5183%1

Aa ] a Y
HRUIAIBURNWIY 98 UUIYNA senouney

Y
NQUAMNUTIU 30 Miaena Usznounie

SN ¥oIM Hien

ﬂéuﬁug11!7]13?\5&6]?[1%191%!!@337]81?[1%1’91%

MC2001101 | vianm3 Iawanuazdsemndunus 3(2-2-5)
(Principles of Advertising and Public Relations)

MC2001102 | ndnm3ingInsiminag Ingnszniodes 3(2-2-5)
(Principles of Television and Radio Broadcasting)

MC2001103 | malulagianine (Multimedia Technology) 3(2-2-5)

MC2001104 | ®¥anMISNITENTAUNAAING (Principles of Digital Journalism) 3(2-2-5)

ngaritugiumamalulad

MC2001105 wﬁﬂmmazmyﬁ?}amima%u 3(3-0-6)
(Principles and Theories of Mass Communication)

MC2001106 | maTuTadnssienimiiensdoans 3(1-4-4)
(Photography Technology for Communication)

MC2001107 | mafiamsinauelusudoasuiaw 3(2-2-5)
(Presentation Techniques for Mass Communication)

MC2001108 | maTuladansaumauazneufinnes lunudomsiary 3(2-2-5)
(Information Technology and Computer for Mass Communication)

MC2001309 | M3 3%&?{66 1538%U (Mass Communication Research) 3(3-0-6)

MC2001310 ﬂgwmﬂuazfﬁﬂﬁﬁu?famimaw 3(3-0-6)
(Law and Ethics in Mass Communication)
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MC2012201 mﬁmswzﬁmzﬁﬂmmﬁ’mmﬁmmpj’ifﬂﬂﬂ (Consumer Insight Analysis) 3(2-2-5)

MC2012302 | MIAMIATITUAMAZATIOIANS 3(3-0-6)
(Product and Corporate Brand Management)

MC2012303 ﬂﬁfﬂ]‘ﬁd'ﬂ']'i?'fﬂﬁ']iﬂ'ﬁﬁa']ﬂL“Tf\i‘iajlim']ﬂ'ﬁ 3(2-2-5)
(Integrated Marketing Communications Strategies)

nguanidamaluladmslawanuaziszndauniug

MC2012204 | m1513 Elul,ﬁ’t]m'itéfﬂﬁﬁ (Writing for Communication) 2(1-2-3)

MC2012205 | MIDIULAZNTDIBNOAAT (Reading and Dissemination) 2(0-4-2)

MC2012206 | maiiamsinaustazms iurinle 2(0-4-2)
(Presentation and Persuasion Techniques)

MC2012207 | msusmsgnm luau Tawanuazalszanduiug 3(2-2-5)
(Client Service Management in Advertising and Public Relations)

MC2012208 | m3@euiienu Tavauazlszanduiug 3(2-2-5)
(Writing for Advertising and Public Relations)

MC2012209 | MIAMAFININITTULALMIAAATIAUUAYY 3(0-6-3)
(Event and Sponsorship Marketing)

MC2012210 | msnaunnde Tamanuazdsznduiiug 3(2-2-5)
(Advertising and Public Relations Media Planning)

MC2012311 ﬂaq%ﬁﬂ’]ﬁﬁ%’]ﬂﬁﬁif’ﬁmgﬂTﬁNa@ﬂ’]uImHm’] 3(2-2-5)
(Creative Strategies and Advertising Production)

MC2012312 | nagnimsaswasisuazminannulsznduiug 3(2-2-5)
(Creative Strategies and Public Relations Production)

MC2012313 | MIUBULAZNTTIBIUUT (News Writing and Reporting) 3(0-6-3)

MC2012314 ‘]_qlﬂaﬂmwaluaclf ”I%W?'f 8e13 (Personality for Communication Profession) 3(0-6-3)

MC2012415 | msaveluau Tavauaglsemnduius 3(3-0-6)
(Advertising and Public Relations Research)

MC2012416 | dusnnindwau lavanuazlszmduiug 3(2-2-5)

(Advertising and Public Relations Seminar)
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MC2012317 | mMIAadaaiaassaiazmsnadauianssy 3(2-2-5)
(Creative and Innovative Thinking)

MC2012218 | My laedioan Tavanuaslszmnduiug 3(0-6-3)
(Website Development for Advertising and Public Relations)

MC2012219 | peudianednsiinuazfadiidoiionu lavanuazszanduiug 3(0-6-3)
(Computer Graphics and Multimedia for Advertising and Public
Relations)

MC2012320 | msmeniteay Tawauazalsenduwus 3(0-6-3)
(Photography for Advertising and Public Relations)

MC2012321 | MIHAAMNEUAS Tubai (Advertising Film Production) 3(0-6-3)

MC2012322 | M3 Tawanuazdsenduinsoonla 3(2-2-5)
(Online Advertising and Public Relations)

MC2012323 ﬂinuazﬁmumm‘fﬂ%@ﬂ’u (News and Current Affairs) 3(0-6-3)

MC2012324 | msdeansiitentsilaounilasdany (Communication for Social Change) 3(3-0-6)

MC2012325 | M3UsMmInneinganazlsziduin 3(3-0-6)
(Crisis and News Issue Management)

MC2012326 | arumnufailluaulawan (Art Directing for Advertising) 3(2-2-5)

MC2012327 ﬂ”rﬁmmﬁwhﬁmumm (Cross Cultural Communication) 3(3-0-6)
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MC2012328 | m3eiTonIasanuimeeniams Iuvanuazdseanduiug 1(0-2-1)
(Preparation for Special Project of Advertising and Public Relations)

MC2012429 | Tasanuiiasniams lavanuazsemduing 3(0-9-0)

(Special Project of Advertising and Public Relations)
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MC2013301 ﬂ”l’iL@]%EJiJﬂ’JW?JW%)ﬂiJﬁﬂﬁi]ﬁﬂHT 1(0-2-1)

(Preparation for Cooperative Education)

MC2013402 | avinaansIn1ans lavanuaslszmdunus 6(0-40-0)

(Cooperative Education for Advertising and Public Relations)
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MC2013403 MIANYIEaUMIAINFNNIMT lasaassenaunus 3(0-40-0)

(Practice for Advertising and Public Relations Technology)
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MC2001101 mnmﬁimymmazﬂiwmuwuﬁ 3(2-2-5)
Principles of Advertising and Public Relations
a A Y =) 1
IYIPINADIUTYUNINDU : -
a A Y =3 1
JTYIFINAVIULTIUAIUR : -
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QAANHNITUNS Tzl e aUNUS Fonl¥lums luvauazdsemnaunus
MIMUIUAUNUNITHAR Mslsziiuwamsnan HAZAMTITUITETITN

wseussaiinetestuInan lasanuasmsdssnduiug
Principle of advertising and public relations; advertising and public relations history
and development; advertising and public relations elements; advertising and public relations process;
advertising and public relation technology; advertising and public relations industry; advertising and public
relations media; production cost calculating; production evaluation; and advertising and public relations ethics

and code of conduct

MC2001102 fﬂé’nmﬁﬂqimﬁ’ﬂﬁuaﬁﬂqnizmmﬁm 3(2-2-5)
Principles of Television and Radio Broadcasting

a A Y =) 1
FJYIBVINADUTIUNUINDU : -

a A Y =3 1
T1IFINABITHUAI : -
NANNIIINYNILVIBT wanmsng Insvial
NIZVIUMIHANIT NI INYNILVIBTAE N3LUIUMINAATIONT INTIiAT

ma TuTagn1309nIMANIINGNTE T
malulatmseenemameingInssiend MIMUIUAUNUNITHAR MIsziumansnae
waz3enI Tz sIeUsIafine et unuIng Insimiias Ingnsznodes

Principle of radio broadcasting; principle of television broadcasting; radio broadcasting

production process; television production process; radio broadcasting technologies; television broadcasting



technologies; production cost calculating; production evaluation; and television and radio broadcasting ethics and

code of conduct
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MC2001103 malulagianing 3(2-2-5)
Multimedia Technology

a A Y =) 1
FJYIBVINADUTIUNUINDU : -

a d‘B} =3 1

T1IFINABIUTHUAI : -
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Multimedia technology principles; multimidia technology development; multimedia
used in mass communication; new media; multimedia process and usage; production cost calculating;
production evaluation; universal design; and information and communication technology ethics and production
code of conduct
MC2001104 HanMINIATAUNAAING 3(2-2-5)

Principles of Digital Journalism

a A Y =) 1

FYIVINADUTIUNUINDU : -

a A Y =3 1

JTYIFINAVIULTIUAIUR : -
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Journalism concepts and theories; journalism development; journalism process;
journalism production process; production cost calculating; production evaluation; disseminating through

mainstream media and digital media; and journalism ethics and code of conduct
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MC2001105 WanmMsuazNguaeasHIaTY 3(3-0-6)
Principles and Theories of Mass Communication
a A Y =) 1
FYIVINADUTIUNUINDU : -
a A Y =3 1
JTYIFINAVIUTIUAIUR : -
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Communication principles; communication elements; communication and mass
communication processes; communication media; mass communication; and mass communication concepts

and theories

MC2001106 malulagmsemmnensaeans 3(1-4-4)
Photography Technology for Communication
a A Y = 1
FYIVINADUTIUNUINDU : -
a A Y =3 1
JTYIFINAVIUTIUAIUR : -
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Concepts of photography; message communicated via photos; parts and functions of film
camera and digital camera; lights and principles of picture composition; photo transformation from analog to digital;

and creating photographs into interesting media

MC2001107 mﬂﬁﬂn15ﬁ1saua1m1u?raa15maw 3(2-2-5)
Presentation Techniques for Mass Communication
a A 9 = 1
TTYIPINADIUTYUNINDU : -

a A Y =3 1
JTYIFINAVIUTIUAIUR : -
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Preparations of media presentations; process of media presentations; presentation
techniques; persuasive speech; negotiation techniques and crisis management; and analysis of related case

studies

a d 4
MC2001108 malulagnsaumatazaennimeslunyaeasNIary 3(2-2-5)
Information Technology and Computer for Mass Communication
a A Y =) 1
NIV INADIUIYIUUINDU : -
a A Y =3 1
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Development of computers technology and information technology; Information in
journalism; computer application software; innovation and technology in mass communication; impact and

trend of technology; and ethics of computer usage

MC2001309 MIIFARETNIATY 3(3-0-6)
Mass Communication Research
a A Y =) 1
NIV INADIUIYIUNUINDU : -

a A Y =3 1
JTYIFINAVIUTIUAIUR : -
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Knowledge of mass communication research; research process; research tools;

research validity and reliability data; data collection and field work; data analysis and statistics selection; and

report writing

MC2001310 NYHINENAZIIUTIINTOMTHIATY
Law and Ethics in Mass Communication
a A Y =) 1
TINNADAUTEUNNDU : -
a A Y =3 1
FINNADAUTEUAIL : -
LUAANEINUNYHNBLAZITOTTTN

NNHINBINGINUUTOTITNIAYY

3(3-0-6)

ANTUAZIATMNANTTHITUYY

nansssuava luaudeas

HUIRAMISURATUADFINNYOITONIAT LA AUTITUITUTITN VITEIWTTAITIIN

Law and ethics concepts; rights and freedom under the constitution; mass

communication law; good governance in mass communication; concepts of mass communication social

responsibilities; and ethics and code of conduct
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2.1 Ivuenmalulagmslawanuazlszaunus
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MC2012201 M3 ZHINZANANNABINIVBIRUI LA
Consumer Insight Analysis
a A 9 = 1
3167951 NA 0T SUNADY : -
a A 9 =3 '
FOINNADIUTIUAIDE : -

anbazNgAnITuRUS 1nn

3(2-2-5)
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Consumer behavior characteristics; consumer purchasing decisions approaches;
consumer roles in marketing communication; consumer demand analysis; consumer insight analysis

techniques; and consumer behavior changing methods

U a Jd
MC2012302 MIIAMIATTUANAZATIDIANT 3(3-0-6)
Product and Corporate Brand Management
a A 9 = 1
FIWIFINADIUTIUNINOY : -
a A 9 =3 '
F18IWINABITHUAI : -
puIARazNgERMIASNANaUR unumandumluniegine quannaum
nanysillaz Inanyaingdum myafunnduiesnns
MIAFNATTUMMUFINNMTTOMTIA AL FOIN1AINA LazmIUseiliunans1dum
Brand building concepts and theories; roles of brands in business; brand equity;
brand identity and brand image; corporate brand; brand building through traditional and digital media; and

brand evaluation

d 4 a
MC2012303 ﬂi’lq‘nﬁﬂ1§a®ﬁ1iﬂ1§ﬂﬁ1ﬂwﬁyim1fn‘i 3(2-2-5)
Integrated Marketing Communications Strategies
a A 9 = 1
FYIVINADAUTIUNINDOU : -
a A 9 =3 '
JTYIFINAVIUTIUAIUR : -
HUIAAMITOMTMIANATAYITANMS  MITemsrudIulizauniinsnaia
4 1 4 4 1 o o 4 1 J a
ﬂTS%@ﬁTiNTHﬂﬁQ%‘ﬁﬂTiINHmT ﬂ”l'i%f’)ﬁ?iﬂ?‘l!ﬂ?iﬂig%Tﬁiquﬁ ﬂ”l'i?fi’)ﬁ'?iFﬂuﬂ?iﬁﬂlﬁﬁ\lfﬂiﬂﬂﬂ
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Integrated marketing communications concepts; communications via marketing mix;
communications via advertising strategies; communications via public relations; communications via sales
promotion; communication via personal selling; communication via direct marketing; and application of

marketing communication tools for marketing problem solving
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2.1.2 nguanagmumalulagmslamanuazlsznduius
MC2012204 MW MIa0aNI 2(1-2-3)
Writing for Communication
a A 9 = 1
FYIVINODAUTIUNINOU : -
a A 9 =3 '
JTYIFINAVIUTIUAIUR : -
o k) = = A A
nanmstaz Ingeasumsiven UNUIMNUDIN TV ULNDNIT DT
= d‘ d‘ 4 = ] ﬁy 9 = d’ [ YA d‘ [
MIeUNeMIToa15N el ueIANg NIILVIUVINVDIAU MIAVeUNEMIUsENTUNUT IuForan
MITeUd M UTOAINA 1AzITTOUTTUTNITON
Writing principles and structures; role of writing for communication; writing for
communication within organization; news writing basics; writing for public relations in mainstream media;

writing for digital media; and writer’s code of conduct

MC2012205 Mo IUAZMINENOAIS 2(0-4-2)
Reading and Dissemination
a A 9 = 1
518N NABAUTIUNINOU : -
a A 9 =3 '
3183 NA0UTIUAI : -
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Importance of reading; reading techniques; reading for main ideas; summarization;

dissemination by means of speaking, writing and acting and the development of ideas from reading for mass

communication

MC2012206 matamsriaveuarmsiuuila 2(0-4-2)
Presentation and Persuasion Techniques
a A 9 = 1
FIIFINADIUTIUNINDY : -

a A 9 =3 '
JTYIFINAVIUTIUAIUR : -
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Presentation preparation; presentation process; presentation techniques; speaking for

persuasive communication; negotiation tactics and situation resolving; and case studies analysis

a v v d
MC2012207 msusmsgniluanlamanuazdsznaniug 3(2-2-5)
Client Service Management in Advertising and Public Relations
51073 NR0UTIUNINOU : -

a A 9 =3 '
JTYIFINAVIUTIUAIUR : -
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[ v J
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Y a A a Y o ) Y
mﬂ%mﬂiuiamwamimmﬂmgﬂm NNHENITUINITIIUGNAN
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Llﬁ$‘ﬂiiﬂ”l‘]J'iiﬂHli’Nﬁﬂﬂ%ﬁ”ﬁﬂ?ﬂgﬂﬁﬁ
Structure of advertising and public relations agencies; technological applications for

client service management; client service management skills; problems analysis and solution in client service

management; client relationship management; and client service manager ethics

4 v v d
MC2012208 ﬂﬁ!‘?lﬂH!ﬁﬂﬂ11!1‘3414&!1&!@31]‘53‘51%1341/‘!145 3(2-2-5)
Writing for Advertising and Public Relations
a A Y =} v
T1YIPINADIUTIUNINDU : -
a A Y =3 1
JTYIFINAVIUTIUAIUR : -
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Concepts of writing for advertising; advertising script writing techniques;
advertising script writing and media; concepts of writing for public relations; writing for public relations via

publications; writing for public relations through mainstream and digital media

MC2012209 MIAMAFININITTHLATM INANATIATI VT 3(0-6-3)

Event and Sponsorship Marketing

a A 9 = 1
318I¥1NADAUTGUNINDU : -
a A 9 =3 '

1IN NABIUTIUAILY : -
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Event marketing; sponsorship marketing; creative thinking planning; clients and

agencies coordinating; event marketing and sponsorship marketing management; and activity evaluation

MC2012210 manauruae umanuaz sz dunus 3(2-2-5)
Advertising and Public Relations Media Planning
18I INADAUT GUNINOU - -

a A 9 =3 '
JTYIFINADIUTIUAIUR : -
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A
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Advertising concepts and theories; advertising media; advertising media buying;
advertising media planning; advertising media effectiveness evaluation; online advertising media; and future

advertising media
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MC2012311 naq‘nﬁmia%masﬁmmzmﬁwammimym 3(2-2-5)
Creative Strategies and Advertising Production
a A 9 = 1
FYIVINADAUTIUNINDOU : -
a A 9 =3 '
JTYIFINAVIUTIUAIUR : -
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Principles and structures of advertising production company; advertising production
roles; advertising creative strategies; advertising production tactics; advertising production process; and

advertising production evaluation

d d a v v
MC2012312 naq‘nﬁm5a%nasﬁmmzmﬁwaﬂmuﬂizmauwuﬁ 3(2-2-5)
Creative Strategies and Public Relations Production
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Creativity and public relations principles; customer requirements analysis; strategies
defining; public relations creation tactics; cooperate public relations production; and marketing public

relations production
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Writing and Reporting
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Codes of media moral, ethics, and responsibilities of journalism; news issue
researching; news gathering and news reporting; news issue creation and analysis; analysis of informed source

and news interviewing; and news writing for mainstream media and digital media
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Personality in Communication Profession
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Personality theories; personality development and enhancement; business and social
etiquette; good relationships and impression establishment; mass communication personality; and posing on

mass communication role
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Advertising and Public Relations Research
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Knowledge of advertising and public relations research; advertising and public

relations research concepts; sources and literature review; quantitative research; qualitative research;

experimental research; mixed method research; and research proposal writing and application of research

results in advertising and public relations
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Adbvertising and Public Relations Seminar
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Principles; elements; process of seminar; selection issues of seminar in advertising

and public relations; seminar techniques; and evaluation of seminar
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Creative and Innovative Thinking
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Fundamentals of thinking process and brain mechanisn; process of creative ideas;
methods of generative creative ideas in advertising and public relations; aesthetical thinking for creative

production; and innovative thinking for mass media
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Website Development for Advertising and Public Relations
a A 9 = 1
FYIVINADUTIUNINDOU : -
a A 9 =3 '
JTYIFINAVIUTIUAIUR : -
<} 4 a ] o
ﬂﬁgﬂ’JUﬂWﬁﬂ@ﬂLLUUL’J‘Uq“}M WlﬂimﬂTi@ﬂﬂLL’]J’]JL’J‘]_lvlﬁ]iﬁ ﬂ1§1ﬁﬂﬁllﬂiﬂ1u
<} 14 9 <3 d Y a 9 <} o d
ﬂ”l'i’f)f’)ﬂlmﬂnﬂll“h’ﬂ ﬂTﬁﬁiNL'J‘]Jhl"]W]ﬂ’JEJ'iz‘]JUDiWTﬁ]ﬂﬂTiLT]Jll‘ﬂ)’@]ﬁ”ll,ﬁﬁlg‘ﬂ
19 o 1 asy 1 A <3 J
gﬂullllﬂ”l'iLNEJLLW'iﬁUf’JisljﬁllﬂﬂQﬂQNLﬂTWlﬂﬂ uam‘ﬁmsmmimm"lw
Web design processes; web design techniques; web design computer software; web
creating with content management system software; models of information publicity to target audience; and
web promoting
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Computer Graphics and Multimedia for Advertising and
Public Relations
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Design principles; computer software for graphics and multimedia; computer
software for creative advertising; computer software for public relations media; computer graphic and

multimedia design techniques; and information presentation through media
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Photography for Advertising and Public Relations
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Structures and principles of photography for advertising and public relations; role of
photograpgy for business; selection of photographic equipments; photography for communication in

advertising; photography for communication in public relations; and techniques of photography for

advertising and public relations
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Advertising Film Production
A A Y ]
IV NODITSUNMDU : -
a A 9 =3 '
JTYIFINAVIUTIUAIUR : -
o a J a o a J
HANMIMITHANNTNIUAT TN Iﬂi\‘lﬁ%}NGlJi’NU'iE‘VIWﬁ@ﬂTWﬂu@iImBmT
4 4 9 J J axy a J
UNVINVYBINTNIUAT TN ﬂaq%‘ﬁﬂTiﬁiNﬁiiﬂﬂTWﬂu@iICJJBEIL”I AAITMTHANNTNIUAST TN
uazﬂﬁsmumiNﬁmmmwwmﬁmym
Advertising film production principles; advertising film production company
structures; advertising film roles; advertising film creative strategies; advertising film production tactics; and

advertising film production process
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Online Advertising and Public Relations
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Roles; importance; design; application and computer programs; advertising

production; and online pubic relations
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News and Current Affairs
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News and current world situations; news and key issue analysis; media organization

policy studies; factors affecting news presentation direction; news and current situation literacy; and global

social responsibilities
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Communication for Social Change
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Communication for social change; theories of communication for social change;
relationship between communication and society; factors affecting change of society; message design and

media selection; and communication planning for social change
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Crisis and News Issue Management
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Crisis; crisis management strategies; crisis management by communications; news issues

management; news issues management strategies; and news issues management planning
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Art Directing for Advertising

a A 9 = 1
31973 INADAUTYUNINDY : -

a A 9 =3 '
FINNADAUTIUAIL : -

[ 9 o w Aa dJf

wanmsuaz lasaasamsmoudad luau Tayan

o v A A [ a o v A J 9 s A o v Aa
vnummsmnufatzimeanulawan  vanmsaadelumsmavaal  msaswassamenumnuaall



a o w Aa J
manamsmaudail
o v o a o A A
wagmsmnuaailivedoasluauluyan
Principles and structures of art directing for advertising; roles of art directing for
advertising; principles of art in art directing; creativity for art directing; art directing techniques; and art

directing for advertising communication
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Cross Cultural Communication
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Cross cultural communication principles; cross cultural communication roles; cross
cultural communication theories; languages and cultures in different types of media; cross cultural

communication analysis; and cross cultural communication strategies
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Preparation for Special Project of Advertising and Public Relations
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Special project creating process; special project topic outline; special project
proposal; special project proposal writing; use of appropriate media in special project proposal presentation;

and advertising and public relations special project proposal presentation
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Special Project of Advertising and Public Relations
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Special project creating process; special project topic outline; special project
proposal; special project proposal writing; use of appropriate media in special project proposal presentation;

and advertising and public relations special project proposal presentation
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Preparation for Cooperative Education
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Cooperative education processes; selecting establishments and job applications; job
interviews; personality developments; labor law and professional ethics; quality system and safety; report

writing and presentation
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Cooperative Education for Advertising and Public Relations
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Practice working in advertising and public relations as an actual employee according
to the position being appointed for not less than 16 weeks; accomplishing the work report or project report

under the supervision of the supervisor and teacher
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for Advertising and Public Relations
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Apprenticeship to advertising and public relations companies or other relevant
organizations relating to advertising and public relations for a minimum of 8 weeks including completion of

report process



