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2.1 nuadvanewialy fvueliSou livesndt 30 wihefn Usenause
2.1.1 Aviedu twmalvidou 1uau 4 9aie 9w 24 miefin il
2.1.1.1 43 v1n15iTouguazn1sd aansluAnassuil 21 (Learning and
Communicating in the 21 Century)
1191 ﬂ’]iﬁ&luiéiﬁﬂiuﬂﬁnﬁﬂﬁ 21 3(2-2-5)
SWU191  Learning to the World of 21° Century
w192 nsldmwilvedienisieans® 3(2-2-5)
SWU192  Thai Language for Communication**
2.1.1.2 Aauznsldniwnsenguiiion158 9815uU19R (Art of Using English
for International Communication)
U193 miﬁqLLasmivgmmmé’qﬂqmﬁ@ﬂﬂiﬁaaﬂiaéﬂqﬁﬂizﬁm%ﬂww** 3(2-2-5)
SWU193  Listening and Speaking for Effective English Communication**
um194  AsemmaznEdsun WS anguilon1sieanseselusEAvE A 3(2-2-5)
SWU194  Reading and Writing for Effective English Communication**
2.1.1.3 uA7 tadeau (SWU for Society)
1195  wallesadnsassndiay 3(2-2-5)
SWU195  Creative Citizen for Society
w196  enansuasAaduiinisiaundnuesnadeiy 3(2-2-5)
SWU196  Science and Art of Sustainable Social Development
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UAIL97 mimmLLazmiﬂ’]LauamuLﬁamﬁ?jw** 3(2-2-5)
SWU197  Speaking and Presentation for Careers**
w198 mawssuniougnisvhaukaznsdugussnauns* 3(2-2-5)

SWU198  Preparation for Working and Entrepreneurship**
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2.1.2 Fyuaen Myl

UAI291
SWU291
UA1292
SWU292
uA1293
SWU293

VNALNE):

v

[l
a =

2.1.2.1 Y330 IaNNRYa1R (Smart Life)

AATIieguam

Healthy Lifestyle

Inenmans nauagnsegmiuandonogisauga

Science: A Key to Harmonious Living with Our Environment
nsUsumluderunadn

Adaptation in the Dynamic Society

Hanenuineneaniuavmelulad WidenSewin uem 291 uaw uen 293
Tanenumivenmansgunm WidenSewin uem 292 uaw wen 293
Hanenvaywermansuaed warmans WidenSewin uem 291 uay uen 292

2.2 AUV MANIE AMvuabiseu lideenin 80 wuedn Usznausie

deniSe Iy 1 ey yuilitesndn 6 viiefin 1nyeivwialuil

3(2-2-5)

3(2-2-5)

3(2-2-5)

2.2.1 3N AMVUAliseY INNGUIYTIRIUEAAMNTINATINETIA WU 2 YY)

973 12 vhenn Usenaunie

2.2.1.1 NHUIVIUNUYASINNTTUESNEATIA

[

1) YAIYMNUAFINNTINAFIETIA AUAliSEY 6 nIein Aall

paal0l  wiitwlesudmiugpavnssuaineassa

cdio1 Fashion Fundamentals for Creative Industry*

9da102  uwiAANTeRNUUUNARSulugnanIsuaT1aaTIA*

CCl102 Product Design Concepts in Creative Industry*

paal03  nsvualuuvedyudiasiaiossyavlugpavnssuaieassa

CCl103 Gems and Jewelry Trend in Creative Industry*

(%

2) gaavunugusznaunislml Awualiseu 6 mitein dell

Pad104  AwaNgudEInsUsINAaseEIIA*

CClio4 English for Creative Business*

PAH105  FNARSWIEUIARE MSURRENYNTTNAS 19ETIA*

CCI105 Futuristic Study for Creative Industry*

paa106  anududusznoumslua

CCl106 Entrepreneurship*
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2(2-0-4)

2(2-0-4)

2(2-0-4)

2(2-0-4)

2(2-0-4)

2(2-0-4)



2.2.2 FwINUFINEIN MvualiSen 3109 1 90390 533 9 Miefin Usenausig

2.2.2.1 ¥a3¥usEnaunsasineassa mvualiiseu 9 wiiein el

Ha201l  wsetumnaladwmsugusenaunisival 3(1-4-4)
CE101 Inspiration for Entrepreneur
HA202  gInadmSususuAlugRaINISUaTeasIA* 3(1-4-4)

9

CE202 Business for Brands in the Creative Industry*
Na301  sruudileamgdmiumsieneigsiet 3(1-4-4)

CE301 Expert System for Business Analytic*

2.2.3 Jynen suslndeuldtoonin 49 mhein fail
2.2.3.1 yuentiedu fuusliiFou nnduivnien s 40 mieAn fsil
2.2.3.1.1 nguAvandpuiiuaziaiosseAu
1) Y93VINTUIMSIANINIHAALATDIUSEAY 11 widefn

Nei211 MI08NLULASBIUTERUMERuTImes 2(1-2-3)
CE211 Computer-Aided Design for Jewelry
NE212 NN90DNLULLAZNINAMASDIUTERURERUINES 2(1-2-3)
CE212 Computer-Aided Design and Manufacturing for Jewelry
N&213 mMehduLuUeSeIUsTRULING 1(0-2-1)
CE213 Jewelry Wax Models
N&214 waluladnsndedmsulsanueiosUseiv 2(1-2-3)
CE214 Casting Technology for Jewelry Factory
na215 mstlaiSewesosUseiv 1(0-2-1)
CE215 Jewelry Setting
NE216 Imaammiﬁmﬁﬂmﬁﬁﬁﬁmﬂ%amzé’u* 3(1-4-4)

CE216 Jewelry Business Management Project®

2) gadvmananngsnaesassziviidulinsrofswindeu 11 wideina

217 fugrutaneansdmiudyuduasiniosuseiu 1(1-0-2)
CE217 Fundamental of Materials Science for Gems and Jewelry

HE218 fugrugindaudiondn 2(2-0-4)
CE218 Fundamental to Professional Gemologist

WNE219 nsuAnTunueiessziuanTagswluaa 2(1-2-3)

CE219 Upcycled Materials for Jewelry Making
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HE221 N5TUFUTUNUATIUTEAUAINNTRBAKUY 3(1-4-4)

CE221 Tailor-made Jewelry

wa222  lpssnumdivddiannsednddmiuguszneunisiniosseau 3(1-4-4)
AR
CE222 E-commmerce Project for Entrepreneur in Costume Jewelry*

3) yadnmaiiaudnenwarudugUssnaunsdnudiuaziniacusiu 18 minein
Nel311 ﬂ’lf}Lﬂ’i']8ﬁ5@ﬂﬂjLﬁaﬂﬂﬂqmaﬂﬁﬂiiu 3(1-4-4)
CE311 Gem ldentification for Industry
HE312 mMsUspiuguAnsLilen1AgRaNNT Ty 3(1-4-4)
CE312 Diamond Grading for Industry
WE313 NsUsTdudyuailange 3(1-4-)

CE313 Precious Gemstone Appraisal

We314 LL?QﬁU@’]ﬁIﬁ]ﬂWiﬁ%}NéMLLUULﬂ%@QUiSﬁULﬁl@’sf@]LLE‘WN 3(1-4-4)
CE314 Inspiration for Jewelry Prototype for Exhibition
NE1315 MIyULazIAFUR AT DI TEAY 3(1-4-4)

CE315 Surface Coating and Plating for Jewelry
Ne316 TASIUSALERINAITILAS DaUTERU* 3(1-4-4)

CE316 Jewelry Exhibition Project®

2.2.3.1.2 nguivneannaniniai1eEssa

1) yadvmeinumalulagesnuuunandue fvualisey 11 vdieiin 910

seivelud
N&231 ASTUSULUUNER ST 2(1-2-3)
CE231 Product Prototyping
NE232 mzmuma%gﬂmémﬁwﬁ 2(1-2-3)
CE232 Fabrication Processes for Product
HE233 gINEMTUNGN S utaT19asA 2(2-0-4)
CE233 Business for Creative Products
Ne234 NMSULEUBNAR A UNES9ETIA 2(1-2-3)
CE234 Creative Product Presentation
N&235 1ASHUODNLUUNARATIAT19ETTA* 3(1-4-4)

CE235 Design Project for Creative Products*
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2) YAIVINRIUNITERNLUUNARSMI AvualiSeu 11 vdlgin 31051839

sioluil
HE236 Handueiiayailng 2(1-2-3)
CE236 Thai Wisdom Product
We@237 N139NLULANAIRRANTTHU 2(1-2-3)
CE237 Design for Craft Products
HE238 nagNsN1sAaINEMSUAUAINONTIY 2(2-0-4)
CE238 Marketing Strategy for Craft Products
N&239 NM30DNKUULALNTHAREEETY 2(2-0-4)
CE239 Sustainable Design and Production
Ne241 1ATIUDBNLUUUBIANLAIUIU 3(1-4-4)
CE241 Home Décor Product Design Project®

3) ¥AIYIN15IANIITININA NN UIN 3198554 MrualiiSeu 18 nilefn

Mnnedvaeluil
NE331 miaamwuﬁ%wamm 3(1-4-4)
CE331 Smart Design
NE332 M3¥anIskan St iBusazuTansu 3(1-4-4)
CE332 Sustainable Product Management and Innovation
HE333 gsfandnsuiasassAseninelssme 3(1-4-4)
CE333 International Business for Creative Products
HNE334 HARAUYIAIVAAT19ETIA 3(1-4-4)
CE334 Creative Digital Products
NEA335 N1799NLUUNNUIZNOURINA 3(1-4-4)
CE335 Digital Illustration Design
HE336 1ATINUANSUUTANTTUNAR A tuTas9a A 3(0-6-3)
CE336 Senior Project for Creative Product Innovation*
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2.2.3.1.3 N§uIBUDNNTIANITUUTUA

1) ¥ad¥Inrswaund nanwaluusua nvualiiieudiuiu 11 nulefn

Mnedvaeluil
WE251 N5 UNUGINAFEMTUDRANTTUATIIETIA 2(1-2-3)
CE251 Business Plan for Creative Industry
NE252 M3eBNKUULALNTHARTIBLUS WA Y 3(1-4-4)
CE252 Design and Production for Sustainable Branding
NE253 mMsdnerusynevdedmiunisdoansuusus 3(1-4-4)
CE253 Medium Composition for Brand Communication
N&254 1ATIUAS IR NBAILUTUAAS 19T IA* 3(1-4-4)
CE254 Creative Brand Identity Project*

2) ¥adv1ysansimusssalunusua dvualiiieudiuiy 11 vdagin

Mnsedvneluil
255 ussdumalanarUseIRmansansuLUIUAAS19ETIA 3(1-4-4)
CE255 Inspiration and History for Creative Branding
NE256 AuvaINaNeeinusTsHlugInaseasa 2(2-0-4)
CE256 Cultural Diversity in Creative Business
WE257 NAENENISAAINEMTULUTUATAIUSTSUAT 9T TA 3(1-4-4)
CE257 Marketing Strategy for Creative Cultural Brand
258 1ATHIUNAIUILUTUANANS NN TRIUSTIN® 3(1-4-4)
CE258 Cultural Product Brand Development Project®

3) yn3¥In158 eansuusudnIunagns AvualiiFoudiuiu 18 nuauin

nnsedvaeluil
Ne351 NANNITIVLRAN 3(1-4-4)
CE351 Principles of Market Research
HEA352 NORANTIUEUTLNALUEMANTTUATINATIA 3(1-4-4)
CE352 Consumer Behavior in Creative Industry
HE353 NAgNSLAZNITUIMITIANITHUTUA 3(1-4-4)
CE353 Brand Strategy and Management
N&354 mMsAeansesdnsdmiuLusuRiasassa 3(1-4-4)
CE354 Corporate Communications for Creative Brand
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NA355 ANSIANITBONANIIDS lUAAINEINE 3(1-4-4)

CE355 Managing Soft Power in the Global Market
N&356 1AT99UNTATISIUTUALURAAEINA* 3(1-4-4)
CE356 Global Branding Project*

2.23.2 ¥adynanidan mvualiiSeulddasndn 9 nulein lavaiuise
denmedulailasalud

YAIYIN 1 AT IVIYFIUSYUAUAZIATIUTEAY

HA361 nstusuuueS s ssRUdugateneuianes 3(1-4-4)
CE361 Advanced Computer-Aided Prototyping for Jewelry

WE362 nsnsIRaBUeTandmiuLAT UL 3(0-6-3)
CE362 Materials Characterization for Jewelry

N&363 Msdan1snIskARATasUsER 3(2-2-5)
CE363 Jewelry Production Management

NE364 TangAnenmen ndmsuiniesussau 3(2-2-5)
CE364 Physical Metallurgy for Jewelry

NE365 wmaluladfanddmsusuduaziadesedy 3(1-4-4)
CE365 Physics Technology for Gems and Jewelry

HA366 wadansinsgisaudieiniesdiodugs 3(2-2-5)
CE366 Advanced Instruments Techniques for Gem Identification

Ne367 m'immaaué’zyuzﬁiuﬂizmumiwﬁmLﬂéaﬂﬂﬁzﬁu 3(2-2-5)
CE367 Gemstone Characterization of Jewelry Production

NE368 mMsfuadasemsiudyudiuasiedeasedu | 1(0-2-1)
CE368 Independent Study for Gems and Jewelry |

NE369 msfuadasemaiudyudivasiedeasedu I 1(0-2-1)
CE369 Independent Study for Gems and Jewelry Il

YAIYIM 2 AMUTIYVIYAUNAAA AT 19855A

N&371 genwUUMsAoansiafiie 2(0-4-2)
CE371 Multimedia Communication Design

NE372 nsHLLAlulagnIsoRNLUY 2(1-2-3)
CE372 Technology Based Design Development

NE373 NSAUAINDETLNIPTUNAN A UNES19ETIA | 1(0-2-1)

CE373 Independent Study for Creative Product Industry |
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NA3T4 ANSAUAIDATENNPUNAR N U ES19855A I 1(0-2-1)

CE374 Independent Study for Creative Product Industry |l

YA 3 AUTEIYVIYAIUNITIANITUUTUA

WE375 NSUTMTHUTUATNTURUAMINT 2(2-0-4)
CE375 Brand Management for Luxury Products

WE376 §3R93¥MINUTUNATNTURNAMNTINAT9ATTA 2(2-0-4)
CE376 International Business for Creative Industry

HaA377 wialulagdmiugsiaasneassa 2(2-0-4)
CE377 Technology for Creative Business

NE378 UFtRnsmadsnuitewaunusud 3(0-9-0)
CE378 Social Lab for Branding development

379 AINTTUULNIZNITATRUUTUA 3(0-9-0)
CE379 Branding Incubator Camp

HEA381 N133nuansFUAdmMTUTINIaTeaTsA 3(0-9-0)
CE381 Exhibition for Creative Business

WE382 NFITEAMTURETNTTUATIETIA 3(0-5-4)
CE382 Research for Creative Industry

N&383 ﬂaq‘wémiﬁamimsmmﬂLL‘U‘UU‘Jimm’]i 3(2-2-5)
CE383 Integrated Marketing Communication Strategy

HE384 UhenwudmsugINaseassd 2(2-0-4)
CE384 Blockchain for Creative Business

N385 NNIAUATIDATENNAIUNITIANITLUTUA | 1(0-2-1)
CE385 Independent Study for Brand Management |

NE386 NIAUATIDATENNAIUNITIANITLUTU |l 1(0-2-1)
CE386 Independent Study for Brand Management ||

2.2.4 FvaaaialsEaunisaliaznisiseuinaandin 10 wilefin
Tngmnualmseu 91U 10 wileda laglmseudiuiy 4 nienn 3518390
seluil
HeA391 N159AN1535NANEMTURRAMNTINAT9ATIA* 3(1-4-4)

CE391 Entrepreneurship for startups in Creative Industry*
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Had91 NsENUsEAUNISAIIRANGAAMNTTUATIETIA 1(0-3-0)

CE491 Internship in Creative Industry

wavidenSeunedvladvmie S1uau 6 wihein minmedvdellil
HAG92 annafnulugnaNIsuas9assa 6(0-18-0)
CE492 Cooperative Education in Creative Industry
WE493 msiannauduguszneunisanisnendmsvgnannssuaseassd  6(0-18-0)
CE493 Startup Entrepreneurship Development for Creative Industry
HAd94 nsEnUsgauMsaivind muegnavnssuaieasalunaUseme 6(0-18-0)
CE494 International Professional Experience Training

2.3 v aanEs vangasmmvualvddnidenseuniiniydeniastiueansaivy
IngBasymunuatinvioauls 1nyaiuUadeuvesuninends Faduyaivfgaoimuiide
Tifianug wagiinweiivainuate walanialunisvinnusasysznovendn saudaduuuimis

Tuns@nwmslurmansanvfaulals 1uulddsenin 10 wdedn

2.4 agusedniidanisiseunisaauiiuntensingg
a a o = & o
2.4.1 s793¥MIAN15L3RUNsaaulluN1wIdeng e
Mednlunangasfamansuarinermansiaudin a1wivguseneunsiniaineassa

(dnamsanunw) Ndansiseunisaeuduniwsingudiuiu 21 mieiin anselviaweluil

PNUYAFINNTINAZNETIA 1w 12 mefin

9ad101 uwdudesdudmiugramnssuaiased* 2(2-0-4)
CCl101 Fashion Fundamentals for Creative Industry*

Dea102 LWIAANITOBNWUUNEAN I UERAIMNTTHATINATIA 2(2-0-4)
CCl102 Product Design Concepts in Creative Industry*

9ad103 nszuatouvesdyuduaziniowseiulugnamnssuaiassd®  2(2-0-9)
CCl103 Gems and Jewelry Trend in Creative Industry*

9ad104 MwganguwdmivgInaseasa 2(2-0-4)
CClio4 English for Creative Business*

9aa105 MRS WRINARES UgRaNVNSTUas WaTIA* 2(2-0-4)
CCI105 Futuristic Study for Creative Industry*

9aa106 anudugusznaunisiv* 2(2-0-4)

CCl106 Entrepreneurship*
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FYINUFILAIVY T 6 YeRn

HE202 gsnadmsuLUsUAlugna NS sas1as At 3(1-4-4)
CE202 Business for Brands in the Creative Industry*

He301 sTUUfTnmngdmiumsiinesigsia 3(1-4-4)
CE301 Expert System for Business Analytic *

AYUIAU 91U 3 BIEAR
1. FynandgyualiaziaIalssau
NA316 TATIIUI ALEASNAITULATBIUTEAU* 3(1-4-4)

CE316 Jewelry Exhibition Project®

2. A BNNANN UNFZ19ETIA
NA336 1ASMNUF NS UUIANTTUNARNN UTES19ETIA* 3(0-6-3)

CE336 Senior Project for Creative Product Innovation*

3. AYWBNNITINNITHUTUR
NA356 1ASANUNITAS1ILUTUA L URAINEINA* 3(1-4-4)
CE356 Global Branding Project*

2.4.2 TwdviidanmsFeunisaeuduniedy

Tedntundngasfaumansuazinermansiadia @19 EUsenaumsinalainassa
(MangRsENAEN) f¥nnsssunsaoudunviusiuiu 24 miefin ansedndsolul
Juadneialu $1uam 15 wieda
171192 msldnwlvefionisdoans 3(2-2-5)
SWU192 Thai Language for Communication®*
13193 ﬂ’]iWﬂLL@zﬂ’]im@ﬂ’]UﬂﬁﬂﬂQHL‘I?\II’e)ﬂ’]iﬁ@ﬁ’ﬁ@ﬂ’]ﬂﬁﬂi%ﬁ%%ﬂﬁw** 3(2-2-5)
SWU193 Listening and Speaking for Effective English

Communication®*

UFI194 MseuMaEMITuN S INguiensiemsesnediussdvEame  3(2-2-5)
Swu194 Reading and Writing for Effective English Communication**
UAIL97 mi‘vjmLLazmiﬂ’]LauamuLﬁamgﬁw** 3(2-2-5)
SWU197 Speaking and Presentation for Careers**
UAI198 mawssuniougnsvhusaznmsduiussnauns* 3(2-2-5)

SWU198 Preparation for Working and Entrepreneurship**
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FYINUFILAIVY 1 3 YUIEAn
Ha201l  wsetumnaladwmsugusenaunisival 3(1-4-4)

CE101 Inspiration for Entrepreneur

AYITIAU U 6 TIIIENH

1. Jyuandgyualiazia3alszau

NEA216 Tasanumsuimsdanisgsfaniesusziv® 3(1-4-4)

CE216 Jewelry Business Management Project®

HE222 Tasanumdvddidnnsetinddmiuiusznounsiaiesdsediu 3(1-4-4)
ABERL*

CE222 E-commmerce Project for Entrepreneur in Costume Jewelry*

2. A BNNANN UNFZ19ETIA

HNE235 1ATIUODNLUUNARAUNAS A TTA* 3(1-4-4)
CE235 Design Project for Creative Products*
N&241 1ATHIUDDNLUUVDINNAIUIU* 3(1-4-4)
CE241 Home Décor Product Design Project®

3. 3P UBNATIANITUUTUA
NE254 1ATINTAS RSN WAL UTUAFS 1A TIA* 3(1-4-4)
CE254 Creative Brand Identity Project®
Ne258 1ATINUNRILILUTUARER A TN TG TTU* 3(1-4-4)
CE258 Cultural Product in Brand Development*

2.4.3 TwdvndamsiFeunisdeuduntulng
ednlundngasfaumansiaginermansiadia @19 EUsenaumsindainassa

(MangRsENAEN) Annsissunsasulun I nes1uIu 46 nuein 3nsedvsese Uil

SuRnuiall $wu 15 wiedn
12191 mm%‘auigﬁamiummiwﬁ 21 3(2-2-5)
SWU191  Learning to the World of 21" Century
1195 walesassassAdeny 3(2-2-5)
SWU195  Creative Citizen for Society
w196  mansuazAaduiinswandsauetiadiu 3(2-2-5)
SWU196  Science and Art of Sustainable Social Development

U201 AnTisuilegunw 3(2-2-5)
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SWU291  Healthy Lifestyle

173293 nsUsusludsnunain

SWU293  Adaptation in the Dynamic Society

FY1U9AU

We211
CE211
Ng212
CE212
Nei213
CE213
Wg214
CE214
We215
CE215
Weg217
CE217
Wei218
CE218
We219
CE219
Ne221
CE221
We311
CE311
We312
CE312
We313
CE313
W@314
CE314
We@315
CE315

1. Avendyudinaziadosuszdiu S 31 wiedn
nseenuUUAIasUsER UM ERRLIMeS
Computer-Aided Design for Jewelry
MM3EBNKUULATNTHAMASasUsERUMEAaNTiLnes
Computer-Aided Design and Manufacturing for Jewelry
mMsvfuLUUAIDsUsERUWING
Jewelry Wax Models
wealula8nsnaedmsulssnuaiasssedv
Casting Technology for Jewelry Factory
mstlafdeuedaseiu
Jewelry Setting
fugutagmanidmiusyuduasaionsed
Fundamental of Materials Science for Gems and Jewelry
fugugtindnudiioadn
Fundamental to Professional Gemologist
ﬂﬂiwﬁm%ﬁawuLﬂ%@ﬂﬂixﬁﬁﬂﬂﬂiﬂ@éﬂlmLﬁa
Upcycled Materials for Jewelry Making
ﬂﬂi%ﬁgﬂ%ﬂ¢ﬁ%ﬂ%@ﬂﬂizﬁﬂﬁﬂuﬂﬁi@@ﬂuUU
Tailor-made Jewelry
mMsiseisudiiionngnannsy
Gem Identification for Industry
miﬂizLﬁu@mmwm%uﬁamﬂqmmmiu
Diamond Grading for Industry
QREVEERG VR FIHET RER
Precious Gemstone Appraisal
wsstumalanisaeiunuuiiesUseRuiiiednuans
Inspiration for Jewelry Prototype for Exhibition
misquLLazLﬂﬁaUﬁ’JLﬂ%wizﬁu

Surface Coating and Plating for Jewelry
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3(2-2-5)

2(1-2-3)

2(1-2-3)

1(0-2-1)

2(1-2-3)

1(0-2-1)

1(1-0-2)

2(2-0-4)

2(1-2-3)

3(1-4-4)

3(1-4-4)

3(1-4-4)

3(1-4-4)

3(1-4-4)

3(1-4-4)



2. AYDNNANNUNFIN9ETIA WU 31 Yenin

NE231
CE231
WE232
CE232
We@233
CE233
WE234
CE234
WN&236
CE236
We@237
CE237
W&238
CE238
W&239
CE239
NE331
CE331
W&332
CE332
WEi333
CE333
Nel334
CE334
W&i335
CE335

ASTUGULUUNARS o]

Product Prototyping
nIPUILNMTTUFUNEA ST
Fabrication Processes for Product
gINEMTUNGN S uas19assA
Business for Creative Products
NIUNAUINANS UTATI9ATIA
Creative Product Presentation
HansueiUaalng

Thai Wisdom Product
NNS9RNLUUAUAIRONTTY

Design for Craft Products
nagnsSNIsRAIREMSUALAInaNI Y
Marketing Strategy for Craft Products
NN90BNLUULAZNTNARDEE T
Sustainable Design and Production
maaammuﬁmmamﬂ

Smart Design

A5INISHARS Ugiag 9 EuazWINNT S

Sustainable Product Management and Innovation

(Y L3

gsfandnsuaseassAseninlseme
International Business for Creative Products
NANA TRV adS19dITA

Creative Digital Products

ANSOBNLUUNINUIENDUAINA

Digital Illustration Design

3. AYBNATTIANITHUTUA 31U 31 MEAn

Nei251
CE251
Nei252
CE252

N13INUHUGINIEMTURAIMNTTUATNETSA
Business Plan for Creative Industry
N15DONLUULALNISHARLNDWUTUREIEU

Design and Production for Sustainable Branding
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2(1-2-3)

2(1-2-3)

2(2-0-4)

2(1-2-3)

2(1-2-3)

2(1-2-3)

2(2-0-4)

2(2-0-4)

3(1-4-4)

3(1-4-4)

3(1-4-4)

3(1-4-4)

3(1-4-4)

2(1-2-3)

3(1-4-4)



NA253 AN59A9IAUTENDUADAINSUNTEDANTLUTUR 3(1-4-4)

CE253 Medium Composition for Brand Communication

NE255 usstunalawazUszIRmansd s ULUTUAES19853A 3(1-4-4)
CE255 Inspiration and History for Creative Branding

WEI256 AUvaINaNeTInusTsHlugInaseassa 2(2-0-4)
CE256 Cultural Diversity in Creative Business

HEA257 NAENENIIAAINEMTULUTUATAILSTTNAT9ETTA 3(1-4-4)
CE257 Marketing Strategy for Creative Cultural Brand

N&351 NaNN15I8AaA 3(1-4-4)
CE351 Principles of Market Research

HEA352 woAnssuguslaalugnamnssuaieassa 3(1-4-4)
CE352 Consumer Behavior in Creative Industry

HEA353 NAYNSHATNITUIINITANITLUTUA 3(1-4-4)
CE353 Brand Strategy and Management

NE354 nsAeansosAnsdmsuLUTURateassd 3(1-4-4)
CE354 Corporate Communications for Creative Brand

WE355 nsIanIsTeNdnIeslunaInaIna 3(1-4-4)
CE355 Managing Soft Power in the Global market

3. ANABUNYYATIVY/ 18U
3.1 nuadgAne il fvualiSeu ldesndt 30 wihedn Ussnause
3.1.1 Ayniedu twmalvidou S1uau 4 gaie 9w 24 wiefin il
3.1.1.1 ¥A3¥IN15158uF uazn158 9a15lufA25589 21 (Learning and

Communication in the 21 Century)

ﬁﬂwﬁ%miﬁauilﬁaﬁ’wmmmm Arshauluemissed 21 nsldatwlne
Wienishndedeans AnTinsgriuasduaszianiunisalludinusedrfuegreaiiosugia
DONWUURNUNTAMUINITF U UUNINGIRY arunsaissuikaviiauennuiineUsvenaly
wialuladndviale
1p7191 mn’%aui’aﬁaﬂﬁlwmiwﬁ 21 3(2-2-5)
SWU191 Learning to the World of 21 Century

ANaa o A

= a = P Y] Ao & P v
AnvuiAnnsiseuiagiinuenInduluanissen 21 msldmaluladadviaiite

nsleu; nsiwumganssy ala waslyguieunlgymedadiiansuyiu Sisudsdvaiuay
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gonuuuInnsiieusluuningrdevesnuesesgiiidming sudaienennusnlaainnis

SHUIMLAULBIRENATIETIA

U192 nsldnwilngiienisdoas™ 3(2-2-5)

SWU192 Thai Language for Communication**
Anwuagiinutansldnulneienisdoans msfuansuazdsansluaniunisnl

s 9 Ifogedivsvaninmm suinsferumneegnsgndosuasimngaufuuiunmnadeny

AT IRUTITY

3.1.1.2 ya3nAavzn1sldniwdanguii on158 8a15uI1R (Art of Using
English for International Communication)

AnwuarinufUAntsdeansniwisingu Tnewunisils sy n1seu was
NsWguNwIdngy Tugnuzn1wesUsemaluanIunisalangg Nun1siuuRnianIis
nsye o1y waznsileu Tagldnszuiunsidoud de uavmaluladansaumeaiinainvaie

NI ULAZUBNTDIS YUY

U193 miﬁqLLazmivgmmmé’qﬂqmﬁaﬂ’]i?iaa’ﬁaemﬁﬂizﬁm%mw** 3(2-2-5)
SWU193 Listening and Speaking for Effective English

Communication™*

Anwnazinufiinsdearsnwdinge Tnewdfumsilswaznsmaniusange
Tugruzmwisdnsussmeluaniunisaising dunszuiunsdoud de wazimaluladasaume

AVAINNAENI MUBATUBN BT BU

UF194 My uLarNsBBununEinguitonsdoansesediuszavs nwe 3(2-2-5)

swu194 Reading and Writing for Effective English Communication**
Anvuaginuitinisiearsniwsangy Taewdunsenuuazmadeuniumsangy

TugruznmwisnsUszimaluaniunisaleng dunszuaunisioudde uasmeluladansaume

AVAINNAENIMUBATUBN DT BU

3.1.1.3 ¥a3%1 Ue LiNadens (SWU for Society)
Anwunuimminnanusuiaveuvesnuedlugiusnaliasninunin eludsay
nenmLazdIrNAda nsegsindulduludruiidanunainnatenianiudn iunalios

Nas1eassadeay lnaidrlamnuuans1ammanTausssukazn1sanenean1en ddyyives
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Farulng AN RaN8YeIEAINEIAL N193LATIZATMNEIAL LEUDLUSLUIN R AIUNEIANT

A9AARDINULNUUNENISHAIUING B uuDsanUsE1v8 (SDGS)

1F9195 WaLlosaseaTIAdIny 3(2-2-5)
SWU195 Creative Citizen for Society

Anwinisdunadlesiifanufadinainnane LLazqﬁﬁmﬁgﬁﬁ'Lﬂusmgmmﬂ
AMUANURIAIANLNE NSTAIUTINLAAIUNUINLAZAIINTURATEUTDIAULBI LU IuENALTDY

niinunmanglduszaruiinuendeey udsludeuddna nmsdunadewmdianiiviniuuay

9

¥

a¥vassadsny nsegsauiugaulugugdiuasdauldegrumnsauivaniunisel nsaiiu

Y Y

a [ 1Y

FInludeuidaunaInraen1InUAALAT N TAINETTN kagn133ANT sUymIANLTRLES

TudsrumeduAiamenszuiunsAnag1aduszuy

11196 AansuazAaliiensiaundiaueg19dedy 3(2-2-5)
SWU196 Science and Art of Sustainable Social Development
AnwinurAL 1IN 1 TWAILUIDE198 98U (SDGs) UOI89ANITANUTL U1 A
a (3 (2 U d' a é’ d' 1 | A
nmsaanzilymdrutazloniadlunisdesiudgnineraistulusuianiiazdinanonalile
dudsan AnUJUAldnszuruniseantuunsaufatazn1seidymieg1adussuuniu
N3UIUNTINEY anuuulasINsiawi dgynn nsussyndldmalulagadvialunssuiunis
Audayanederumans uaznsaieneauuifansimudnusaznanisaiulasinisinig

MsEnwIAUAIg U UY

3.1.1.4 ¥A3¥IN 1WA nwen1si1unaznisiiug Usznaunas
(Enhancement of Work Skills and Entrepreneurship)

AnwIndnnisdeansiil ansvieusauiy UuﬁugmmmLsffﬂammaal,l,awﬁu

dnwugn1sinauluesAnig LLU’Ja@ﬂ’ﬁLﬁur}Eﬂi%ﬂ@Uﬂ’]i miﬁ’lLauaﬁaai’nﬁﬁﬂmmuamﬁ@

Uselevuaon1svinau mil,ﬂ'jus;ﬂizﬂaumﬂuiaﬂﬁ% A kara59555uTUNITYINIIULALANS

Usenaugsna

UA3197 mi‘vjmLLazmiﬂ’]LauamuLﬁam%‘w** 3(2-2-5)
SWU197 Speaking and Presentation for Careers**
Anwinsldarwideeauazn1wvimidlunisviaus i vl 8 wlvimangay

mumamazlug afnuuisuwlas Msnanazn1siaueis 0T NNRMABILERRY NITuils

MFININTBLLANIANLAAIUDE WA 19ETIA WaUselevtinansusenauatntaznisasiasela
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UAI198 mswssuniougnsvhusazmsduiussnauns* 3(2-2-5)
SwuU198 Preparation for Working and Entrepreneurship**
Anwimsyiaunazdnvaznsiiuduseneunis siudeaiosssud A vates
nvhausansugs ulnsuansunumaua e tuasdanuvuiuguanadilanueauas
faueg1einds nslitasagalumsliesgiardnanesiununmsuitymilunsionuegs
fusvansnmdnenszuiunSeudlasldtymidugu sufsiiugusadulunisyssnouns
LAZNITATIMUTUAIINALAUTUAULEIBE19aT19855A 4asNITUTEITUAMATNUB LAY

I [~
N5UsENBUNTRYINTUUTTUU

3.1.2 Jydan nvualiideniseu 39uiu 1 4alen swulidesnin 6 nuiein
MneeAmrieluil
3.1.2.1 Ya3v130TInfivngaan (Smart Life)
AnwiAnuinaIneimansiazimalulad IeIM1ansaUAIN wATNIEUIUNIS
Souimsdanuilisndesiunsuuiuazegsiniuiundoustiauna Waunauantaz

A0TINT9@519855A warn1sUSUAIludIALnaIn

addaa =

11291 WTIAUNOFUAIN 3(2-2-5)
SWuU291 Healthy Lifestyle

AnwneadUsznouuaznsiagun muvedsau TsalifadedofatungAnsam
nsliFimvesuyudnuistadefiinasoguam arwddyresewns Tnrums uazoanrinds

n1g AMsaenuslnametyInansNAIUINTINTE9ETIA

UFI292 Wemans NyuIdn1TegTINAVALINAoNBE 1 AUAR 3(2-2-5)
SWU292 Science: A Key to Harmonious Living with Our Environment

a

ANWINTEUIUNTNIINGIATENT WENIU T2UUTNAINGT HANTZNUIINAILATEY

MaInerans walulad waznsldnasu Nlne3033n wswgha deny dainaeu 5089

nsUszendldInemansiunsusuiuaregiuivawindenst19auna

UF3293 nsusuiludanunadn 3(2-2-5)
SWU293 Adaptation in the Dynamic Society
Anwrusingmsalnsidsuslamiedsay Jadendeananisuananginssy
[N ¢ & oA v oA Na = % = -
ns3mimiuensuailasmMsiuAunduiienudymludia nszviumsseusLuvdudeuiiioniny

Wla wazmsusuilludsrunainlaegaununzay
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wnewe: - Jarenuivenenansuasmalulad TdeniSewin uem 291 uay uen 293
Tananumivermansaunm TdeniSewin uem 292 uay e 293

Tanannuywermanswazdwuemans TdeniSewin uem 291 uaw e 292

3.2 vuandvuaniz Amualiseulitesndi 80 wuiein Ussnaume

3.2.1 Jyunu AMmualisey 31U 2 9aY1 538 12 wdiefn Usenausig
3.2.1.1 FVWMAUASINNTIUEFNEATIA MUATIUTIN 12 niddeda
naudrunuiiiauduieli Soudanudlalunfnvesgnannsauaiisassd

lunguunidu winduanasaassd wagdyuduazinsoslseiu vinvedeas nsussendldinalulad

ThAauAnauludusznaunsmiluiuenamnssuasneasse

1) YATVIMNUIAFIMNTTUAINETIA
a dyl v dy v Y a v (3 (% d = %
YA I LUUNTYNUFIWAULNTY donlUUNEnTMe Lazdyudiinieslseiu
WellAnd1l95sUUgnaIMNTINATNETIAMININTIN AAUYINYENIIAMTDBNLUY FLATIEN

& v 1Y) I3 a o ¢l ¢ |
wsue wardsegnaldanuslunisasuwusunuasndniueinneulamdnainlugalnl

9aa101 uwdudesdudmiugramnssuaiaased 2(2-0-4)
CCl101 Fashion Fundamentals for Creative Industry*

AINTINGAMNTTULNT U Maenva9le g UnIu 52UVVDIAAIMATINLITY
Faudvuadn nans wazeuialng Ussnnvesiaisusinislasadnauazesdlsenaunedny
ponLuUIAI pausaneil sy SnineAsadostuundy neUszyndeadannudduunidy
dmSugnaMnITNas19EsIA

Overview of fashion industry throughout the supply chain of fashion industry
system. From small, medium and large business types of clothing. Basic clothing design

structure and elements psychology deals with fashion. Application of fashion knowledge

for the creative industry.

9ad102 WIARNTERNLUUNER S el ugna s suas9assa® 2(2-0-4)
CCl102 Product Design Concepts in Creative Industry*

LNAALAT UADUNITEENLUUNARS AT NTEUILNNTASTInINAILAR N15An
WuszuuwagnszuIuni1sAn (Design thinking) A 1UNTEBAKUY IATNEINTITOBAUUY
nseeNUUUNERi T saniuulidennfediUAILABINTYDIGNAN

Concept of product design and mind mapping. Systematic thinking and

design thinking. Psychology of product design in accordance with customers.

42



9ad103 nszuatonvessnuduaziniesUszivlugnamnssnadaass 2(2-0-4)
Ccl1o3 Gems and Jewelry Trend in Creative Industry*
UsgiRmanimesudluazieiosssiu gaatoauioumsaldiniosszdy
UsgLnyiedosussiu mmﬁﬁaaé’mﬁ'mﬁuqmammium%ﬂmzﬁu Wstkaznszualloy wafe
mMsafsuuTUiLazmsaiaUTUlussRAsUTEAU LuTudlATesUszdusEAUlan
History of gems and jewelry. Jewelry evolution of wearing jewelry and
jewelry types. Introduction to the jewelry industry. Trends and popular trend of branding

in the jewelry business and global brand.

2) gadvunugusznaunisin
YA T L IN AU YA 1uA 19T N15AMTIUIAR wazuulIAanIsidu
AusEnaunsivd Ineniunmswseuanunseslviuidnlunisasigsiaaieassa dunsiseus

LY

wsesdlondvia wWinnssuudenau wazn1sewaugsiaegaluszuy

9aa104 MwdangudmivgInaseassa 2(2-0-4)
CCl104 English for Creative Business*

MswadoruAnuaztinauedeliudiedslivana msthiaueranuLazaIAn
N1381udeLALTegIna neanegsnaliaieassA n15lEnadsn1seusieg nseuIAnIIEN1
5379 Uszinnsfnwuaznisiau duiindeany seanunisussy uazseanuialy sinwy
ilensdeansdmiugsiadeainaassd

Convey ideas and present arguments rationally. Presentation of work and
ideas. Reading business information especially in creative businesses using different

reading strategies. Business letter writing. Education and work history memo, minutes

and general reports. Communication skills for creative businesses.

9aw105 AR LNUANAYS URRA NS SUAS 19T A 2(2-0-4)
CCl105 Futuristic Study for Creative Industry*

NSAALTIDUIAR N1TIALNUDUIAREINTUNITAIANITAIOUIAR mmifﬁugmmw
Tansu Wsunsuiiuguuasmaluladadvadwiunsldnulugsieataassd iemiifeitas
fuflugruudenisutunufauglugsiaataassd nsdinwfiiedestugramnssuasnsasse
fuwmeluladudenuuazasuewasan Minvenaduindndewandenisiauiedns

Strategy and planning for future forecasting. Fundamental knowledge for
climate change. Understanding of basic programs and digital technology for creative

businesses. Content related to the basics of blockchain technology. Blockchain and art
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in creative business. Case studies related to creative industry and blockchain technology

with carbon credits. The future-oriented skills to develop organization.

DEH106 anududuszneunsive 2(2-0-4)

CCl106 Entrepreneurship*

Y

unAnLazNguigmsUsznounsinl audnuazuazinueisuduvesiszney
Aan1s nouvesnisiduusznaunislnaludegsia undy a3 osdszdu uagnansusi
fuszneumslmiiodeny BnsSussiavieriaugsiolml umussiauuulaua

Concepts, theory, and skills of entrepreneurship. Theory of entrepreneurship in
business, fashion, jewelry and home decoration. Social entrepreneurship and its applications.

Methods of business initiation and business development. Business model canvas.

32.1.2 3fugiuanan fsualvideu $1uau 1 9edv T 9 wiefn
yantsatiumsaineiugiuanudiladugnamnssuadassddmiuiussnaunmslal
Uszneuseseiniduasunsaduaialalunisesnuuy nmsafanuiAnndndue nsiamn
wusud uaznsidiugsialuuiunuesgpanvnssuadisasse Ineiuredunufnadsassd ns
Managns uazanudlalunssuiumsmegsiadesiu itewdsuarmienlitindnwiaiunn

Rogondn1TIMLILATINNTYIeTINvETaTIATaULBdlAag 19U TEANSA M

HE201 wsstuaalanisesnuuudmiugusenaunisiv 3(1-4-4)
CE201 Inspiration for Entrepreneur
ponluuAdedsstumalanazlseifrans n1sasiusesslunisAnlag

poNLUUNGAA e nsideulesfalsuazausenwuuiumalulad Useifiaans iwiswgia deny
Y aa

wazdausssH sAulUfen1sas1uUsUAdUAIN HlonanEala1NLUIANYeIUTE IRAIEAS LAT LS

JuAaLa

Designing with considerati on for inspiration and history to create narratives
in product ideation and design, bridging art and design with technology. History,
economics, society, and culture, as well as building unique product brands from historical

and inspirational concepts.
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HE202 FINVEMTURUTUALLQRAMNTIUATATIA* 3(1-4-4)
CE202 Business for Brands in the Creative Industry*

VOWHNITUINITTING YENNITNITUTITIANITBIANT ANINLIATOUNNTINUGY
Hadeidnatensduiusiialunnsmvesnusuduasndnfasiavassd Anvuaztiiausuny
qiﬁa%’uéfuimwwmamﬂmmimqmau%maqﬁaﬁm%’uLwiuﬁa%ﬁqaﬁﬁ

Theories of business management, principles of organizational management,
the business environment, and factors affecting overall product creation and creativity are
essential aspects to consider. This study involves formulating and presenting preliminary

business plans derived from the knowledge of business management for creative brand

development.
HA301 sEUUBnmgdmiumsiinsesigsiae 3(1-4-4)
CE301 Expert System for Business Analytic*

a = ¥

AnsmwarunumveslaauseugdmsunsiiaTesissia maseusineaiu

%9 9

a

nsttinelulaglyyiussivglunsisisideyagsna YseifanuduniwazaudAyues
JayauseAvsfidnansenudegsia msldmuannsowazdnenwestyauseivgluns
dodula wadalunslddyyiusedvsdmiunmsmanisainadnslusuianiiazainen
IawSeulunsudstulunann dedrinvesdyqiuseivg wavnssnwenududiuiivesdoys
The overview and role of artificial intelligence for business analysis. The
utilization of artificial intelligence technology in analyzing business data. The history and
importance of artificial intelligence impacting businesses. The capabilities and potential of
artificial intelligence in business decision-making. Techniques for using artificial intellicence
to predict future outcomes to gain a competitive edge in the market. Limitations of

artificial intelligence and data privacy.
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3.2.2 Fven Muualisey 59 49 wihein Usznaume
3221 Avnantedu dmusliiFeuainnguiviien s 40 wbedn fall
3.2.2.1.1 nguAviendgudiuaziaIasusziu
1) yadvranuduusznaunisadieassdlugaamnssus yudiuaziad sassfu
(Creative Entrepreneur in Gems and Jewelry)
yaduisauliFoudarud arudila waevinudunmaduiusznounadeaiaassd

Y Y

Tugnamnssudyudiiaziasoszau Tgldun1sysanIsuuIARMIULIANTTY 98NLUUNITAATN

[ Y

NMIUIMTINNIIEINT waznsimwinvenisdudusenaunisadelvd iiewTou anundoul

a Y I sala I a

AL 3EUANTNATNATIANAR AU NTlLAA LAY wazanansouteiulalumanidlunazsinsUsyima
Nei211 MI0BNLULASBIUTERUMERUTImes 2(1-2-3)
CE211 Computer-Aided Design for Jewelry

nseenuuULAIBIUsERUMeRaufinnes nsldieestle 3 iR dwsunisadiadu
N15a5193UT N N5as193Unse 3 87 Msdaudagunss Msad1eituRe MadaueneenLUY
3 §f AuayTandildlunininaue mlnnwilazaeauuy 2 17 dmdumsadrawvudu 3 77

Jewelry design using computer programs. Using 3D tools for creating lines.
Shaping creating 3D shapes, modifying shapes. Creating textures, rendering colors and

materials for use in presentations. Analysis and removal of 2D models to create

3D models.

N#212 NN59BNUUULAZN1SKAAASBIUsERUMERaUInD S 2(1-2-3)
CE212 Computer-Aided Design and Manufacturing for Jewelry

NN58ENLULLALNNIHART UUAS BeUTERUIERRLRIADS d1mSunsasIadu
nsa¥1egUIng Msadagunss 3 R madaudasgunss nisadieiiuia msadadedodiniy
dutsgnautusu msdaesnw AuasTagiflflunmsdiauedmiunsdslussuugnainnssy
AT ANTRSTUUNNSKER wazaalaeadelunislday

Computer production design for creating lines shaping. Creating 3D shapes,
modifying shapes texture creation. Creation of joints for components, simulation of
images, colors and materials for use in presentations for industrial production. Suitability

of production pieces and safety in use.
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WE213 maviduuuUIIesUsERUING 1(0-2-1)
CE213 Jewelry Wax Models

maviduuuuedssUssRunddedonazaeuiianed n1sldiedestiontstusy
nsUSULsUNSHuLUULING Ussnvmeaiandildlunistiugy nisemadeuuasYaiduey
\esUsziuwaNG

Hand and computer wax jewelry prototyping. Using molding tools.

Customizing the shape of wax prototypes. Types of wax used in molding. Inspection and

measurement of wax jewelry pieces.

N&214 weluladnsvaedmsulssnuaiesusedu 2(1-2-3)
CE214 Casting Technology for Jewelry Factory

nMsnaewnieasziu msldiaTesdlegunsaldmiunvaeindessyiu sanuuy
fruymaduinlany Ussinvvessns mseusns autivesiiou vdnmsiaduiiou msviiissiyu
NIINADIU LLazmimwaauqmmwﬂwmwéaL‘ﬁ@ﬂé}’u

Jewelry casting. Using tools and equipment for jewelry casting. Metal stem
design, types of rubber, rubber curing, properties of waxs. Principles for installing waxs.

Plaster mold making, casting work, and basic inspection of casting surface quality.

WA215 msiladnSoundesUsziu 1(0-2-1)
CE215 Jewelry Setting

nstlsfieund osUsedulugnaimnssy Ussiannnsiledud nsilenune
nnsilertu nsilslivan nsilsaen nistlauuumaiindugs msusediusussuassianassdmiy
nsisliliannumsnzay

Industrial jewelry inlays. Types of gemstones. Prong implantation, cover

implantation, oval implantation, insertion implantation, advanced implantation

techniques. Evaluating the appropriate shape and type of gemstone for implantation.

WE216 1A59IUMTUIINSIANTSTINALATasUTEAU * 3(1-4-4)
CE216 Jewelry Business Management Project *
a ¢ v a o = M o = s
mi'gLm’]wmimaLLazLLqumqiﬂ%aﬁgumLLazLﬂiaﬂUimu N3d0a15IUBIANS
AITINUKUIY NTIATIZALazU 2N NUIMTNUYAAR N59ANITUTEEIUNULNS 1T
Towmalulagunlglun1suins nmseeniudvueduAAIoIlsEiu
Analysis of trends and trends in the gem and jewelry business. Organizational

communication, work planning, work analysis and evaluation. Personnel Management Fair
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coordination management. Using technology in management. Setting up a shop selling

jewelry products.

2) ya3vianudugusznaunissyudiuasialasUsziuatniiean (Professional in
Gems and Jewelry Entrepreneurship) 11 #uq8na

yaTvrdyudunstaudnenmaesiFoulviiang armdala uaginueidedn
Tumsindugsfasyuduanaiesssduagaiioarin asourquisuinssuiunisndn n1sdans
530 MyAATIzsinann Msasyarnliiuaudn Tuauiamsnaununagnsmsiulavesgsia
fislusedu SME uarsedugnanmnssy neiiun1sufiiade melinsesinsddne uaznisSeoud

¢ v Y] = X Y]
"\]’]ﬂﬂﬁgaUﬂqimmiﬂsﬂ@\w‘ﬂLGUEJ'JGU'WEUIULL’JWN@@@JWLLaSLﬂi@ﬂﬂi%ﬂ‘U

Ne217 fugutanenansdmsudyuduasiniesuseiu 1(1-0-2)
CE217 Fundamental of Materials Science for Gems and Jewelry

Ussinnianueaaiesseiu Tavy wiiln Indwes wazaoulndn nsldusslovd
Y993an auURveIiann19an1enINn N1ena N1uAll LAZYINAIIUTOU ANTANINNIEAINLAY
uaswessayudl uinnssuvesiandaassluiniosUszdu nsiind laseains audh uazuinnssy
npfiansnsnanedassyiululssnu

Types of jewelry materials: metals, ceramics, polymers and composites,
uses of materials. Physical, mechanical, chemical and thermal properties of materials.
Physical and optical properties of gems. Innovations in alloy materials in jewelry, color

formation, structure, properties, and innovations in jewelry production techniques in

factories.
HE218 Wugugrindayudiiondn 2(2-0-4)
CE218 Fundamental to Professional Gemologist

nslfiedasdiofiugrulunmsduunaianaoy nquuszsavmaseiivlusauas uas
WapuNukas LagAdaisaudAnIataEnIanNIgnIn AMUNITINEIRUAMNAITNLAZYAAIUEY
Saudidanuarein & madoselu wasinth msfifsaiuuuuuiaenindesylunase

Using basic tools to classify gemstone types. Group of semi-transparent
gemstones and opaque gems. Characterization of gemstone for optical and physical
properties according to the 4C's quality assessment principles. Shape and style of

gemstone cutting.
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NE219 MsnanTuNUAsUsERUIN TandluAa 2(1-2-3)
CE219 Upcycled Materials for Jewelry Making

v

Fanenlafa nsldusslevidandnlafa nsihiagsnladauildlunisesniuy
13 esUsedy nsvLIunsHAnT uglied osUseduneanudieiie nsiiuyan1aTosUsEy
msiauegULUUIASssiun TandluAa

Upcycled materials, Utilization of upcycled materials, Using upcycled
materials in jewelry design. The process of making costume accessories by hand. Increasing

the value of jewelry. Presentation of jewelry styles made from upcycled materials.

Nei221 ﬂ’]isﬁugﬂ‘?}jﬂﬁuLﬂ%@ﬁﬂiBﬁUﬁl’mmi@aﬂLL‘U‘U 3(1-4-4)
CE221 Tailor-made Jewelry

mawiewedosile nsliiaosdiogUnsaldmiumstusuindesseaulnaieis
ANUaDnAE ma%ugﬂLﬂ?IENUizﬁ'UImEJmﬂﬁﬂmwaamIammau N3R4890 N153Alany
n133ugUvie nsharnatsuuiialave n1sougou nndenlany uaznisuss Tadalans
é’m%’umssﬁugﬂLﬂéaQUigﬁummﬂHaQﬂquﬁa

Preparing tools. Using tools and equipment for jewelry making with safety
regulations. Jewelry forming using alloy melting, wire drawing, metal rolling, pipe forming
techniques. Making patterns on metal surfaces, annealing, metal welding, and metal

polishing for jewelry molding according to actual designs.

HE222 lassnumdivddiannsednddmiuguszneunisiniosseau 3(1-4-4)
RGN
Y
CE222 E-commerce Project for Entrepreneur in Costume Jewelry*

nsnatneaulal a5usssulunisviedumteaulal n1sTANISIAN BN15UNE

1131959719050 UNBN1TIAVIFUAT N1TUTMITIANTITNINGRUNIUNITAT N1TTANTLIT VY

(%
a A ¥

unanWasuAIva Lien1svwesulal n1sdnvindydilew

Online marketing. Ethics in selling products online management for sales.
Negotiation for product procurement. Trade supply chain management. Organizing

storefronts on digital platforms for online sales. Basic accounting.
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3) 1;61"3611'1msLﬁuﬁ'n&memwciﬂsznaumsé'zyuaiLLamﬂ?aanzﬁu (Empowering
Gem and Jewelry Entrepreneur) 18 #iagna

yadwmdatunsianiuazenssfudnenmuasusznounslugnainnssududuag
in3esUseAulviannsnuiufuasudsiulilugaiasugioaiassduasAdva Tnonunsiaiuaing
psAANIUUTANTIN MIUIMsTAN1sesAe eenuuuRTiondnual msmangalmi saudanns
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Ha311 mMyiseisaudiiionngaannsy 3(1-4-4)
CE311 Gem ldentification for Industry
msduunnguwaseviialusauas Tssdla lnsussiandmidfinulunasssssma
msdendenasenianisdn msldiadedonsdyudmansdmsunissiuunnasy n5iAsz
wavduundnudiifenlugnamnssy audfmedyud msUszsidununwmassiiienianiudn
Classification of translucent and transparent gemstones by type of inclusions
found in natural gemstones. Naming trade gems. Using gemological tools to classify

gemstones. Analysis and classification of gemstones popular in the industry. Gemological

treasures. Gem quality assessment for the manufacturing sector.

NE312 N15UsEUAMNINNYSLNBN1ARREIVINTTY 3(1-4-4)
CE312 Diamond Grading for Industry
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Basic knowledge about diamonds. Evaluating diamond quality according to
the 4Cs using basic tools. Reading the report card. Classification of diamond quality

improvements synthetic diamonds and imitation diamonds. Basics of diamond cutting and

appraisal.
HE313 QREVEERG VR FGIHET RGN 3(1-4-4)
CE313 Precious Gemstone Appraisal

N15TUUNNABYYAATGS NABYTN N IUUTUUTIAUAINUAENABEFUATIEN
N3USEUgUaNUANINIEAINLAENIMEY ATEUIUNTALATIERLATUTUUTIAMA N NEBY

M5UsTINAMANNADEYAAES
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Classification of high value gemstones. Gemstones that have undergone
quality improvement and synthetic gemstones. Comparison of physical and optical
properties. Synthetic process and gem quality improvement. Evaluating the quality of

high-value gemstones.

NE314 wsatumalanisaeiunuuiniosUseRuiiiednuans 3(1-4-4)
CE314 Inspiration for Jewelry Prototype for Exhibition
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Jewelry prototype design and production, covering concept development,
design for manufacturing, CAD modeling, 3D form creation, joints and surfaces, material
and color simulation, cost analysis, and evaluation of design suitability and safety in

industrial processes.

NE1315 MIyULazIAdRUR AT DI TEAY 3(1-4-4)
CE315 Surface Coating and Plating for Jewelry
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Jewelry plating and surface coating in jewelry industry. Type of chemical
coating. Factors influencing surface plating. Surface coating using enamel technique.
Physical and chemical coating processes. Testing the concentration of plating solution.

Calculating the cost of surface plating.

WEI316 TasanudnnannanuedsUseiu 3(1-4-4)
CE316 Jewelry Exhibition Project®

N15YIUINTTANS Vnwe wagUszaunisalvessiSeuluniseaniuunay
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Integrating students’ knowledge, skills, and experiences in jewelry design
through the development and presentation of a creative project. Students will engage in
a systematic design process to conceptualize, plan, and produce a collection of jewelry
pieces for exhibition. The course emphasizes project planning, creative execution,
exhibition design, visual presentation, and professional communication. Students will also
gain experience in receiving and applying feedback from instructors, peers, and industry

professionals to improve both their work and presentation skills.

3.2.2.1.2 NGUAIYNBNNANAINAT19E55A
1) gagmesumalulagoanuuundndue Mvualiseu 11 viiein
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NA231 ASVUAUBUUNANN N 2(1-2-3)
CE231 Product Prototyping
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The process of creating products using metals, ceramics, and polymers in
the industry. Practicing shaping plastic, rubber, films, adhesives, fibers, polymers,
laminates, basic technologies, and essential methods in product shaping, and presenting

conceptual work by specifying materials.

WE1232 ﬂixUﬁUﬂﬂﬁﬁugﬂwﬁmﬁm% 2(1-2-3)
CE232 Fabrication Processes for Product
Tssadanarnstugunanduriuarussgturiantan Tagisdisasy Yagliveda
1095 WaE3n 51} nIgAwgnin AR WATNNTUNAUDNANULUIAAK U TAVUA TR
The structure and fabrication of products and packaging using various
materials, semi-finished materials, particle board, real wood, plastic, plastic wood, paper,

printing, and presenting conceptual ideas through material selection.
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HEA233 gsnadmSuNanueiasasse 2(2-0-4)
CE233 Business for Creative Products
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Theories of business management, principles of organizational management,
the business environment, and factors affecting overall product creation and creativity
are essential aspects to consider. This study involves formulating and presenting
preliminary business plans derived from the knowledge of business management for

creative product development.

NE234 NTUNAUONANS UNAT1IETIA 2(1-2-3)
CE234 Creative Product Presentation

maUszendldlusunsuneuiiumes 2 15 wag 3 48 Tunsiauendndueiasassa
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Application of 2D and 3D computer programs in presenting creative products
through the creation of diagrams, illustrations, and presentation drawings that are suitable
for the concept or purpose of the presentation. Presenting work for sales support or

promoting new products.

HEA235 1ATUDRNRUUNENS eIas 9T 3A* 3(1-4-4)
CE235 Design Project for Creative Products*
mseenuuUHAnfaTiaasAmsnguimneifvuely negouliderimue
visetedninvesmityssRafildsuneumnedmiuimuANTeUYBINITEBNLUY NMIKER NN5UNY
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Creative product design with specific target groups in mind, with students
using specifications or limitations provided by the business unit to define the framework
for design, production, sales, and presentation of product prototypes. Skills training in
plastic, wood, metal casting, and other materials, using tools in the laboratory, laser
cutting machines, 3D printers, CNC machines, surface treatment techniques, and model

making.
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HEA236 ARl Usyanlng
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CE236 Thai Wisdom Product
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Studying the concepts of Thai wisdom product development, analyzing the
strengths of communities, to incorporate indigenous knowledge into the development of

products for home decoration lifestyles.

Ne237 NNF9RNLUUAUAIRONTTY 2(1-2-3)
CE237 Design for Craft Products
n15eonkuUNdndusivesnnua st 1usduuulnddlsmadanuinanssy
Yanyieadiu nsvurIUNSHANYIRsdU Nayvioudssndnunivewaniamiine
Designing new-style home decoration products using traditional
craftsmanship techniques, local materials, and locally sourced production processes that

reflect the uniqueness of Thai products.

HE238 nNagNsN1sAAINEMSUALAINNTIY 2(2-0-4)
CE238 Marketing Strategy for Craft Products
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Marketing strategy for design, analyzing product market demand, market
structure, product competitiveness, distribution channels, product distribution, and

marketing promotion. Presenting the work as part of the product design strategy.
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WNe@239 ﬂ’ﬁaaﬂLLUULLﬁ%ﬂWiwamaﬂlﬂﬂé]ﬂau 2(2-0-4)
CE239 Sustainable Design and Production
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Sustainable design by selecting materials, production processes,
technologies, and waste disposal methods that are environmentally friendly. Product
manufacturing theory for home decoration that considers greenhouse gas emission
standards originating from the production process and the choice of materials that align

with carbon credit calculation policies.

Ne241 1AT9ULEBNUUUYBIANUAITTL 3(1-4-4)
CE241 Home Décor Product Design Project®
N1998NLUUHANA I TINAUHUTENITAIUAIINABINITVOINAIA ToIAIN
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Designing products in collaboration with stakeholders according to market
demands, constraints from entrepreneurs, assessment methods, and data analysis to

produce home decoration prototypes.

3) YAIVINTIANITININAANUNEF19855A Amualisey 18 Miefn

msauauAnanuduiussnaunisivi enisdanisgsnadmsundndnsiassassa

NE331 N9NLUUTIYIERaA 3(1-4-4)
CE331 Smart Design
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Smart design theory involving the application of artificial intelligence, digital
technology, material innovation, and manufacturing techniques, to address and solve

contemporary lifestyle-related issues, to create new experiences for users of functional

and decorative home products.
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NA332 MsSansHan ST eg98 Eutaz LNy 3(1-4-4)
CE332 Sustainable Product Management and Innovation
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Sustainable product management involving the application of innovation
and digital technology, the selection of environmentally friendly materials, manufacturing
methods, and technologies to conserve resources in sustainable design and production,
presenting sustainable management concepts.

(Y &

HE333 gsfandnsuasassAseninelseme 3(1-4-4)
CE333 International Business for Creative Products
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Basic concepts and theories about international trade. International
economic integration. Environment affecting international business. International Business
Regulations Tax benefits customs clearance. Documents related to import-export, study

of import-export strategies. Marketing management. Production for international trade

and case studies.

&334 NN S UNAINAAT19ETIA 3(1-4-4)
CE334 Creative Digital Products
N5ONWUUAINUTENBUNTITN BDNLUUATKSAWES wazeDnLUUNINAG oulr
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Designing graphic illustrations, character designs, and basic motion graphics
using computer software in both 2D and 3D, for subsequent distribution on websites or

applications.
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NE335 AIRDNLUUNINUTENDUAING 3(1-4-4)
CE335 Digital Illustration Design
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Organizing visual elements, creating artistic works for marketing and
presentation on online media, distribution channels, and sales methods, evaluating

performance through actual sales on websites and online portfolio showcases.

HNE336 IATINUANSUUIANTTUNAR A Buaas 9 IA* 3(0-6-3)
CE336 Senior Project for Creative Product Innovation*

M3uat dvuatlamide wazmseenuuunmaaes MAlTzideyaRety
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Research, define research problems, and design experiments. Analyze data
related to creative product innovation issues and compile reports that are useful for the

profession and national development.

3.2.2.1.3 NFUIVUBNNTIANITUUTUA
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He251 NINUHUGINIdEmMTUERamMNTTIAT9ETSA 2(1-2-3)
CE251 Business Plan for Creative Industry
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Creating a business plan by utilizing the Business Model Canvas, evaluating
feasibility and break-even points, formulating, and strategizing marketing activities, and
presenting a product sales plan.

WN@252 ﬂ’ﬁa’aﬂLLUULLﬁ%ﬂWiNﬁ@Lﬁ@LLU?Uﬁgﬂau 3(1-4-4)
CE252 Design and Production for Sustainable Branding
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Create a sustainable brand by selecting materials, production processes,
technologies, and waste disposal methods that are environmentally friendly. Product
manufacturing theory for sustainable brands that considers greenhouse gas emission
standards originating from the production process and the choice of materials that align

with carbon credit calculation policies.

NA253 A59MBIAUTENBUFDA NS UNTADAITHUTUR 3(1-4-4)
CE253 Medium Composition for Brand Communication
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Organizing visual elements, creating artistic works for brand communications
on online platforms, distribution channels, and sales methods, evaluating performance

through actual sales on websites and online portfolio showcases.

N&254 1ASINUAS9ERR N WAL UTUAAS 19ETTA* 3(1-4-4)
CE254 Creative Brand Identity Project®
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Overview and steps in drawing 3 D presentations to visually showcase
projects. Through practical exercises and guidance, students will learn to effectively utilize
3D modeling software to bring their brand concepts to life, including the skills to craft
dynamic visual presentations that enhance the understanding and impact of their creative

brand and product projects.

2) 4A3%1 Cultural Integration in Branding fAmualiseuduay 11 widiedn
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NA255 w5eTuUAalawarUse IRAIENTE NS ULUTUAAS19ASIA 3(1-4-4)
CE255 Inspiration and History for Creative Branding
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Designing with consideration for inspiration and history to create narratives
in product ideation and design, bridging art and design with technology. History,

economics, society, and culture, as well as building unique product brands from historical

and inspirational concepts.

HEA256 ANNAINAIENITINUs TNl UgINET AR 2(2-0-4)
CE256 Cultural Diversity in Creative Business*
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Basic concepts and theories about international trade focusing on cultural

diversity. International economic integration. Environment affecting international business.
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International Business Regulations Tax benefits customs clearance. Documents related to
import-export, study of import-export strategies. Marketing management. Production for

international trade and case studies.

HEA257 NAENENIIAAINEMTULUTUATAILSTTNAT9ETTA 3(1-4-4)
CE257 Marketing Strategy for Creative Cultural Brand
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Marketing strategy for designing, analyzing product market demand, market
structure, product competitiveness, distribution channels, product distribution, and
marketing promotion of cultural brands. Presenting the work as part of the product design

strategy reflecting cultural uniqueness.

NE258 1ATINUNRILILUTUARER AT TG TTU* 3(1-4-4)
CE258 Cultural Product in Brand Development*
mseenuuUNARSamisULuUlmisemelanuinanssy Sanyiesdiu nszuiuns
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Designing new-style home decoration products using traditional
craftsmanship techniques, local materials, and locally sourced production processes that

reflect the uniqueness of Thai products for creating brand identity.
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NE351 PANNITIVYAAN 3(1-4-4)

CE351 Principles of Market Research
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A foundational understanding of research fundamentals, including the types
of research, methodologies, research design processes. Synthesizing and summarizing
secondary data sources. The process to develop a research proposal. The goals and
objective of studies, as well as techniques for data collection, data analysis, writing a

research paper, presentation.

HEA352 NORANTIUEUILNALUEMANYNTTUATIATIA 3(1-4-4)

CE352 Consumer Behavior in Creative Industry
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Theoretical and conceptual foundations of consumer behavior for
understanding the characteristics of consumers for creating a competitive position in the
creative industry. The major viewpoints of how consumers make decisions and the factors
influencing their decision-making processes in acquiring, using, and disposing of products,

services for developing and implementing effective marketing strategies.

HE353 NAgNSLAZNITUIMTIANITHUTUA 3(1-4-4)

CE353 Brand Strategy and Management
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The overview, concepts, and theories of brand management that essential
for fostering sustainable practices in businesses. Advantages of establishing a sustainable
brand. The evolution and history of branding theory, emphasizing its integration with
practical applications, including planning, executing, and assessing sustainable branding

strategies, addressing associated challenges with the consideration of involving factors.

NA354 NN5EDENTRIANSTANNSULUTUAFS19ETIA 3(1-4-4)

CE354 Corporate Communications for Creative Brand
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Fundamental concepts, principles, and elements of corporate and brand
communication. The significance of corporate reputation for creative brand, including

planning, creating, and executing corporate communication strategies while fostering

efficiency evaluation associating factors, problem-solving, and decision-making skills.

HE355 nMsInnIsTeNdNIINes luRaInaINg 3(1-4-4)
CE355 Managing Soft Power in the Global market
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Overview of soft power and related concepts in the international market.
History and differences between soft and hard power. The interconnection between soft
power and customer perceptions, behaviors, preferences. Nation’s and city branding to
establish a unique position for countries and provinces. Adoption of cultural capital to

create soft power.
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NA356 TASIIUNNTAT U UA LURAIREING* 3(1-4-4)
CE356 Global Branding Project*
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Marketing management theories and concepts for setting product, price,
place, promotion strategies. Decision-making, marketing communication, and control,
management for accomplishing the organization and creative brand goals and objectives

for the most effectiveness and efficiency; the administrators’ ethics and social

responsibility.
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WE361 mﬁué’uuwmémﬂisﬁuﬁugaé’wmmﬁama% 3(1-4-4)
CE361 Advanced Computer-Aided Prototyping for Jewelry
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Jewelry design with computer for casting and prototype in manufacturing.
The polishing of prototype after wax injection.  The analysis of advantage and
disadvantage of recent technology comparing to traditional one. The study of prototype

from manufacturing and limitation of design for production.
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HE362 mMsmsaseUNsTandmniuLAdosU e 3(0-6-3)
CE362 Materials Characterization for Jewelry

mMsinUf AT e audAvesutanssuneian i ldlugnamnssusyuduas
wRowsziy matszgndliadestieTienesitugdumsiinnsvmlasaiiagania lassadamdn
aulifiBauas audRideng Snvaeiuivesiay

Practice in analyzing innovative materials that are used in gems and jewelry
industry.  Application of advanced tools in analyzing microstructure evaluation.

Crystal structure, optical properties, mechanical properties, and surface of materials.

363 Msdan1snIsKARATosUsER 3(2-2-5)
CE363 Jewelry Production Management

NaNN13waEnaulun1sUTNITIANITNITHEN N13IURULATINIG NITITIHY
NiNeINT LLazmiaNLLNuﬂaE;Vlﬁ‘ﬁmimzmumimﬁm mw‘%mamquyﬁa NITINUAIR
NITHANNITINMHUNITNENTIN N15UTMITTEULlaTannd wasn13usNITNTHeINTUY¥e
mMsanduuiaziindnenwlunsuedy dnufoAnisuimsianisssiadasmiedyuduas
\3eUsEsu

Principles and theories in manufacturing management. Project planning,
human resource planning and strategic management in production process.
Waste management, enterprise resource planning, logistics management and human

resource management. Cost reduction and increase competitive advantages. Practice of

business enterprise as dummy company in gems and jewelry business.

N&364 TangAneimenimdmiunsosUsyu 3(2-2-5)
CE364 Physical Metallurgy for Jewelry
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Types and structures of crystal of metals.  Dislocations reflecting to
properties of metals for jewelry production process. Microstructure and phase relations
to production process. Mechanical properties for manufacturing. Technology of

production in industry. Fire assay and percentage of alloys characterization. Refinery
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process. Case studies of innovative metals that can be applied for jewelry industry in

digital era.
NE365 weluladRanddmsusyuduariadasusesu 3(1-4-4)
CE365 Physics Technology for Gems and Jewelry
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Study of physical properties of gemstone or precious metal that related to
plasma, radiology, vacuum system, and atomization. The use of technology to improve

quality of gems and jewelry for value-added purpose.

HA366 wediannnyisyudieindosiledug 3(2-2-5)
CE366 Advanced Instruments Techniques for Gem Identification
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Principle of advance instruments for gem identification. Apply suitable
advance instrument technique to identify gemstone’s origin and treated gemstones.

Interpret and analyze data retrieved for gemstone reporting.

NA367 MsnsavaeusyudlunssuIuNHAMAS0IUsEAU 3(2-2-5)
CE367 Gemstone Characterization of Jewelry Production
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The course explores the gems appraisal using standard instruments such as

a loupe. The students learn about the color master set, principles of gems appraisal

according to the origins and gems market, and evaluation of rough stone for value added

cutting.
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NE368 NISAUAINDATETNAUDYUULAZIATOIUTZAU | 1(0-2-1)
CE368 Independent Study for Gems and Jewelry |
nsfnwiAunitegedasluiidenaulanieglinisauavede1asdnuing

(Y d

Tnegjafumsiinsgsiuualiimagsie Sansssu welulad wienseenuuuiiinitesiusayud
uazlASesUsziu ienenseunuAavioutmslunsiammauluddudal

Independent research and analysis of topics related to Gems and Jewelry
industries under the supervision of a faculty advisor. Emphasis is placed on trend analysis
in business, culture, technology, or design to formulate conceptual frameworks

or development directions for future prototyping or project-based work.

NA369 NSAUATIBATZN NP IUS YUILaZIATIUTEAU | 1(0-2-1)
CE369 Independent Study for Gems and Jewelry |I
= 1Y Y o a wa v v a1 A = 1 Y a 8 o v
nsAnwAuAI SRl eNsallawInnsfnwAuaidase 1 nieRate
Alasunseudd Taeysiunmsimuaraisrunuundndaeivieusnsastlugnaimn sy dyual
LazLATRIUTEAU NIUNTZUIUNITODALUY NIREDU LLasﬁﬁLauamEﬂéfmi@LLasanmmséﬁU'?ﬂm
Students develop a prototype of a product or service in the Gems and

Jewelry industry based on prior conceptual work or an approved proposal. The process

includes design, experimentation, and presentation under the guidance of a faculty

advisor.
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NE371 PONLUUNTARENSTaRTIAY 2(0-4-2)
CE371 Multimedia Communication Design

nsAnwwazidesadumalulagasaumaniussynd liun15enkuunIg
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Studying and applying modern media technology to communication design
for creative work. The process of creating visual media, audiovisual arts, and various media

today.
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HNEA3T72 nsaLImalulagniseanuuy 2(1-2-3)
CE372 Technology Based Design Development
NENNITNTLUIUNITILATIB LU UUUUTYINTS N15as1euszaunisal i
Yoyavueilvg) (Big data) MsdaaneviduluUioRa e vassATimalulad vuaie
Principles of the analytical process in an academic format. Creating a shared
experience using big data to synthesize prototypes and develop creative work through

modern technology.

EA373 NAUATDATEN A UNANAUNAT9ATIA | 1(0-2-1)
CE373 Independent Study for Creative Product Industry |
mMsAnwduaitedsdasslumideiiaulanisldnisquaseserarsdivsnu
Tngsafumstiesgiuualiunisgsia Tausssu nalulad wIoniseonuuuiiisatosiu
NAnSuaiaeassd WoenseukwRaviowumslunsiamanuluddudaly
Independent research and analysis of topics related to creative product
industries under the supervision of a faculty advisor. Emphasis is placed on trend analysis
in business, culture, technology, or design to formulate conceptual frameworks or

development directions for future prototyping or project-based work.

NA374 NNSAUAIDATEN A UNAN A UTNAS A TTA | 1(0-2-1)
CE374 Independent Study for Creative Product Industry |l
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This course emphasizes practice-based independent study. Students
develop a prototype of a product or service in the creative product industry based on
prior conceptual work or an approved proposal. The process includes design,
experimentation, and presentation under the guidance of a faculty advisor.

]
a d

YAIYIN 3 AUTIYIYAIUNITIANITUUTUA
YAy LtunIsimLIANkasineAuNassuasdanisuusueg 1 lu
JEUU ATAUARUNITINNAYNS NITHRAITUUTUA N1TOBNRUUBRANYA! N1TINAMNULLUTUA LY

AN WAZNITUTMIAMATLUTUALLUUSUNTDIQAAMNTSUAS19ETIA

67



WE375 NSUTMTHUTUATNTURUAMINT 2(2-0-4)

CE375 Brand Management for Luxury Products

12 =)
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Building a brand in a rapidly changing context. Creation methods and
conditions affecting brand creation. The importance of maintaining a brand. Marketing
strategies that affect the creation of new brands, especially creative businesses and
businesses that use technology and innovation in production and design. Brand value and

evaluate brand value Specific needs from specific consumer groups.

WE376 ganedyuduaziniosefuseninaseime 2(2-0-4)
CE376 International Gems and Jewelry Business

wuAnuagnguiilesiuisafunisdiseninassma nssmngumaasegie
sewinaUseme anmiadendifinanssnuregsnaszninessina dotidununugnTzning
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Basic concepts and theories about international trade. International
economic integration. Environment affecting international business. International Business
Regulations Tax benefits customs clearance. Documents related to import-export, study
of import-export strategies. Marketing management. Production for international trade and

case studies.

HEA377 wiAlulagdmsugsieasneasse 2(2-0-4)
CE377 Technology for Creative Business

unumvesvalulaglugsfieasieassd Uszifianuduniuazniswauives
welulaglugnannssy fuguisfuedaeudnneslugnamnssuaiisassd wiifives
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Overview and the role of technologies in creative business. History and
evolution of technology and its applications in industries. Fundamental of semiconductors

in businesses and the creative industry. Key applications of semiconductors in ranges of
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devices impacting industrialized revolution. Impacts of technology adoption in brand

building.

HE 378 UFtRnmsdamuitoviaunuusud 3(0-9-0)
CE378 Social Lab for Branding development
MsUfURMuT AU UsEneunsluguruosduesing mstuuiAnves
nsuUimMednnis wanagvsuusudluld msuudiaendnuaivomantasiuBiiolneriuns
doansuusuddUsEAnsam msfinsuAsafuauAIveILUTUs B3AUTENEUYBILUTUA
madenlosuusud Ingldnmsiiduimuaruszaunuiualuiesiu waggusznounmsyuvy
Engaging in the work with the entrepreneurs in local Thai communities to
implement the concepts of brand management and strategy to emphasize the
uniqueness of Thai craft products through effective brand communication. The social lab
includes the considerations relating to brand equity, brand elements, brand associations

by engaging and coordinating work with the locals and entrepreneurs in the community.

HA3T9 AINTINULNIZNITASILUTUA 3(0-9-0)
CE379 Branding Incubator Camp
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M3 MsiauekuAnsetinawyu vsevinueaudugi

An intensive program aimed at instructing specific skills, knowledge, or
competencies relevant to branding management and entrepreneurship operations. The
branding camp is designed to provide practical, hands-on learning experiences with the
tools and techniques required to succeed in branding, startup development, marketing

strategies, financial management, pitching ideas to investors, or leadership skills.

HA381 Inuansduidmivgsnaaseasse 3(0-9-0)
CE381 Exhibition for Creative Business
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An experiential branding development program designed to allow students
to practice exhibiting their brand derived from the previous subjects in professional
manners. This simulated an exhibition that requires strategic marketing communication
which includes the construction of branding strategy that strengthens brand equity.

Students will be engaged in the actual presentation of the brand.

HE382 NFITedMTURATNTTUATIETIA 3(0-5-4)

CE382 Research for Creative Industry
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The initial research practice in the context of creative brand aiming to
develop the research skills of the students, including the development of research
proposals, the analysis of both primary and secondary data, data collection, data analysis,
and presentation of findings. Feasibility analysis of the current market trends to identify

gaps for managerial decision-making contributing to brand building in creative business.

NA383 ﬂaq‘wémiﬁamimmmmLL‘U‘UU“imﬂmi 3(2-2-5)
CE383 Integrated Marketing Communication and Strategy

ndnnsuaresdUszneulieaiunagnisdealsnisnain Tudun1sInsuny
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Principles and components of marketing communication and strategies;
integrated marketing communications planning and processing; application of traditional
and modern media, Development of channels of public relations and advertisement and

product distribution, including ability to development marketing communications

especially in Development of brand image and personal branding.
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HE384 UAoNUdMSUTINEs19EIA 2(2-0-4)
CE384 Blockchain for Creative Business
ATmunisuaznisuifveanaluladudemay syuuiiAvesudonau 53U
fnakazszuuvesudaawy 3.0 vdoruiunisuidymilungugsiavuinnalawazauing oy
TssassiiugiuedaniafoutiuazmslfnumumdngfmanivesusasUszna
Evolution and revolution of blockchain technology, blockchain ecosystem,
protocol and ecosystem of blockchain 3.0; blockchain as a solution for SMEs, geo-

anchored national level metaverse iinfrastructure.

NE385 NNTAUATIDATENNAIUNITIANITLUTUA | 1(0-2-1)
CE385 Independent Study for Brand Management |
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lindependent research and analysis of topics related to Brand Management
under the supervision of a faculty advisor. Emphasis is placed on trend analysis in
business, culture, technology, or design to formulate conceptual frameworks or

development directions for future prototyping or project-based work.

386 NIAUATIDATENNAIUNITIANITLUTU |l 1(0-2-1)
CE386 Independent Study for Brand Management ||
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Students develop a prototype of a product or service in the Brand Management
based on prior conceptual work or an approved proposal. The process includes design,

experimentation, and presentation under the guidance of a faculty advisor.
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HE391 n1s3anTsgInalnddmsugnamnssuadassa 3(1-4-4)
CE391 Entrepreneurship for startups in Creative Industry*
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The small business management. It comprises the development of
production innovation for business. It involves analysis of strengths and weaknesses of
the business setup using the national strategy, competitive capability, and opportunity
creation based on equality and fairness. The students also learn about Southeast Asian

integration together with the domestic issues affecting the product elevation. Brand

management for the new entrepreneurs is also discussed.

HaAd91 nsEnUszaunsalivdnlugaanssuasneassa 1 mhein
(300 4lat9)
CE491 Internship in Creative Industry
milnUszaunmsafivdnlugnamnssuainaassdlidesndt 300 4alus 91naanu
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An internship in creative industry at least 300 hours at a manufacturing
establishment or an institution related to creative industry research or production, marketing,

sales, administration. The internship site can be both private and public sector.
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CE492 Cooperative Education in Creative Industry
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Engaging in the work integrated learning for at least 16 weeks in a manufacturing

business related to Creative Industry. They practice the operation with data analysis, research
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integrating the science and art with creativity, and presentation of an innovation to the

creative product manufacturing business.

WE1493 A duguszneunisanisnendmsugaannnssy 6(0-18-0)
a519a33A
CE493 Startup Entrepreneurship Development for Creative Industry

N15UUAuas1alATIuan s nen @ suanaIunssunand aeias19assa
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Wauwandueiuinnssy nsdiauounus s n1silaueli an1sudsdus sAsan1dnemw
(Startup Pitching) agailoaAndnsuanaInnIsuas19asse

The practice of creating a startup project for the creative industry, not less than

16 weeks by practicing on creating a startup business concept. Creation and development of

creative product with technology and innovation business plan, presentation for professional

startup competition (Startup Pitching) for the creative product industry.

HeAd94 nsEnUsgaunsalivnndmsuanaivnssuaseassaly 6(0-18-0)
AU
CE494 International Professional Experience Training
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Professional training experience for the gem and jewelry industry, not less
than 16 weeks, emphasizing work performance. Record of operational experience and
systematic data analysis in educational institutions, establishments, companies,
organizations related to the creative industry abroad. By integrating science creatively.

Present and report the evaluate results in English.
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4. UHUTINTZAYANNTURAYDUVRIYAIVY/ 518U NTReTUNATWSNTITEUS

4.1 UNUINTEANLAUTURAYOUVDINATNINTISBUTVRWMANGATE183v1 (Curriculum Mapping)
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2.2 Jwriiugua

na201 ussunialaniseanuuudmiugusznaunisivl

na202 gafdmiuuusudlugnamnsIuaieasIn®

Ha301 sEUUl @ miumsiaTeigsia

3, Jyuan

3.1 Ay nenieAu

3.1.1 ngaiviendgudinaziaiasszau

1) yadwanudufusznaunisadreassdlugnamnssudyudinas

sasUsEAU

We211 N5PBNLUULATDIUTEAUMBADLANADS

NA212 N5PBALUULAYNNSHAMATIUTEAUMYABLAILADS

NE213 MsvAukUUASoIUTEAULING

wa214 waluladnswaedmsulssnuinissseau

wa215 NMsileiisowniosUseiu

na216 lassnun1suimsdanisgsianiesseiv

2) yndnanududusznaumsdyudiuazaseszivadieiie

=
D1YN

v ~

w217 fuguianeanidviudyudivaziniesseiu

v o ] =

na218 Wugugtindayudiendn

NE219 nsndrdunuassssziuantandulufa

w221 N13TuFUTUNLATEIUTEAUAINNTEBNUUY

na222 lnsanumduddidnnsednddmsugusznounsiniossziu

MDA
(i

3) gadvmsnAneanANugUsEnaunsayudiuaziaTasU Ry

na311 NMylnTzidudianingaannssy

w312 NsUszliuAunINYsIiionARAA NS TY

na313 nsUsziliududlyanig

wa314 usstumalanmsassiunuuinsosussauiiiodauans

NA315 MIYULaLARDURIATEIUTEAY

Wa316 lasenudnLanstanuAIasUTEAU*

3.1.2 ngudvenadndusiadnassa

1) gndvmiumaluladoanuuundnsdioe

WE231 NSTURULUUNANSTU
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PLO1

PLO2

PLO3

PLO4

Sub PLO2.1

Sub PLO2.2

Sub PLO3.1

Sub PLO3.2

Sub PLO3.3

Sub PLO4.1

Sub PLO4.2

Sub PLO4.3

PLO5

PLO6

NA232 NIEUINNTTUUHENTA

@233 gInadmsuNansuaiaseEssA

WE234 NMSULEUONANSUTNES9ETTA

wa235 laseueeniuuNanineias1sassn®

2) YATTIWMNIRIUNTIRNUUUNERAS MY

na236 wansdneigidaysyring

WE237 N5PNUUUAUATRENTTY

NE238 naensn1snandnsududinanssy

NE239 NTPBNKUULAYNISHANDE1S 5B

wa241 1ASIUDaNLUUYBIANULAITIY

3) gadrmsdanisgsnandaineiainessd

NA331 N159DNLUUTIYIYAAIN

W&332 MsInnsHanSueiegedsBunaruinnssy

@333 ganandniusiaseasfseninasemna

w&334 nanfugAVeas19ETIA

NE335 ATDINLUUATWUIZTNOURDA

W&336 1ASIUAMSUWIRNSSUHAR NI ES9ETIA*

3.1.3 NFUIYUBNNITIANITUUTUAR

1) W.‘mafm Brand Identity Development

NA251 MIINURUTINIEMIUgRavnsIuaineassd

WE252 N5PBNKUULAYNSHARBWUTURTIEU

WE253 N5InBIRUsENRUARdMSUNSHRASUUTUR

Na254 1AsanuaiondnualiusuRas9aTIn®

2) ¥a3%1 Cultural Integration in Branding

wa255 wsstumalawaz sy Raansdmsunusunaseassd

na256 AmnuvaInuatensIausssulugsivaisassa

WA257 nagnsnisnatndviunusuiimusssasieassd

W&258 1ASINURAIULUTUARAA U9 N Tausssu*

3) a;mf‘rm Strategic Brand Communication and Soft power

WA351 UANNITITERAIN

na352 noRnssuguilnalugnatvnssuadneassd

N353 NAgNSUATNITUSINTINNITUUTUA
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PLO5

PLO6

NE350 NSAANTBIANSENSTULUTUAAS19ASIA

W&355 NsinnsveranTIeslunaInaIna

NE356 1ASIUNNTASILUTURLUAAIREINA*

3.2 Ay neniden

a  a

Y3l 1 AUTEITIYAIUSYNaILAZIATEIUTEAY

HA361 NsTusLLUUIATEIUTEAUTUgWhERRLT IS

HA362 N1IRTIRABUNITTARAMTUIATDsUTEAY

WE363 N1TIANITNISHANAIOIUTEAU

wa364 langIneinenmansuinsesuseau

wa365 maluladfdnddmsudnudinaziasossyiu

na366 nafiansiaszidyudinensosdietig

WA367 NIATIERUSYLBlUNTTUIUNTNARLATEIUSEAU

NE368 N1sAUATBaTENINUS NdiLasLATEIUTEAU |

N&369 N1sAUAIBaTININENUSuTLaLAToIUTZAU I

a o ¢y

3Tl 2 ANUTEITIYAUNEAAMATE39ETIA

wa371 spnuwuuNsaeansTaRilie

wa372 Mssnmsiaumaluladniseenwuu

na373 nsfuni1dasyminugaamnIsIasNEssA

Na374 Fidaianizn1ainuenamnssNasassa

a o v @ ¢
YAIYIN 3 AMULIYITIYNIUNITIANTITHUTUA

KA375 NFUTMIUUTUAA WS UAUA MV

Na376 ganadyuduaziaesseiuseninassma

na377 wialwlagdmsugsvaseessd

na378 NsiwAuATINAUUsEne UM INTunAUfRiieasne

WUTUA

NE379 AANTINUNNIZNITASUTUR

na381 Mdnuansduindmiugsiaasnaassa

na382 MidudmiugnamnIsuasEsIA

WEl383 ﬂaqmémsﬁamimsmmmmugiﬁmmi

na384 udoniwudmiugsieasassd

NE385 NSAUAIDATENIIATUNITIANITUUTUA |
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Sub PLO2.1 Sub PLO2.2 Sub PLO3.1 Sub PLO3.2 Sub PLO3.3 Sub PLO4.1 Sub PLO4.2 Sub PLO4.3

4. Inadaddudszaumsaluazmseuinaandin
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4.2 WHUNTEANLAMUTURAYIUVDIHAANTNSIT8UFVRMANGNTE518397 (Curriculum Mapping) IUUNANUNAEWSN5ITEUS 4 A1

YA/ 8U

NAANSNITTBUTVRINANGNS

PLO1

PLO2

PLO3

PLO4

PLO5

PLO6

Kl‘Sl‘El‘Cl

KZ‘SZ‘EZ‘CZ

K3‘S3‘E3‘C3

K4‘S4‘E4‘C4

KS‘SS‘ES‘CS

K6‘S6‘E6‘C6

1. viuandvdnenialy

a = P P =
YAIYIN 1 ﬂ"lsLsﬁlugLLaZﬂqiﬁaﬁqgﬂuﬂﬂ?iiUﬂ 21

1191 MsFeuiglantuanissud U S P S O R
21
1/7192 Msiiawlneifianis 2 2 3 2

FoansH*

Y37 2 Aauzmsldnendenguivenisieaisuiuivid

1F193 Mslauagmsnanwndange| 2 | 23 | 1 4
wiennsdeansegnadiussansanne
11194 n1seuUkarMS ey 2 2,3 1 4
Mudsnquilenisdeasagned
Useansnim*

Y3vil 3 uAn Lilednu
11195 wallesadsassAdany 1 4,5 2 3
11196 MansuasAatuiensiamu | 1 5 2 3

Fepuagedadiu

a o o o ° & v
YAIYIN q ﬂ’]iWﬁuu'Wlﬂ'Hﬂﬂ']5‘VI’1QWULLaZﬂﬁiLUu&dUiZﬂGUﬂ’ﬁ

UFI197 mswvml,asmsﬂ%auamu 2,3 1,2 3 2
LeenTnr*
3,4 4 5 2

U198 NstasgunTeugnisineu

waznsidudusyneuns®
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PLO1

PLO2

PLO3

PLO4

PLO5

PLO6

K1|Sl|E1‘C1

ke [s2 e | c

k3 | s3 | Es|cs

K4|54|E4|C4

ks | s5 | s | cs

K6|56‘E6‘C6

a & _ agda &
YAIYIN 5 209NV IY2AN

1M291 ITInLieauam

U292 INeENEns NeyuIgnITey

FufuduIndaustauna

1/3293 N1suSusaluderunadn

2. NUINIVUANE

2.1 FYPWNUIAFINNTINES9ETIA

oad 101 witulosnudmsu

QIANMNIINATATIA*

7,8 2

add 102 LWIARNITEDNLUY

nARuaTlUERAMNITNASIATIA*

oda 103 nszuallvuvesdyudiay

= 9 v s
wisesUsyaulugnanvnssaseas e

aad 104 nMwdengudmiugsng

a519@s5A*

aad 105 AansLieuInng Ny

NAMNTINATIIATIA®

7,8 | 3,4

aaa 106 Anuugsynaunsln*

6,7,8] 3,4

a X
2.2 INUFIUEIV

NE201 USIUUANALINITOBNLUY

dwsugusznaunisivl

56,8

19

18 3

3,5

HA202 gInvdmIuLuIUALY

QMAMNTINAZTNATIA*

58

9,12,
15

11, 13,
16

4,5 |56, 7

58

4,6, 7
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PLO1

PLO2

PLO3

PLO4

PLO5

PLO6

K1

S1

=

c1

K2

S2

E2

c2

K3

S3 E3 c3 K4 sS4

E4

ca

K5

S5 E5

C5

Ké

S6

E6

Ccé

NA301 SEUURTeIdmMIuNT

a L3 a
IATIRTINT*

11,14,13,6,7,
16 8

3,4

4,56,

7,8

58

18 3,4,5

7,8

3. 3pLen

3.1 3y uenvenu

3.1.1 nguivendnyniuaziATalsEau

1) gadvanuludusznaunsaheassdlugnanunssudgyuduaziasasuszau

NE211 NNTPRNWUULATBIUTEAUMEY

ADURIAADS

10

4,5

NE212 N1T9NLUULAZNITHNES

LA39USTAUMEABUAILADS

11 10

3,4

6,7

18, 19

18 3

6,7

NE213 ASYIAULUY

5 o <
LATDIUTEAURING

10

4,5

na214 waluladnisrasdmsu

159911A389UTEAY

11 10

3,4

6,7

NE215 NSRS auLASRIUSE AU

10

4,5

NE226 1ATIUNITUITMNTIANIGGIND

A3paUTEAU*

2,34

2,3,
4,5

1,2

1,3

10, 11

9,10 2,3 |3,4,5

18, 19

18 12,3,4

4,5,
6,7,8

2) yadvanaduusenaunsdgudiuaziasasszauagneioandn

NE217 fugnuianeansdmiusy

ugluaziasesUseau

10

4,5

e218 Mugugtindnudileandn

1,3

1,3

1,2

1,3

4,5

20

19

3,4

NA219 NSHANTUINULATBIUTEAU

nTansnlufa

10, 11| 10

3,4

6,7

20

19

3,4

NA221 N5TUFUTUNULATEUTEAY

ANUNTIDBNLLUY

10, 11| 10

3,4

6,7
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PLO3
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PLO5
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c1
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S2 E2
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S3

E3 c3 K4 sS4 E4

ca

K5

S5

E5

C5

Ké

S6

E6

Ccé

na222 Tasanumdvddiannseiind
dwsugusenaunisiaseddseau

ADEARU*
Y

2,34

2,3,
4,5

1,2

1,3

10, 11| 10 3,4

6,7

18, 19

18

2,34

4,5,
6,7,8

20

19

3,4

3) gadvINsaAnenwANGUsENaUNTaNtiuaALIATe

sUseau

Wa311 MTIATIEYSNdiie

MAGAFUNTIY

10, 11| 10 3,4

6,7

Na312 N3UTEILANAININY LG

MAYAFUNTIY

10, 11| 10 3,4

6,7

Ha313 nsUsziiiudgudlyaciig

10

10, 11| 10 3,4

6,7

NE314 wssduanalanisasisdunuy

= v oA o
LATDIUTEAULWOIN LR

10

20

19

3,4

HA315 N13YULAZIATRURD

LA30aUTEAU

10, 11| 10 3,4

6,7

18, 19

18

2,34

4,5,
6,7,8

N&316 lAsIudALanINaIY

AIpaUTEAU*

2,34

2,3,
4,5

1,2

1,3

10, 11| 10 3,4

6,7

18, 19

18

2,34

4,5,
6,7,8

20

19

3,4

3.1.2 ngudvnankaniuTas 198598

1) ¥advmeinumalulagoanuuun

Aniouat

NE231 NSTUAULUUNANS 9

13

12

WEi232 nszmums?ﬁugﬂwamﬁm%

14

12

18, 19

18

2,3,4

4,5,
6,7,8

Ha233 gInvdmiundnsiu

a519@35A

12

13

NE234 NSULAUBNART NS 19ETIA

13,14

14

18, 19

18

2,34

4,5,
6,7,8
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ﬁﬂ%‘ﬂ’l/i’]ﬂ%‘ﬂ’] PLO1 PLO2 PLO3 PLO4 PLO5 PLO6
K1 S1 El C1 K2 S2 E2 c2 K3 S3 E3 c3 Ka sS4 E4 ca K5 S5 E5 c5 Ké6 S6 E6 cé

NEA235 1SS UDBNLUUNAR AN 12, | 12, 2 |45 20 19 5 |34
a5 9asa 13, 14[13, 14
2) YAIYINNIAIUNITOBNUUUNEAS DN
na236 wandaueigileyaylne 568|678 1,2 | 2 13 | 12 2 |45 20 | 19 | 5 |34
N&237 AsONLULAUMERANTIN 13 | 12 2 |45 20 | 19 5 |34
HA238 NagNsMIsnaRdnIUALA 12 | 13 | 2 |45 20 | 19 | 5 |34
FHANTTU
NE239 ANTOINLUULAZNITNARNDENS 14 | 14 | 2,356 20 | 19 5 |34
febu
NE241 1RSI UBBNLUUVDIANLAS 12, 12, 2 4,5 14 14 2,3 |56 20 19 5 3,4
Jux 13, 14|13, 14
3) YA IMTIANTTINANEATUeIaE1ETIA
@331 msaammuﬁﬁmfgamm 14 14 2,3 | 56 (18,19 18 |2,3,4| 4,5,

6,7,8
NE332 NsTAnsHARSueTogned Ty 14 14 | 2,3 | 5,6 20 19 5 3,4
wazuinngsu
@333 ganandnsioeiasneassa 14 | 14 | 2,3 5,6 20 | 19 5 | 34
FENINUIZNA
Ne334 NARAUYIRITAS1ETIA 14 | 12 | 2 |45 18,19| 18 |2, 3,4/ 4,5,

6,7,8
WNE335 N159DNLUUNNUIENBUAIVA 13 12 2 4,5 18,19| 18 |2,3,4| 4,5,

6,7,8
NE336 lassnudmsuuInnssy 12, | 12, | 2,3 | 5,6
NARAUNES9ETIA 13, 14(13, 14

a Y <
3.1.3 NGUITIBNNTTIANTIUUIUA
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PLO1

PLO2

PLO3 PLO4

PLO5

PLO6

K1|Sl|E1‘C1

ke [s2|e2|c

k3 |3 [es|cs|ka|safea]ca

ks | s5 | s | cs

K6|56‘E6‘C6

1) ¥A3%1 Brand Identity Development

NE251 N15I9UKUgINIEmTU

QMAMNTINATINATIA

8,156,151 1,3 | 3,5
16 16

18

18 1,3

3,5

NE252 N159NLUULAZNITHARNLNE

WUSUASIEU

4,6, 2,4,| 2,5 | 5,6
20 17

NE253 NsInasrUsEnavdadnsu

ASHDAITUUTUR

7,151 2,4 | 2,3 | 4,5

18

18 1,3

3,5

NE254 1ASIN15a5190nanwalUTUR

#519@55A*

51,8

15, 16

15,16 2 4,5

2) 4A3¥1 Cultural Integration in B

randing

N&255 usstumalanazuseiRans

FMSULUTURES9ETTA

51,8

3,15 4 [1,25
16

NE256 ANUNAINRANNIITAUSTIY

lugsieasneassa

16,
17, 20

3,8, 4 56
19

HA257 NagnsnIsnandmiuLuTud

Jausssuaseassa

5, 15,
16

1,2, 45| 8
16, 18

N&258 TASIUNRILILUTUR

NARA NN TRUTTIU

7,151 1,5, | 2,5 (3,7, 8
16, 19| 6, 7,
8, 15,
16, 18

20

19 5

3,4

3) qm%m Strategic Brand Communication and Soft power

NA351 Mann1TIURAA

2,3,4

1,2, 1
3,5

1,3

17,18 5 |3,4,6

Na352 nAnssuuslaaly

QIANVNTINATINATIA

6, 16,
17,21

16,19| 2, 4

3,5
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YAV/518391 PLO1 PLO2 PLO3 PLO4 PLO5 PLO6
K1 S1 El C1 K2 S2 E2 c2 K3 S3 E3 c3 Ka sS4 E4 ca K5 S5 E5 c5 Ké6 S6 E6 cé
NE353 NAYNSKALNITUIINIIANS 58,135 | 2,4 |1,3, 5 17 17 | 1,3 | 3,5
WUSUR 15, |8, 15,
16, |16, 18
17,
19, 21
HA354 N15A0aNTeIRNIAMTULUTUA 6,15 1,2, | 2,4 |4,56| 18 | 18 | 1,3 | 3,5
a59assn 16, 21| 3,4,
5, 16,
19
NE355 NNSIANITBENANIILIBI LY 8,16,| 6,7, | 3,4 | 1,4, 20 | 19 5 | 34
PAAEING 17,2018, 17, 5,7
19
Ne356 1AssaunIsasausualy 3,4, 14,6 |1,2,4[4,7,8] 18 | 18 | 1,3 | 35| 20 | 19 5 |34
pa1REINa* 5,15,| 7,8,
16, 20| 15,
16,
18, 19
3.2 v neniaan
Y3udl 1 Anuidsavdusyuduaziaasusziu
He361 n1sTuFuLUUIASDIUsERUTY 10,11] 10 | 3,4 | 67
geheaeuiames
HE362 NSATIAEDUNSIaRHmTY 10,11 10 | 3,4 | 6,7 | 18 | 18 | 1,3 | 3,5
wiasUseau
NE363 N15IANIINITWER 10,11 10 | 3,4 | 6,7 | 18 | 18 | 1,3 | 3,5
winsUseau
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YAIY/ 1831 PLO1 PLO2 PLO3 PLO4 PLO5 PLO6
Ki | S1 | E1 | C1 | K2 | S2 | E2 | C2 | K3 | S3 | E3 | C3 | K4 | S4 | E4 | C4 | K5 | S5 | E5 | C5 | K6 | S6 | E6 | C6
NA364 lavigIngnenindmsu 10 9 2 4,5 10,11 10 | 3,4 | 6,7
w3osUsziu
wa365 waluladWanddmsuseudl 10,11 10 | 3,4 | 6,7 | 18 | 18 | 1,3 | 3,5
wazAIesUsEiu
N&366 WALANTILAT RS UAlAIY 10,11 10 | 3,4 | 6,7 | 18 | 18 | 1,3 | 3,5
wdesfiotug
NA367 NIATIAERUS QLAY 10,11 10 | 3,4 | 6,7 | 18 | 18 | 1,3 | 3,5
ATEUIUNISRAMASEIUTZAU
N&368 N1IAUATINDETENISNUS U] 10,11 10 | 3,4 | 6,7 20 | 19 5 |34
wauiASeaUsEau |
N&369 NsAuAINPasysIusudl (2,3, 1| 1,2, [1,2,3(1,2,3 10,11 10 | 3,4 | 6,7 20 | 19 5 |34
wazip3asUsau I 3,4,5
Y3uil 2 Anudeavadunansueiaineassd
HA371 eenLUUNSAeansTARTRY 12, | 12, | 23|56 | 18 | 18 | 1,3 | 3,5
13, 14|13, 14
N&372 nMsdnnsiaumaluladnig 12, | 12, | 23|56 | 18 | 18 | 1,3 | 35| 20 | 19 5 | 34
29ALUY 13, 14(13, 14
NE373 N1SAUAIDETENIAIU 2,3,4(1,2,3(1,2,3|1,2,3 12, | 12, | 2,3 | 5,6
QIAMNITINAZEATIA 13, 14|13, 14
NE374 FBLaNIENI9AY 12, | 12, | 2,3 | 5,6 20 | 19 5 |34
QIANNTINATIIATIA 13, 14|13, 14
Y3 3 Aruidsavigydunisianisuusud
WE375 NMSUSMISHUTURA S URUAM 8,16, 6,7, | 3,4 | 1,4, 20 | 19 5 |34
NN 17,20|8, 17, 57
19
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YAV/518391 PLO1 PLO2 PLO3 PLO4 PLO5 PLO6
Kl | S1 | E1 | C1 | K2 | S2 | E2 | C2 | K3 | S3 | E3 | C3 | K4 | S4 | E4 | C4 | K5 | S5 | E5 | C5 | K6 | S6 | E6 | C6
NE376 qiﬁaﬁmmﬁuamﬂ?mﬂszﬁu 8,16,1 6,7, | 3,4 | 1,4, 20 19 5 3,4
seinUseme 17, 20| 8, 17, 5,7
19
w377 waluladdmiugsna 8,161 6,7, | 3,4 | 1,4, | 18 | 18 | 1,3 | 3,5
a519a35A 17,2018, 17, 5,7
19
NE378 MINAIUNAUATINAU 8,16,| 6,7, | 3,4 | 1,4, 20 19 5 |34
Q"Uszﬂaums%gmumwﬂﬁﬁﬁtﬁaa%w 17, 20| 8, 17, 5,7
WUSUA 19
NE379 AANTINULLNIZAITAT LY 8,16,|1 6,7, 3,4 | 1,4, | 18 | 18 | 1,3 | 3,5
Sua 17,2018, 17, 5,7
19
NE381 N1sInaAnsduUAEMTUgINg 8,16, 6,7, | 3,4 | 1,4, 20 | 19 | 5 |34
a59assn 17,20|8, 17, 5,7
19
Na382 Mydedmivgnaminssy  (2,3,4( 1,2, [1,2,3(1,2,3 8,16,1 6,7, | 3,4 | 1,4, 20 | 19 | 5 |34
a519a35A 3,4,5 17,2018, 17, 5,7
19
We383 naqwﬁ‘msﬁamsmimmmwu 8,16,| 6,7, 3,4 1,4,
YIINT 17,2018, 17, 5,7
19
H&384 udoniwudmiugsia 2,3,4]1,2,11,2,3[1,2,3 8,16,/ 6,7, | 3,4 | 1,4, | 18 | 18 | 1,3 | 3,5
a519a55A 3,4,5 17,2018, 17, 57
19
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YAIY/ 1831 PLO1 PLO2 PLO3 PLO4 PLO5 PLO6
Kl | S1 | E1 | C1 | K2 | S2 | E2 | C2 | K3 | S3 | E3 | C3 | K4 | S4 | E4 | C4 | K5 | S5 | E5 | C5 | K6 | S6 | E6 | C6
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