquuﬁugmﬁ]iimUﬁaﬁ‘m%WLLazﬁmm%JUﬁmawia
danw Tsverfinujuaaulitesnit 40 drluaseduansi neldnisquavesenarsdiivinwimasunisin
Uﬁﬁam'ﬁuazwﬁmmﬁLgm‘luamuﬂizﬂaumi TnefinsdarissnusanisufoRnulazinauasenaiidle
Augnmstinau

Work- based learning in communication arts according to the faculty/ major’ s
objectives. This course provides practical training in Communication Arts in alignment with the
objectives set by the Faculty and the student’s area of specialization. Students will gain a clear
understanding of organizational and media operations, target audiences, and content design. They
will integrate diverse communication skills to produce media content that serves organizational
goals and audience needs. Key competencies include issue identification, press release writing,

graphic design, photography, video editing, and the application of creative concepts to enhance
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communication effectiveness and improve workflow processes. Throughout the internship,
students will develop and present innovative communication content, products, or solutions
across various formats, while sharpening their specialized skills. Emphasis is placed on
professionalism, ethical communication practices, and social responsibility. The internship requires
a minimum of 40 working hours per week under the supervision of both a faculty advisor and a
workplace mentor. At the end of the internship, students are required to submit a final report

and deliver an oral presentation summarizing their work, experiences, and learning outcomes.

1701466 nseuiniaufuRsutdvanians 6 3(0-40-0)

(Work-based Learning in Communication Arts 6)

IdeAunau : lasusydfanaunssunismMsinuiRnuasimeaaans

(Prerequisite Course: Approved by work-based learning committee)

mstinuiRnusuidmamansaudmneiiimualasne/avivien Whlaguuuunis
ANIUUTEI0IANT/09ANTHD ﬂ?jmﬂ’mmsl/ﬁzﬁumi LareDNUUULEaMN NEuNEUTNYTLAzHARde
JuUszau/Tgudnussrduiius/eeniuunadin/arenin/fAadelausuuinnuantuailunisasneassa
NauVIeRmUINTTUINMIT U rauTUeAnT assassiideny/many vieuTanssudunns
doasnanesuuuy v”v’wmﬁﬂwmwwmwamuLawuﬁugm%immim%w%wLLazﬁmm%’UﬁmaWia
Finu Fwnserian1un1saivesaniulsenaunisiionsunukazeonkUUUiulmamans Jsvesin
UftRmulitdesnin 40 Falusdeduni meldnsguaveserarsdiuinumisunsiinufinsuasniinamnd
Fesluaniulsznouns Imaﬁﬂ’lﬁmﬁ’li’lm’mmaﬂ’ﬁﬂﬁﬁ’aﬂ’mmxﬁ’lLauaﬁam’mLﬁ'aéluq@miﬁmm

Work- based learning in communication arts according to the faculty/ major’ s
objectives. This course provides internship experience aligned with the objectives of the faculty
and student’s major. Students gain an understanding of organizational and media operations,
target audiences, and content design. They apply integrated communication skills such as press
release writing, graphic design, photography, and video editing to produce media content. The
course encourages the development of original ideas to enhance media production and improve
communication processes. Students create innovative content across various formats while
strengthening their specialized skills. The internship emphasizes ethical conduct, professionalism,
and social responsibility. Analyzing organizational context for communication planning and design.
Students must complete no less than 40 hours of supervised work per week and present a final

report and oral summary of their experience and outcomes.
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1701467 1AS99ULIANTSUTMAAIERNS 3(0-6-3)
(Innovative Project for Communication Arts)
v1UsAUNaY : 1701161, 1701262, 1701263, 1701364, 1701465
AYTIUNTDUAY : 1701466 waL/%3D
Iisuaydinanannssunisnisinuufnuanzimaaans
(Prerequisite Course: 1701161, 1701262, 1701263, 1701364, 1701465
Corequisite Course: 1701466 and/or
Approved by work-based learning committee)
msysmwmsmﬁm’miumﬂsxaumi‘i}imﬂmsf’%&mLLazm'ﬁ?Jm'm \ioaseassAlasaeu
uinnssufineulandindnaantneanzyanavesindnu uay/vie aauuszneunis neldnis
@LLaﬂJaﬁmmiﬁﬁU%m waziNITITNANENIUUTENDUATS
Integration of knowledge, experiences from learning and internship to create
innovative project that meets individual career requirements and/or organization requirements

under the supervision of advisors and organization professionals.

2.2) ngudv1UeAy
2.2.1) AW BNN15HRANTAINALNDDIANTHATHUTUA

1712111 AnudiugIunsioansAsiaiioasAnsuazuusud 3(3-0-6)

(Introduction to Digital Communication for Corporate and Brand)

AyrdsAunauy : laidl

(Prerequisite Course: None)

ANNTINY ANLEREY UUARUALTqu]] NsAeansesnng wasLUTURBAns Tilldedildiu
Ifdstinngluuasnieuen UnuImLazNsTUIUNSAea S0 LazLUSYS Waediloniesnisdeansesdns
wazuususludagiu a3s81usTaLazauiuRnroudodsatlunsieans viuniiinadenuduiafiu
NM3A0aN3109BIANTLATUUTUA NMsimuaideririuasiusivedng nsadiedndnuaivesesdnsuazuy
5Us Taetdunsilfng,

Meanings, significance, concepts and theories corporate and brand communication
to both internal and external stakeholders, roles and process of corporate and brand
communication. Communication tools of corporate and brand communication, ethics and social
responsibility in communication, the contexts affecting the success of corporate and brand
communication, determining corporate vision and mission. The strategy in building corporate

identity and brand with an emphasis on case studies.
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1712112 MaTeuiien1saeaNTeAnHATUUTUA 3(3-0-6)

(Writing for Corporate and Brand Communication)

ArGeAunau : il

(Prerequisite Course: None)

W&NN1S NTTLIUNIS Msdlsulszaneng q Wensdeansesnsuazdeansuusud tagld
wAlANsiE ST mNInsAeasTinannnanesdenuRnLazdeln TnaUssduiusindesia 3
AN UNAIY UNUTTANENT Undunieal n1sdnvhuiiutnndimiudemtavu nsidsulsene naenau
mawdenunyn mnanlulemasins q dwiuduims nmadeudernuuarunlavan msdeuriude
ooulatl uazdedsnuooulall vuiugiuaiessaunarauiuinveusiedeny

Principles, process and various types of corporate and brand communication
writing. Techniques of storytelling used in different communication channels including traditional
and new media for example public relations news release, photo release, articles, editorials,
interviews, press kit folders, announcement, preparation of speech writing for executives in various
occasions, copy writing and advertisement, online and social media writing based on ethics and

social responsibility.

1712213 nsaaTginsnatauaznsidlaguilnadedn 3(3-0-6)
(Marketing Analysis and Consumer Insights)
AyrUsAunau : laidl
(Prerequisite Course: None)

6

MANMTIATIZINNITAAIA ATLANMTBYANIUNITAAIAMEITNUFIU N1TIATIE

o

ANINWINRBNYDITIND LYY AKYY Lana Uazguassan1egsna n1suuingususlaa NseuIunsiATIEy
Juslaaluidsdnduisinernisuilande Mmeliesdlenielusunsudmiumsdnasiinsezideya
fiamauultunginssuiuilon uazgsinluilagiuiiseduussma uazsedulan iotanaununis
doanslyiiluszavEnw

Principles of marketing analysis, basic marketing research, business environment
analysis such as competitors, opportunities and threats, customer segmentation, process of
customer in-depth analysis related to psychology of media consumption with data collection and
analysis tools or software, consumer behavior trend, and domestic and international businesses

for effective communication planning.

1712214 n15AeENSNINAINATIA 3(2-2-5)

(Digital Marketing Communications)

AvUsAunay : ladl

(Prerequisite Course: None)

n&nn1s 9AUsENeU Uselam n1snenagviiazsuiuunsiddeninalunisdeans
Asnaaliiausslevdnendnsuazuusus wadansandadvassaiionisdeansiiudeniva
NSYUIUNNTEDNLUY MIadsassAiem nsadreanmussney nsyiaue nstaiessn wasaiodle

A9 9 WENTEREITHIUGBATYIA TINEINITIRATIIVUTENIULNONITARAITNITAAIARNIUEDRTTIa T
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Usglamsng 9 egnamsnzan nsdeansrunguiiiavinansniudn msdeansliannisnszanesiody
21994 WuedesflontanisaanliiAnysslenidensdnsuazuususuuiuguasesssunaraing
Suinvousodenyuudondia

Principles, elements, and types, strategic planning techniques in digital marketing
communication, design process, content creation, visual creation, presentation, storytelling,
influencer communication, various tools for digital media communication, including the suitable
budget allocation for different types of digital marketing communication, communicating through
opinion leaders, communicating for widespread dissemination, as a marketing tool to benefit

organizations and brands based on ethics and social responsibility on digital media.

1712215 N153ANTSNITUTSYIFUNUS 3(3-0-6)

(Public Relations Management)

AvUsAuneu : Taifl

(Prerequisite Course: None)

WUIARA NOBY NANNIT NTLUIUNTT NagnShaznallan1TUsEIdURUS nannIshas
WUAAATUATIINAUNITUSHITIANITATUIIUUTEEURUS A1TUSHITIANITAMMNEN WAL AITUSHS
auduiusneluesdng nsudmsanuduiusivaisisamu nsumsanuduiudiuiemarunield
nseUITsTIITRERIng

Concepts, theories, principles, process, strategies, and techniques of public
relations, principles and concepts of public relations management, image management,
organizational relationship management, public relationship management, media relationship

management under the ethical frame of both parties.

1712216 ﬂ']igl’e)’s‘{"liﬂ’]iﬁlaﬁﬂL%QuuimﬂﬂﬁiLLazﬂaQVIééa 3(3-0-6)

(Integrated Marketing Communication and Media Strategy)

Ardeaunau : 1l

(Prerequisite Course: None)

MANAIT hUIAN g“dLL‘U“UEU@QLﬂ%@ﬂﬁami?amimimmmL%ﬂyjiimmi WUNSHAUNEIUNT
4ip3eatiovannnarsguuvy leud nslawan nsUssndusiug nmsduaiunisens n1saainmians
nMsmaauuuUIndetIn nMInanvudediauseula nsnainudeddva defladraujduiudiu
fuslaa nszurumsauEunagndnislide mslleseideya ndninasilunisindulaidenlddeusiay
Usgeny LLa%ﬂi%“U?umiTNLLNUﬂaqméﬂﬂigaﬁﬂi {]f\]{fﬂﬁLﬁEJ’J%ENIumiﬁWMUGmaEJVIﬁ‘ N5UTELIUNARIY
Inquszasdvosunu uaznsEiniinwenmsnauunsdeansidsnagnd Tasussgndannsdlinuilfeites

Principles, concepts and models of integrated marketing communication tools such
as advertising, public relations, promotion, direct marketing, word of mouth marketing, social
media marketing, digital media marketing, interactive media. Media planning strategy, data analysis,
decision making, criteria for media selection and strategic planning for communication as well as
strategic planning factors, evaluation based on plan objectives and strategic communication

planning skill practices by applying related case studies.
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1712317 msmumumsﬁamﬂ%anaems‘ 3(3-0-6)

(Strategic Communication Planning)

ydeduniou : laidl

(Prerequisite Course: None)

w&NMT WAR Nud MsnauNunsrUIuNsTunsdeansidanagnsdmiuesdng dade
finadeUsyansanmmsmsdoasiieliuingdlanguidmneg madenlddenaztomensdeans ms
iesiuaznsUssuaaunsalitiennsimunnagns msﬁmuma’mLﬂmmalums?iams nsimuA

o

THUNANUDI09ANT AILNUIVDIDIANT ﬂmﬂﬂﬂ@ﬂ@ﬂﬂﬂi ﬂ’]ﬂJ‘L!ﬂEUEUW“U’eN’eNﬂﬂi ‘U?"Iaﬂﬂ’ﬁ/\l ﬂmaﬂwmw

| RrS))]

Laﬂaﬂwm LLﬁ%ﬂ?WﬁﬂHm“U@ﬂaﬂﬂﬂi

Principles, concepts, theories, and processes of strategic communication for
organizations. Factors that affect communication effectiveness and methods of persuading and
influencing target audiences. analysis and evaluation of situations to define communication
strategies, identifying target audiences, and establishing an organization’s vision, positioning,

values, brand promises, personality, characteristics, identity, and public image.

1712318 nsaeasiiannudsBuasdnsuazuusud 3(3-0-6)

(Communication for Corporate and Brand Sustainability)

AvrUsAunay : laifl

(Prerequisite Course: None)

WUIRA NENNIIAIUNITES 19PN B UVIIANTUATUUTURHIUNITADET NTEUIUNTT
a5 1uUTUR e 1S BURUNITAeANTnTIALAT B9AUTENOULATENUAIZIANNZRIVBMUTUS N15a%19AaY
Nﬂ‘W‘LlLLa ﬂmﬂ’]‘UE)\‘iLLUi‘Lm ﬂaEJVlﬁﬂﬂiaiNLLUiuwaﬂNamawmmulmaﬂ aﬂm WHNI1U Naa‘wu YUY
Laydaml mimwummmuamm Las1399IUIUTUR ﬂ’]iL‘U’ﬂﬁ]LﬂiHﬁﬂﬁ] ewmuosdnsegedBu ns
I%Lﬂiaﬂmaﬂﬁiﬂaﬂﬁiﬂﬁiﬁa']ﬂaﬁl'lﬁuuim'lﬂ']i ﬁ'ﬁ'ill'lﬂll'lﬁiuaﬂﬂﬂi'o:iﬂ’ﬂ IG]EJLUUﬂ']SﬁﬂM'H]’]ﬂﬂ‘imﬂﬂ‘U']
YOIMUTUATIT ALY

Concepts and principles of sustainable brand building through communication
processes. Brand elements, characteristics, engagement, value. Brand strategies impacting
stakeholders: customers, employees, shareholders, community, society. Defining brand promises,
narratives. Economics for sustainable development. Integrated marketing commmunication tools.

Corporate governance by sustainable brand case studies.

1712419 nsUsmsnsaeansluniazing 3(3-0-6)

(Communication Management in Crisis)

AvUsAunau : laifl

(Prerequisite Course: None)

LUIAR MENAISUSMSTINITAISAUEEIRNS USIISRdnual nwdnval wasiaudes
PDIDIANTHATHUTUA N1FUTMTNITUABULUAY N15USIMTTANIsUsTU N15dmnisnisAeansluniiy
"“mqmﬁquau LAEVAY UTENTBIN1IEINGA NITUIUNITINUEUNISWALIN1IEINGN Nnaevsuazmalialy
mﬂ%’ﬁaL“flul,ﬂ%aﬁaﬁluﬂm,l,f’ﬂéuﬁmm N15UTEUNTZUaUTZVINA N15AINUAIITEINIENT mﬁu\luwu
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amdnueiuazlodsmetesdng Amsusmstanisingaludevszaneie 1 liud Fosuiy wazdelnl
iauﬁ”’amsu'%mﬁmmim’az%ﬂqmuuﬁaﬁ%ﬁa Krunsdidnufiieddes uastdniaueunun1sIAnTg
amum'ﬁajm’]m?ismLLazm’;ﬁﬂqm

Concepts and principles of risk management, brand identity, image and reputation
management, change management, issue management, crisis communication management, crisis
types, crisis action planning process, strategies and techniques in applying media as the problem-
solving tools, the evaluation of public opinion trends, agenda setting, corporate image and
reputation recovery, crisis management procedure in various types of media for both traditional
and new media as well as digital media crisis management through related case studies, and
present a plan for managing risk situations and crises.

%

2.2.2) A318n215815A1dAIABULIBSIAWYIKATHaRAA

1722111 AuFugIUMIINIMansAauaSiauiuadanivia 3 (3-0-6)

(Introduction to Convergent Journalism and Digital Media)

AyrdsAunau : il

(Prerequisite Course: None)

n&NNTT wuIAnverIaseaniluganasusinde woinssunisldde nmsuufves
gaamnssude mawaumeluladiinnlflunameunsuandoaiisassduazautn msvimsdanis
ude T3ETTTURATUNUIMNYRIFead19aTsAkazINTANsAaRS oIy NTrUIUNNITuReTidensuliy
annesdnsifinisudndenainvatedemie luwinisdanisesdng n15udn N1508NKUL dnYasves
o msmana FULUUNGINT nswanuluudveadon unumvesindnadies wiedienednuiiil
Hastan15Tusteya ¥1ians 1Ay wavnsiaunday

Principles and concepts of convergent journalism, media usage behavior, the
adaptation of the media industry, and the integration of technology in the dissemination and
production of creative media and news. Media management, ethics, and the role of creative media
and journalism in society. The media workflow in organizations producing content across multiple
platforms, considering organizational management, production, design, content characteristics,
marketing, business models, and content integration. The role of citizen journalists, the influence

of social networks on information perception, news, education, and social development.

1722112 nsEniFeruEe 3(3-0-6)

(Media Storytelling)

AdeAunay : laidl

(Prerequisite Course: None)

LUIARNYRIgAAIMNTINADAT19ATIA NTTUIUNTATIaTIA waznailalunisadiade
Uselamsng 9 mnuminenisiaies Aavglunisiandes mslinsevinguitimang nszuaunisaalase
309 afeiaras uagnslimaiianisidnies Anujualunsesnuuunazaivassdnisaniesuuie
JULUUA 9
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Principles and concepts of creative media industry. The practical, creative and
technical skills. Storytelling, target audience analysis, story structure and character development,
storytelling techniques, script writing, and exercises to enhance the delivery of telling stories

across media.

1722213 NTVLUY? 3(3-0-6)

(News Writing)

Genunau : hid

(Prerequisite Course: None)

NANNITAEUYY @13ARALTIUY wazY U TeudURuS AudnwazwarlasIasIeweIns
Weut1) N3RS UNBIAYTENBULAZAMAIYTY UTEAUYIY WAAITID NITHAIINIRATNITIUTIVIIY
foya NMsiATIEviNansTNUTBAALUNNTaInIsIles dans LAswgRa AiTlden1ss8a1utnn A3usTIuLAe
95591u55lun1540917 BnUfURnnidoudnnlusuuuusing 9 tiedearsvatedesnis nsld
Uy sehvgdugvaslunssuiunisingn

Principle of news writing and journalistic writing in many forms such as news,
reviews, columns and feature writing. News values, journalistic writing structure, news sources,
collect relevant information efficiently, study of current affairs, social issues, economic issues,
news analysis and impacts of affairs on news reporting. Ethics and Code of Conduct 0f news
reporting. Practicing news writing in various formats for multi-channel communication. Utilizing

artificial intelligence as an assistant in news production process.

1722214 ASITIUBINTESAERS 3(3-0-6)

(Journalistic Writing)

JvrUsAunau : lad

(Prerequisite Course: None)

RANNISYULTINTANTAEAS MALN UNAIIY UNIATIET UNI50] UNAUN19al d15AR
LAZUNUSIUIZNTT AANBALazlASIas1aueINIsTgudsa1smans n1siansanesfussnauway
ANANYDINILTEY NSAMUAUTEALUTEY uWaToya WHATE198Y NITLANIILAZNISAUTIUTIY

¥

foya MsdaszsivTunmsnidles dsaw iAsvgiafidliontsifou 93uss5unarasseusIal 3NN
UftRnsdewdansansenans nslilyaussAvgdugaelunisdeu

Principles of journalistic writing, including articles, analyses, reviews, interviews,
features, and editorials. Characteristics and structure of journalistic writing. The elements and
value of writing, defining writing issues, information sources, references, information seeking and
gathering, analyzing the political, social, and economic contexts affecting writing, ethics, and code
of conduct. Including practical exercises in journalistic writing and the use of artificial intelligence

as an assistant in writing.
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1722215 N13IIBNULASUTIUIENTVYD 3(2-2-5)

(Journalism Reporting and Editing)

JudsAunau : 1722213

(Prerequisite Course: 1722213)

n&NN1T WA waznsnUfTRlun sHAnsIBNITTH Lk NaATl TR e 9 Gaud
ASEUIUNTABYN MadBuuntn MsfnEentna MsnanTIBNsTIgULIUAE 9 uaznsduduszne
911 wadiAnssenutdededdva Wy nsanenenan nsvil PODCAST Wudiu msusmsdanisnes
usTABNIABRoUNE NI Ussneusiedesaulal delnsiia] wardedss suslasadvesinide ms
$ANSNBIUSIANENNS MIUTIANENTIN LarmsUsmMsSansileniitensuammeunsidomuuuiude
nsmselganiden n13lidyanUsehus 938595UaLTIEUTIALUNISNIINENTIENITVIIALNNT
UINMTIANITNBIVTIUITNNT

Principles, concepts, and practical training in news program production across
platforms. Fundamentals of news communication, news scriptwriting, news selection, and the
production of various news program formats, including news anchoring. Techniques for digital
news reporting, such as live broadcasting and podcasting. Management of a convergent newsroom
that integrates online media, television, and audio platforms. This includes media organization
structure, editorial team management, news editing, and cross- media content management.
Strategies for content monetization, the use of artificial intelligence, and ethical considerations in

news production and newsroom management.

1722216 nsdn waznatwduluanursansanans 3(2-2-5)

(Graphics and Animation for Journalism)

vUsAunau : 1701115

(Prerequisite Course: 1701115)

wAllAN1Ta319E@sIA N1sesendeya waznisutauedeyamenisiddoyaidanin
3ulns1fin n3wl wauil wedanisadeassAeadusenaunisiadesionsfinadouads wediudu
AMEDINA wazawndd lunisunawenunensasmans sadnislddygvseavgilugvaglunis
GEMNGERTS

Techniques for creation, data analysis, and data presentation using visual data,
infographics, graphs, and maps. Techniques for creating storytelling elements with virtual graphics,
animation, two-dimensional, and three-dimensional images in journalistic presentations, including

the use of artificial intelligence as an assistant in creation.
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1722317 nswamieniiiantsnannnaa 3(2-2-5)

(Content Creation for Digital Marketing)

AyrvsAunau : haidl

(Prerequisite Course: None)

wadn nénnsadassdidonfiewsunsinudeddva nisdinseluaindedn
nseenLUY M3 mdszneu nMenaue Sansiemdmiudenara msiniseatn sulsvana
wasnselduAendvaluusznnang 4 sgramnyan N3ttty usshvgidudelunisasnsassd
uisussuLazausuinveulunisieansiudenava

Concepts and principles of content creation for dissemination through digital
media. In- depth audience analysis, design, illustration creation, presentation, and content
management for digital media. Marketing, budgeting, and generating revenue through various
types of digital media appropriately. Utilizing artificial intelligence as an assistant in creation,

including ethics and responsibility in communication through digital media.

1722318 naqwémna"lLéaaﬁﬂu%iaLLazmswﬁm%‘aa%'waiiﬁ 3(2-2-5)
(Transmedia Storytelling Strategy and Creative Media Production)
JyrdeAunaY : 1722112
(Prerequisite Course: 1722112)

WENNS WIARNMSEENKUUNISE St ude stwinsdenuiu AeRdTa wazianssy
fitaw n5idenlosnisianiesinudeiinainuats nsvUseiiu adeUszaumsailigfuans ads
NOANIIULAZNITUE LW msunuiadesn Wnssuiunsindesnwuulunisesniuy
waznamiondude nstilyarvuseivgduduislunisassasse AnufuAnisnandoainaassdniy
nagmsmsiadostnudeiingly

Principles and concepts of transmedia storytelling design between traditional
media, digital media, and special events. Connecting storytelling across various media, finding
issues, creating audience experiences, fostering behavior and engagement according to
objectives. Story mapping. Applying design thinking processes in the design and production of
transmedia content. Utilizing artificial intelligence as an assistant in creation. Practicing the

production of creative media according to established transmedia storytelling strategies.
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1722419 nagnsn1sdeaiiaaiuinnssudendauasdentaden 3(2-2-5)

(Communication Strategies for Digital Media Innovation

and Alternative Media)

JudeAunau : 1722317 uag 1722318

(Prerequisite Course: 1722317 and 1722318)

wdnnisuazuwlAnlun siRIAINAnaSasIdLaradauinnssudefdtauarde
madon meeneianmnndenluuiundsauidva Yszgndltintesileluatrsuinnssulugsiade
nszvIUMsARBseenuUULiell LIS uasuATTRuILIAnTIHAe Tiasigvinauunliy
YBIUINNTITY LLazgﬂLLuuqﬁﬁﬁ]Lﬁamﬁmi’lﬂﬁﬁuaﬂﬁa nMsvaaeIimuIFuLUULIANTSudeATTauazde
maden saudamslilganvsehvgiludelunsasisassa

Principles, concepts and practice of media innovation and creativity process of
designing digital media innovation and alternative media. Analysis of digital culture and digital
context in society. Applying tools to create innovation in the media business. Design thinking
process for analyzing audience needs and developing media innovations. Analyzing and
forecasting trends in innovation and business models for media revenue generation.
Experimenting with the development of digital media and alternative media innovation

prototypes, including the use of artificial intelligence as an assistant in creation.

2.3) nguiveniaan
2.3.1) A BNNITHREITAVNANDDIANTHATLUTUR

1713211 nagnsmatuuaiaviiiensiemaasdnsuazuusud 3(3-0-6)

(Content Strategy for Corporate and Brand Communication)

AyrdeAunau : laidl

(Prerequisite Course: None)

VANNNT WRAA JULUU M5319nagns wasATlANSas9EsIALEeM MetvuAkaL AN
demnmsAeansesdnsuasiusud Wlanginssunslidsmeeuladvesiudlon msfnududdduduion
nsftoans maassaulfiuieuvesgsia natwuadednualludenniflenisdeans msairenisansilu
fhesnsuazuusuRkuNsAeans maadsassdidevfidaaiunazaiiuayuieifieswesesdns

Principles, concepts, styles and techniques of creating content. Designing and
developing content for corporate and brand communication. Understanding online consumer
behaviors, studying competitors’ communication content, creating opportunities for business.
Establishing identity in communication content, building organizational and brand recognition
through communication, creating content that enhances and supports the organization's
reputation.
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1713212 NagNsLazN15IANIIATINISNANTTUNLAY 3(3-0-6)

(Event Strategy and Management)

AyrvsAunau : haidl

(Prerequisite Course: None)

NANNIT NIZUVIUNITIUNITINAINTTUNLAY N1FIALAAIUIT N1TIATNITIANIT N159A
Aanssufiauiilesnavudiniug yuwuduius Aeanavudiius madamauduazuinisin laoiduns
Seu3nagnsn1suIMIsianisiasinisianssuiitay warn1sinUdRlugluuurelaseny (Project-
based Learning) iitelvidnlasianszuanunsvhenu nssusy nagndnienisnatn n1suimisiasenis
QUUTENIM NIMIFATUAYUNIINITRY MSUUSIUKAEAIEIAY N1TATI9ETIANINTTUUULIN WaLAIS
Useiliunalasanig

Principles and process of organizing event marketing including press conference,
event exhibition for public relations, community relations, media relations, product and service
launch by studying event strategies and management together with practicing in the form of
project-based learning in order to understand all working processes, marketing strategic planning,
project management, budget, seeking sponsor, work and manpower allocation, designing stage

performances and evaluating the project.

1713213 InInenivenisaosns 3(3-0-6)

(Psychology for Communication)

Ayrusaunau : Ll

(Prerequisite Course: None)

LUIAA ‘Vli]‘t'hﬁ {]ﬁ]%mmmmm ‘VllIEJ‘VIﬁW’ﬁGIEJﬂi ‘U’J‘Llﬂ’]iﬁ@ﬁ'ﬁ I@Sﬁﬂﬂ’]iﬂLL‘U‘Uﬂ’]i
ﬁ@ﬁ'ﬁ f\]b’]?‘VlEJ']ﬂ’]iﬁ@ﬁ’]ﬁ/lllNﬁﬁ]@Wi]G]ﬂiillﬂ’]i@@ﬁueLﬁ]%EJ {]f\]ﬁ]EJﬂW‘EJIULLﬁ ﬂ'WEJ‘LlEJﬂ“UENNUiiﬂﬁ
LLUU%’]ﬁ@ﬂﬂiSU’JUﬂ’]iﬁ]ﬂﬁﬁhLSZNQG]’J‘WEJ’]GZJ@QEt\JIUiiﬂﬂﬁ]EJﬂ’]ﬁﬂaﬁ’ﬁLL‘Ui‘HW NAYDINTZTUIUNITANENDA
AUAANIITATINGT AIUFUTUSTENTIYABNAINAUAIULANFAIITENINIYAAS A3n58eans il
Uszavsnw mslitndngdlamadsinedenisieans

Principles, concepts, psychological factors affecting communication process.
Studying commmunication forms, psychological communication affecting consumer buying decision
both internal and external, models of consumer psychological buying decision process towards
brand communication. Effect of thinking process in terms of psychology, relationship between
personality and individual differentiation, effective communication method, psychological persuasive

communication.
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1713214 N1359NLUUIRANWAIDIANS 3(2-2-5)

(Corporate Identity Design)

JyrdsAunau : 1701115

(Prerequisite Course: 1701115)

MTARsIEsideyaanIsnata wlliusunisesnuuy wazuualvuduslag ileanauny
nagnéniseonuuuuusud laewduiinisldindesieuazlusunsunsiiinlunisesnuuusndnval uaz
sAUsENEUANS o ldun glosndnualesdns Tald aann ussfmat luaudsdelamanuazyssanduius
naInguLuY ennglunagnisuonasdnsogneaneassd iiorieneniiessn uaradausraunisali
IANNEIFVDIUTUAGEUILAA

Marketing data analysis, design trends and consumer trends for brand planning
strategies emphasizing on the use of tools and graphic program in designing corporate identity
and other components such as corporate identity manual, logo, label, package as well as various
forms of advertisements and public relations for both internal and external organization, in order

to convey the story and provide specific brand experience to specific consumers.

1713315 mmé’enqwﬁanwﬁamsmﬁns 3(3-0-6)

(English for Corporate Communication)

AyrUsAunau : laidl

(Prerequisite Course: None)

MsLinEAeSnguegisysanns Tnswfunisyauasdou ieldlunsdeans
nelunagnisusnasinsedamnganisguuuuuazniamay wu n1sldmeuluiivssyy nnstiaue
uus Madsudornuuszndusiusiiudests q msdsunazuatnussmduiug msaguin ns
Weuundunwal nslanaudiua va

Developing integrated English skills with an emphasis on speaking and writing for
internal and external communication which appropriate for forms and situations such as meeting
conversation, work planning presentation, writing public relations texts in various media, public

relations news writing and translating, summarizing news, writing interview, email writing, etc.

1713316 N1983519uUTUABIANS lURAEINNTTUNITUING 3(3-0-6)

(Corporate Branding in Hospitality Industry)

AvrdsAunay : 1l

(Prerequisite Course: None)

Anwnnfn e uazanudiumsainuusudesdnslugnamnssunsuinig sigaia
T59u5u @18n30U QAAIMNTIUNITYBANET LargIARUINITOU 9 NTEUIUNTARAITUUTUABIANT
NMIUIMIIANENITUS MaenIuNIsUIMTUTEAUNISAIUaIgNA1 SIudaNsaenena i duwusuARIY
NNSFRASTOMANS 9

Concepts, theories and corporate brand-building knowledge in hospitality industry

including hotel business, airlines, travel industry and other service providers. Process of corporate
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brand communication, relationship management, customer experience management and

communicating brand through different communication channels.

1713317 nsdnnIIANNENNUSAULNdulAde 3(3-0-6)
(Stakeholders Relationship Management)
AyrsAunau: il
(Prerequisite Course: None)

[

w&NNT WUIAA uaznagnnnsuIMIsANLdNTUSAAfunguiTdiulmFsnslunas
33

APUBNBIANT LAlA JUTMT WinNU gndn {IRdving mhenunasuazienyy dnawmuviedionu
ﬂﬁiJNﬁ‘Ui”IEJ“ZmLQW’] 919 (Special Interest Groups) dounaru uavdiaunieuen mﬁmiﬁzﬁﬂdu
QumulmaaLwamwumaLLamﬁmﬂumiaiwmmauwuﬁmm

Principles, concepts and strategies of relationship management with internal and
external stakeholders such as executives, employees customers, suppliers, public and private
sectors, investors or shareholders, special interest groups, mass media and external society as

well as stakeholder analysis for determining media and methods for building good relationships.

1713318 MyeanuUUAeAIaINeBIANTULALILUTUA 3(2-2-5)

(Digital Media Design for Corporate and Brand)

JudeAunau : 1701115

(Prerequisite Course: 1701115)

NANNIT LWIAR aqﬁﬂivﬂauﬂ'rﬁ?%amishu?iaa?]ﬁa nszULMsadasAien oy
A0a1309ANTUATUUTUR L‘i/lmmmit,a%ia\imuaamwa nseenuUUNITiniien1saeansesAnsuasuy
FUA N15LENIBIAUTENOUAIUNITODNLUUAINE flazviousnu mﬂﬁnLmaﬂmmmi%m@mmwami
’mmau,azU'ﬁ‘uﬂgqmiaamiamawisawﬁmw

Principles, concepts, components of digital media communication, content
creation process for corporate and brand communication, storytelling techniques for digital media,
graphic design for corporate and brand communication, selecting design elements that reflect
identity, utilizing data analytics tools for effective communication measurement and
improvement.

4

1713319 nsdnnsdayanielayausshivg 3(2-2-5)

3
(Al for Data Management)

Ayrdsaunau : Ll

(Prerequisite Course: None)
Anwnslémaluladdygruseivglunisdnnisuasitasesideya ieimuinagnsnns

a a

doansnlivsedvznmdmivesdnsuasiusun unumveslyaivssivglunisivuanagnsnisdeans
Seuinisldiasestieuasinaianiig 9 veelygiuseivg lunisussinanadeya iedieliesdnsanunse
Andule USulseuszaunsalresgne waziasuasian1 sl usualuna1aniinisudelugs wag

93535ulunsletdygiussivglunisdeans
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Study the use of artificial intelligence technology in data management and analysis
to develop effective communication strategies for organizations and brands. The role of artificial
intelligence in shaping communication strategies. Learn to use various Al tools and techniques in
data processing to help organizations make decisions, improve customer experiences, and
enhance brand positioning in a highly competitive market. Ethical considerations in the use of
artificial intelligence in communication.

'
= o/

2.3.2) A3 8N25815ANENIABULIBSLAUNILALHORING

1723211 mawauivleduazdeduinasuaniin 3(2-2-5)
(Website and Interactive Media Development)
yrU9AUnaY : laidl
(Prerequisite Course: None)
AnufjuRnaunivledleeldlusunsuadiaivledlunisndn aufeadisassalunig
waUszaunisalfléaudvled wmadansduiu nmseaindedn nmsmseldvuduled nisldde
Sumeswenin Tunswaunidenuazianssulumsad et sassduasuiusansmans
Practicing website development, using website development tools. Creativity in
developing website user experience, search techniques, in-depth marketing, website
monetization, and the use of interactive media in developing content and activities for creating

creative media and journalistic work.

1723212 Winwemsunauswaznsidunsns 3(3-0-6)

(Presentation and Hosting Skills)

AvrdsAunay : 1l

(Prerequisite Course: None)

wdNM3 wwaAe uaviinufoRnnsyn Msuanieeniude MsUsEnAY1n MIiasienis
Ing Tensingimd mafuiSnsduiusens wadansldides msiauiyadnam nsedeulm
$19M18 NSUARSBENIMSEMN YN N1susane Aungaudenadosiunamee

Principles, concepts, and practice of speaking and expression through media: news
announcing, radio program hosting, television program hosting, event emceeing/ hosting.
Techniques for voice usage, personality development, body movement, facial expressions,

gestures, and appropriate attire in accordance with occasion.
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1723213 N153AN1IBUNGLEULITRTIATLHUAGY 3(3-0-6)

(Influencer and Fan club Management)

yrdeAunau : il

(Prerequisite Course: None)

MANMITULAZUUIAANITUIUNTIANIHIBVENaNI9ANAR NTrUIUNTTATIINAENSIUNIS
AagadFuanstiduwrluadu nszuiunisvesnsiluuniu (Fandomization) nseuirunisidngnisiduuniy
mMsdoasfiunguuruady Aanssuduius ansusslovl waznssisadnwmnuduiug walanisadie
LazUIsinnsindvsnauuaseededsnuegaddy

Principles and concepts of influencer management. Strategies for attracting and
engaging audiences to become loyal followers (fandomization). The process of audience
conversion into fans, communication with fan commmunities, engagement activities, benefits, and
relationship maintenance. Techniques for building and sustainably managing social media

influencers.

1723214 m’a"a‘mi\iﬁmigami@\inaqwéé’w%’uqﬁmwniiuﬁ'ul,ﬁa 3(3-0-6)

(Strategic Communication Campaign for Entertainment Industry)

AyrdsAunau : Ll

(Prerequisite Course: None)

nsiinufoRdnRanssufiauiiogsiatuishensdinuainesdngats fausaumang
YOINITIUTIA mﬁumiwmmﬁmmwmqﬂﬁ’] ‘3meﬁamuﬂﬁzﬁﬁmummjmﬁjﬂmﬂa Ly
frquizasdnisdeans nseeniuLans MINenagns uagnaisiunsdeals madenldde suusvana
nsUsEduiusuardnaduianssy naenaunsussfiuuay Tanalasinisinefonitauenanundou
INTIBNUYIZNOUNTUNAUDNAIIY ﬂ’lsiﬁﬂﬁmwgm LarN13UTEIIUNATOIAINTITINAUNUIBU
nYUBN

Practical training in special event management for the entertainment business
through case studies. Definition of campaigns, understanding customer needs, analyzing situations,
defining target audiences, and setting communication objectives. Includes message design,
strategic planning, communication tactics, media selection, budgeting, public relations, event
promotion, and project evaluation. as well as project evaluation and measurement. Participants
must present their work and submit a report under the supervision and assessment of faculty

members in collaboration with external organizations.
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1723315 FAITANAATUALNITIVNUVINTeToYA 3(3-0-6)

(Data Journalism)

deduniou : il

(Prerequisite Course: None)

MANNIT WWIARtUNITIIBNUTILSEnmeguteya n1sleBumesilalunisuaiam
foyadaangiuteya msunzsesdeya et duasest anainvansuvasiian leun yana Lonans
M1431%¥N15 afAwazaulde Yausd1ndsdeyaneninuagnsiiin Uuﬁugmﬂgwma 2385354
A5EUTTUNALITRS

Principles and concepts of data journalism. Using the internet to seek open
information from databases, tracing, analyzing, and synthesizing data from various sources
including individuals, official documents, statistics, and research, presenting data-driven news with

visuals and graphics, based on relevant laws, ethics, and codes of conduct.

1723316 nswamidemuazmsadreseld 3(2-2-5)

(Content Production and Profit)

yrdeAunay : laid

(Prerequisite Course: None)

n&NNNT wwada nsnandenfiasesels LLaz'E'Jﬂﬂﬁﬂ’awﬁmﬁamﬁm%’uﬁaﬁm 9
arundilaludesmdlumaimeuns msUfuuiaidomlimngauiuievarnvatgdesmis nsviuasmu
nsmsneldannien mslilygszivgiludaelunsadsassd

Principles, concepts, and practical training in revenue- generating content
production. Understanding content monetization and hands-on practice in producing content for
various media platforms. Understanding dissemination channels, adapting content to suit various
media channels, fundraising, and revenue generation from content, and the use of artificial

intelligence as a creative assistant.

1723317 faiien1stuindoudens 3(3-0-6)

(Media for Social Driving)

Ayrusaunau : Laidl

(Prerequisite Course: None)

wuaAe nguiiierfunisiuindeudiag nssusednisdiay nssuiuntsngAnssusa
nszuaunsdeulavienialszrnsuiiiondoulnivnisdiny unuimassnisiadaulninisdeay
nstuiadeunisiasuuvasgseivuloviedny vsunmedsanuazausssy dymdsausinadie
ASUAN®EN Lﬂ%‘laﬂﬁjE]ﬂ']'i?i@ﬁ']'il;ﬁ@ﬂ%’]ﬂﬂﬁ'mLU%BULLU&QIN%@F‘]@J ﬂ']'i@’e]ﬂLLUUﬂigUUUﬂqigaﬁqiLﬁ.@ﬂqiﬁ
dusnuazdundoulsefiudedey vutsssTukarausURnYey

Theories of social movements, social campaign, collective action, civic
participation, social movements engage with the policy process, social policy formulation and
implementation, the nature, past and present roles of social movements and their potential

capacity in shaping social movement and social change, theoretical arguments and examines
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empirical examples and case studies, the role and impact of social movement activism, the role
of grassroots mobilizations, design participation and communication strategy for social movement

and social change with ethics and social responsibility.

1723318 nsudmamdmiugiumaianizngu 3(2-2-5)

(Content Production for Target Audiences)

AyrtsAunau : Ll

(Prerequisite Course: None)

Msieggiuans Wledinelumsuslnadeuazans e Susssu 35T3n e
sUsuuazdnuglunsuslnadeuarans arwdesnisiuion saensumssenuuuionilviaenndes
fugfSuans vuiuguaiessauuararmiuRnteusedsay Wunsdfnwuasinsey

Audience analysis and media consumption psychology, including factors such as
gender, culture, lifestyle, media channels, consumption patterns, content preferences, and
audience engagement. Design content that aligns with audience needs while upholding ethical

and social responsibility. Emphasizes case studies and project-based learning.

1723319 N155189UVITIFUEIUY 3(2-2-5)

(Investigative Reporting)

JuUeAunau : 1722213

(Prerequisite Course: 1722213)

AnUHURlLFURUUIATHUTIBUYINTIEUAIY MUB1INSETRY WTHERa N15Raa A
fausssu nslitygyUssiugidudvislunisaisassduuiiuguasosss lnetnAnwagdeninaus
doviunainvanetesng i olnsad deidss wardessula meldnishiuguaresorasdias
fingmfiu3nu

The practice of investigative reporting workshop on political news, economics
news, marketing news, sport news, cultural news. Using artificial intelligence as an assistant in
creative work based on ethical principles, whereby students must present content through various
channels such as television, audio media, and online media, under the supervision of advisors

and advising journalists.

1723320 nsWAILNgIiade 3(3-0-6)

(Media Startup)

UsAuniau : 1701321

(Prerequisite Course: 1701321)

wuaAsluns duduszneunsiuiinamans nnsiauaugsAaiiysannisauify
Tnaenansuazinalulad wnulAsauNTATNNITNINEININITRULATIVUTEUIN NITIATIEVYRINS
MsRaIA NNTIeNAENS Mamunasatuayunsamu lagldnisifeunisaeunuuviesmaasido Media
Lab NAADUVYULNUTINY wAnilevdas uagnaaeumsiiaus nelindnidessaunsansmansd
wiunrwannanasfisssssy lnsdranansduaginindnduivinwlasmis
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Entrepreneurial Concepts in Communication Arts. Business planning that integrates
communication and technology knowledge. Covers project planning, financial management,
budgeting, market analysis, strategic planning, and investment sourcing. Utilizes a Media Lab
environment for hands- on learning, including drafting business plans, producing prototype
content, and testing presentations. Emphasizes ethical journalism principles, ensuring balance

and fairness, with faculty and industry professionals serving as project mentors.
3) YNNIV UADNLES

1705301 NsARANTUUTUARUARARE 3(3-0-6)

(Brand Touch Point Communication)

yrU9AunaY : laidl

(Prerequisite Course: None)

VENNNT WUIAA NZUIUNISAANTRUTUAHIUTOIMeNTROATHNS 9 wazUszaunisal
YouUTLA TeiiiatesiuanautR (Functional contact points) uazfidiasiedsla (Emotional contact
points) M3Aszringuiuilnateuntsdears marmuniemilideulestufuilan Wladeamianis
Aoansuusus mmiﬂﬂizqﬂﬁﬁamﬁmmsauL“ﬁﬂﬁmwiazﬁziawwmi?iami AaoAILNTIANANTSA0aS
WUSURHNUTRININSAeaHng 9

Principles, concepts, brand communication process via different communication
channels and brand experience related to functional and emotional touch points. Conducting
consumer analysis before communication taking place, designing content to match consumer,
understanding brand communication channels, applying appropriate content to each communication

channel and evaluating brand communication through different communication channels.

1705302 ﬁaﬁuqmmwnssumw&Jum%uasasﬂs 3(3-0-6)

(Media in the film and Television Drama Industry)

AyrUsAunau : aidl

(Prerequisite Course: None)

U‘wm‘vmaﬁaiuqm’mmim’lwaum%umazm NAUFUNITHAR NSNS waznsuslag
o FemeinssiunsadaTAussnagnsmaraavesn meRSuaTaraT drsauultunasmalulad
dwasiognanmnssy SABvsnavesnmeunsiavasasTitlrodenn Jausssu uaziswgia Anwiunum
GuaqLLwamWaﬁmm?ﬁmﬁﬂLLazﬁlaa%ﬁaiumim?{auu:dm;mLLUUﬂﬁU‘%ImLﬁam naenLUsTR UAuAvENS
nMaduees wartsessslumstaueitesnudon meunsuazasas

Role of media in the film and television drama industry. Production, distribution,
and content consumption. Analyzing the creative process and marketing strategies of films and
dramas. Trends and technologies shaping the industry, as well as the social, cultural, and
economic influence. Role of streaming platforms and digital media in transforming content

consumption patterns. Copyright, censorship, and ethical considerations.
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1705303 dorugnamnssLtadsnug e 3(3-0-6)

(Media in the Context of an Aging Society)

rGenunau : il

(Prerequisite Course: None)

unvmesdsluuiunuesdinugady wiluivesnsdeasidsnsed nslideya uazns
afmnutilafeaiulssiiuiifetesudgeeny Ansgiuunliimesgnaivnssuiineuausisoniny
AeIN13vesdIANgedy 1 g3RvguaIn nalulagdiende uazuinisdmiudateny saudsdnwy
nansznuYedediiiveinunfuaznginssuvesdinudiiivesgels naonuuLInInsiRLNdeLfiadady
ANNMTInvogiengeeddy

Role of media in the context of an aging society. Advocacy communication,
information dissemination, and raising awareness on issues related to the elderly. Analyzing
industry trends that respond to the needs of an aging society, such as healthcare businesses,
assistive technologies, and services for the elderly. Examining the impact of media on social
attitudes and behaviors toward older adults. Strategies for media development to promote the

sustainable well-being and quality of life of the elderly.

1705304 fefugnavnssugUAW 3(3-0-6)

(Media in the Wellness Industry)

AyrdsAunau : Ll

(Prerequisite Course: None)

‘U‘Vl‘U’Wl‘Ua&%@iuqmﬂﬁ‘wﬂiiuﬁﬁm’]’w ﬁaiuﬁmma%ms@mw msmmm‘ﬁaqs{lmw Ay
Msieeunsdoyan1ansuImed Ains1vidvinavesderongiinssuguanizvesdsravy nmslideniia
warlniBeaiifelunislienuiuazairsmnunsentindruguang Anwinisdeansvesesdnsdnuguniiy
Tsmenuna wargsiagunne aaenaukuliimeluladuaruinnssuiifinadognamnssuauniy wieu
faisandspfiunslessanasanuiuiisveuvesdelunisinauedoyadiugunmzesnagnioaay
UiFede

Role of media in the wellness industry. Health communication, wellness marketing,
and the dissemination of medical and well-being information. Analyzing the influence of iedia on
public wellness behaviors and the use of digital media and social media for wellness education
and awareness. Examining communication strategies of wellness organizations, hospitals, and
wellness businesses. Exploring technological trends and innovations shaping the wellness
industry. Ethical considerations and media responsibilities in presenting accurate and reliable

wellness information.
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1705305 nsyaluilansisas 3(3-0-6)

(Public Speaking)

AyrdeAunau : laidl

(Prerequisite Course: None)

NANNIT WUIAA LLazﬂaqwﬂuﬂﬁﬁamiﬁaBmiwjﬂiuﬁmmims WAENITULAUDIIUBEN
fiuszanBan nannsliiuindngsle Bnsuwinugnisdeasisniu msnauwumazimundmngns
thiaus msllenzinguiile mawSendeya wazunyn madenldnwiivszauiudiuans wagnis
wivndeuasmaiafivaviiunzaudenadesiuusunlunisdeans msdansiamiieneziiaiuain
nauela maaﬂﬁlﬁﬂﬂﬂJuLVIﬂﬁﬂmﬁaiaa’lﬂu’s’liﬂaﬂ’]aﬁhﬂ"’] 919 Tuguisng NadusenIs ULaad
I Nudszguduann ufenssufiay mstiaussanuy msthausdeyauifuimsiiienisindula

Principles, concepts, and strategies for public speaking and effective presentations.
The principles of persuasion and influence. Practicing essential communication skills, planning
and setting presentation goals, analyzing the audience, preparing information and speeches,
selecting appropriate language for the audience, and preparing media and special techniques
suitable for the communication context. Managing questions that may arise from the audience,
as well as practicing communication techniques in various occasions such as hosting events,
running programs, press conferences, seminars, special events, presenting work, and presenting

information to executives for decision-making.

1705306 mseenuuuionitensdudu 3(2-2-5)

(Content Design for Search Engine Optimization)

AvrUsAunau : laidl

(Prerequisite Course: None)

WaNN1T WUIAA wazwuwIvfuAaun1suTundsIvled nsdavinidenivuivled
AseenuUUMTsRuR e duled n1sRede URL msusuusinisuanswavesiulesiiewswnssiu
Wanasusg 9 N13ARAIN AATIeT LasUTuueusEansam

Principles, concepts, and practices of website optimization, content development,
website structure design, URL naming, and display optimization for various platforms. Monitoring,

analyzing, and enhancing website performance.

1705307 i3asilensimsesideyauazmsinmuanudndivludedeeussulat  3(2-2-5)

(Data Analytics and Social Listening Tools for Insights)

AyrdeAunau : Ll

(Prerequisite Course: None)

MaNN1S wafn wasinalinlunisussyndldvilosdoyauaztayasaulaudmiunuime
and Ladesiielunisdudunaziinszideyasoulatl nszuiunsdvAudeyaaingiudeya (Data
Mining) nsUszinanasdeiiasiwuueaulall (Online Analytics) iieldlunuduimeeans nisidnla
fuilandedn mellnsinisaunuuaznszualanoeulat mslnszsimsudazsuifuiiolflunis
MusumsRRLLode
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Principles, concepts, and techniques of data mining and online analytics
application for communication arts, searching and online data analysis, data mining search
process, online analytical processing for communication arts work, consumer insight
understanding, analysis of online conversations and trends, trend and issue analysis for media

content development planning.

1705408 n1seanuuuysEaunsalflduazdumasivalunuimanans 3(2-2-5)
(User Experience and Interface Design in Communication Arts)
AvrUsAunau : laifl
(Prerequisite Course: None)
wdNM3 WAn wagiBnsoonuuudumesimedliuavairsuszaunmsaldmsugldinde

1 I3

e iy Uled woundiady tnuuazdu 9 ANertesiuausuiinarans Rnosnuuuyszaunisal

a 6
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Principles, concepts, and methods of User Interface (Ul) design and User Experience
(UX) creation for digital Media, including websites, applications, games, and other communication-

related platforms. Practicing UX and Ul design to enhance user engagement and interaction.

1705409 nsaessdmIuusznaunsaaninsy 3(2-0-7)

(Communication for Startup)

Ayrdsdunau : 1701321

(Prerequisite Course: 1701321)

nsdeansdmiugsiaanindy (ssfaairslm) n1snausu sonuuuiilonn denlide
Tnemilsfanudosmsvesiiidmlfide sudsnsussiliunanisdeans Aavznsiiaue Tdevim Ao
uazfnenmuesgsaiieltninlagildaiuayuiuadn

Communication for startup businesses (new ventures). Planning, content design,
and media selection with consideration of stakeholder needs, evaluating communication
effectiveness. Presenting a startup’s vision, values, and potential to persuade audiences to

support its ideas.
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