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AM¥199NgE  Bachelor of Arts Program in Music and Entertainment Business

Fohumenineg Aaumanstindin (@1v1v155ANUATUATTLAY)
Yaganmulney AU, (@1U13gsNanunIuaziuiia)

%aﬁummé’anqw Bachelor of Arts (Music and Entertainment Business)

%aﬁiammé’enqw B.A. (Music and Entertainment Business)
NUINIBRANL
665 101 N1592NBUUNISHENIAUAT 1 1(0-2-1)

(Music Performance Design I)

Frsiduausd sULUUMILARAUATRUinusERanadaTuiauniley
oy ﬁmuﬂg‘dLL‘U‘UﬂﬁﬂWLauaﬁﬁmﬂmmﬂuﬁiugﬂLL‘U“UG]'N 9 lg1

Music performance practice; music performance forms from classical
to fundamental pop music; program different forms of music performances
presentation.

665 102 UsziRAansaun3suaile 2(2-0-4)

(History of Contemporary Music)

Use¥RanudunvesUsy Yamans aunssauaie 7deules danu Yansssu
widy weves Ussindlnewazsnadsyine

History of contemporary music related to social, culture and fashion in

Thailand and foreign country.



665 103

665 104

665 105

noANTIUEUIINA 2(2-0-4)
(Consumer Behavior)

fugrungfnssuvesiuilng Jadenieluuatladoneueniidmansznusde
Ioinen wofingsy nazvumsinAdlavesuilon manssutnisdam meauueya
Y19Ens MsUszdiu Avnaden Wqﬁﬂiimmi&ﬁa LAZNTEUIUNIMENG NI T

Fundamental of consumer behavior; internal and external factors
effecting psychology, behavior and process of consumer decisions; problems
realizations, gathering of information, assessing choices, buying behavior and
process after purchasing.
msUssyduiudiosdu 2(2-0-4)
(Introduction to Public Relations)

Usz¥Rnnaundun Faunmsvemisussonduius avavang ssaussnouuas
nsvUIu Masdiuny wdedledeasifionulssnduius anuddsy utnumviiiives
Anedsenduiusuminenuussnnaig q unumvesnsusduiusidnasessuu
WASEgNI deew waznsiiles AaanURvazasTeUTTARNinUSsnduus

History and development of public relations; meaning, components
and processes of communication tools for public relations; importance, roles
and function of public relations in different organization; roles of public
relations effecting economic system, society and politics; qualification and

ethics of public relations personnel.

nann1swazIsNsUEUBLUULDI TN 1 3(3-0-6)
(Principles and Methods of Professional Presentation 1)
WUININITOBNUWUY kagMISURUR  JULUUNITUNAUBNAUNTDI NI
Tnenslfiadesiioriaduniseanuuy wiesdlafunsdoas nsiaueluguuuy
AN %’juﬁugm
Design methods, practice and format of presentation or report by
using designing tool and communication tool to make a presentation at basic

level.



665 106

665 107

665 108

665 109

N1399NLUUNTHEAITUTDSL 1(0-2-1)
(Vocal Performance Design 1)

W|nsTesnas JUkuUNITes warasal nsTeamasndatuluwuineas
fne 9 oeRu

Vocal performance practice; forms and critics; basic vocal
performance attributes different style of artistes.

N13DINLUUNTHEAIAUAT 2 1(0-2-1)
(Music Performance Design II)
Faduneu ;665 101 NMSPONLUUNITUARIALAS 1

Frsiduausd sULUUMILARALRTRILARUTLIAIURsuRTaUTuge

ﬁmuﬂ'gﬂLL‘U‘UﬂTﬁﬁWLauaiﬁmmammuﬁiugﬂLL‘U‘UG}'N q lgt

Music performance practice; music performance forms from jazz to
advance pop music; program different forms of music performances
presentation.

UszdRrnansaunsdmiugsianuns 2(2-0-4)
(Music Business History)

UsyIRmaniuedgaianuss nmsiasunlasinungiingsugil Aatiu dsauss
feglunszuadenilugasing q

History of Music Business, changing of consumer behavior, popular artist
and the band in different era.

N13AANAE1YIAYTIRITULTIILALSSHAAUAT 1 3(3-0-6)
(Entertainment Business and Music Marketing 1)

M3tuATNANEN1aNISAATN dILUTEENTINNIIRAIR kazn1TITenand
Rendugshatuiis nmeuns auss fwn auayn vieadien uazaniutiuifis naenay
ﬂaq‘wﬁmﬂm’mmmﬁu‘ﬁla’aﬁum‘ima ATENLESNNIVIY NSlawal NSUTETIEURUS
LAZAITAAINNIR T ﬁﬁwa&iammﬁwL%Guaaqsﬁaﬁ’w,ﬁmamum?

Market objectives setting and market segments; conducting market
research related to entertainment businesses for films, music, sports,
amusement parks, tourist attractions, and entertainment venues; market
strategies related to sales, promoting sales, advertising, public relations and

direct sales influencing the success of entertainment and music businesses.



665 201

665 202

665 203

N1399NUUNTHENITUTDS 2 1(0-2-1)
(Vocal Performance Design )
Fgdafunen : 665 106 MIBENLUUNIHARITUSRY 1
WnsTeuwas  JUKUUMITRY  waginsainisTeanasndatuluwuinas
#1990 Huge Bstaduaumela malauagiauuminas
Vocal performance practice; forms and critics; advance vocal
performance attributes different style of artistes; breathing technique; vocal
piece understanding and interpretation.
N3AANAE1YNAYTINATULTIIALSSHAAUAT 2 3(3-0-6)
(Entertainment Business and Music Marketing II)
Jdafuneu : 665 109 Mamananv3vgIRaTufisuasgsianuss 1
nsnaadiiauievestuaeiivssiatiufisuargsianusd lassaduna
&mﬁ‘mimmﬂmw?mi‘ﬁ' wqwﬁLLazLLmmmﬁmladmmmm?m'ﬁaﬁﬂ%ﬂ Usgnn
VBIGINIUINIS ﬂﬁiﬁmuﬂqﬂ?ﬁyﬂtﬂmma LLazwqaﬂi'ﬁmmméfaﬂmimaﬂqﬂgﬁ A9
FIWLRUENIT N1FA5NAMUUANANVDIUINIS NsdANBIAINESIVeIgsAIUTNNT
Bu 1 faunsatuussgndlatussiatuiuagausiestediusyavsamgage
Marketing related to entertainment and music businesses by focusing
on service marketing strategies; theories and concepts of modern service
marketing; types of service businesses; specifying the target customer’s behavior
and expectation; customer service placement; building distinctive services; case
studies of successful service industry applicable with highest efficiency in
entertainment and music.
NaNNITHAISNITUNEUDUUNDDITN 2 3(3-0-6)
(Principles and Methods of Professional Presentation II)
IpfaRunen : 665105  wdnnsuarIsnishiaueuuuiiontn 1
WUINNNTBBNLU kagn15UUR JULUUNSUILEUDHAITY 51897 1n8ng
ToeRasdiovadumssonuu indosdunsdoas WnaualugUiuusng 9 la sﬂguiqa
Design methods, practice and format of presentation or report by using
designing tool and communication tool to make a presentation at advance

level.



665 204

665 205

665 206

665 207

mssanstassmsidosdu 3(1-4-4)
(Introduction to Project Management)

U i wareuSuiinveulunmsianisiasenisidediu {]zymﬁl,ﬁﬂéﬁu
NNTIANITLARNIER u,azl,auaLLmﬁquﬂmLfﬁsuﬂaymmﬂmi‘dﬁﬁﬁ

finsfnuuenaniud

Roles, functions and responsibilities in project management; problems
of live performance and methods of problem.

Field trip required.

N13IANIINTZUIUNTHANIUAUAS 2(2-0-4)

ASTUIUNTUALTURBY NMFINUNY MTUSIITANTT MISHARNAIILLIAS

Lme\‘iﬂﬂiﬁam'ﬁLLazﬂizmuﬂmqﬂmﬂi‘ﬁLﬁaasgaﬂ LLazmamu%ﬁﬂ%ﬁwmﬂmﬁ
HAAF 9 Tuwaagy wuuswdenuaz UwuuATa

Procedure, planning, managing of music production; communication
methods, collaborating and budget control in music manufacturing in both
analog and digital platform.

N13AANTSEUUEYY 3(3-0-6)
(Sponsorship Management)

WIAAYBINITUTINTIANTTININTUEARS LLazm'ﬁawLLNuﬂaqwﬂumsa%ﬂﬂ
1AA1YBINITUARY TeduiusfuamdeInIsvesaiuayy LagnsfuiuuTudves
HUSLAA

Concept of business administration and the strategies planning for
performing arts in relation to needs of sponsor and brand perceptions of
consumers.
nvsnegmiuavIvgsnatuiielasgsnanuns 3(3-0-6)
(Laws for Entertainment Business and Music)

nvanefifeivesiugsioiily uasssiatufiuazauniing 1 uagnsdnns
ningau el

Laws and regulations for businesses and entertainment and music;

intellectual properties management.



665 208

665 209

665 210

nsdessgsRatudie 3(3-0-6)
(Entertainment Business Communication)

WWIRR 1] aaﬁﬂizﬂauu,azﬁﬂ%’ﬂﬁugmvmmi?%amﬂumsuﬁmqiﬁaﬁ’wﬁa
LazgIRvAuE Msdoms sxinemusIIY NAYNENABAILUUYIANMTTENING
Aatiufefuslna msdemsuuurude uagnslavansing 1 ewiu T3us3eu
ﬂiiﬁlﬁﬂiiﬂﬂuﬂ’ﬁ%aa’ﬁ

Basic concepts, theories, elements and factors in communication for
music and entertainment industries; intercultural communication; integrated
communication  between  artists  through  consumers;  trans-media
communication; basic advertisement; ethics and moral in communication.
gsfaai1easIALALNTHAR 1 2(2-0-4)
(Creative Business and Production 1)

US3a)1 wuaauAn waznguinianisdanisgsfaaieassauaznisnin
wAslunmsasdlifnmaasuudas Hademansudn M13U3ng wavgeamnTIY
Sufiuazaund Sudu undefioguuiugul sy uassgiaatsasse Jadendniian
NNANUANTOUALTINYERLAYURIUARD TAUTITH LATWFNT wazmalulag

Philosophies, concepts and theories of creative business and
production; concepts for initiating change in production, administration, service
on music and entertainment industry based on creative economy philosophy;
principle factors of personal skills, cultures, economics and technology.
midnanulasimafeafunmmantuiisuazaund 1 3(1-4-4)
(Entertainment Business and Music Marketing Project I)

Unum wEhd dundsausuinseulunsdanislassnisifesiunan
Tuiaazauns Tugliuurasussninges

finsfnuuenaniud

Roles, positions and responsibilities of managing projects related to
entertainment and music markets in simulated companies.

Field trip required.



665 211

665 212

665 301

WeavnIvgsnatuiisuazssianuns 1 3(3-0-6)
(Entertainment Business and Music Research 1)

NI¥UIUNTTITOUALUUIA MG A LuA 1a1U1T 95 SN AT Sarg A IAUAT
msthiauenansIde waemsUszendlanarie

fimsfnumuenanuil

Research methodology and statistic concepts in music and entertainment
industry; Research presentation and application.

Field trip required.
AN19YR5INIAUATUALNALNS 3(3-0-6)
(Trends in Music Business and Strategies)

yquf UsyTRgshanued Waunnssauserafetagtu fiemenisdeunas
VBIFINIAUAT ﬂaq%ﬁ‘ﬁﬂgmmm%ﬁu N153199ATUNINTTAAIAVIGINIAUAT
nsialona LLazqﬂa'ﬁiﬂGiam'iﬁwmqiﬁﬁmum%suawizmvﬂ,‘ﬂ‘a

Theory and history of music business; the development of the music
business from pass to present; active and passive strategies market
positioning, opportunities and threat in development of music industry in
Thailand.
giaas19ATIALALNNTHER 2 2(2-0-4)
(Creative Business and Production II)
Andaiuneu : 665 207 gAY NATIALAYANTNAR 1

mi‘ﬁmuwiaEJ@@mwﬁﬂéjﬁuqiﬁﬁla%ﬂ\‘iaiiﬁt,l,azmsmﬁm%ﬁq& wuaAaluNIg
a¥ensiasunlag ﬁgwiamﬂmsmﬁmLLazmi‘U%m{Luqmamﬂ'ﬁﬁuﬁ’mﬁmamuﬁ
%aLﬁuLLuaﬁmﬁaQUuﬁugqu%%ﬁywLﬂi@gﬁ%a%’waiiﬁ unummalulagragsna
a¥eassn

Additional development on higher creative business and production;
concepts of change of production and service in entertainment and music

industry base on creative economy; roles of technology in creative economy.



665 302

665 303

665 304

msdneulasinisifieatuniseaiatufisuasauni 2 3(1-4-4)
(Entertainment Business and Music Marketing Project II)

unum wihdisursenusuiaveulunisinnisiasinisifentunaiatiis
wazAUR3 lUFULULTDIUT ENTa0nENARBIERaIn93e

finsfnwienaniud

Roles, positions and responsibilities of managing projects related to
entertainment and music markets in simulated companies on a real market
experimentation.

Field trip required.
N1IUINITIANTAATUY 3(3-0-6)
(Artist Management)
Jndafuneu : 665 202 MsmaIRANYINGIAITULsUALEIRIRUSS 2

WAALAZVANNIINITUTMNIIANTSAATN NSUTTIANTTTINAAUAT Lagna
gNEN1IAAIALUNITUIINTIANTSAATY

Concepts and principles of artist management; music business
management and marketing strategies for artist management.
N1FIANITNITUEAAIEN 3(1-4-4)
(Live Performance Management)

1AS9AE19U0INTTANITHANS N5 LNLLAZNNTEY FEnTThiavenanui

drfgydetinauns nagnsnisman N1siruaAUSURATeU NMSANLEINIY Uay

ANSUTELIUNG VINWEAITUSUITNITIANITLAR

Structure of performing arts organization; planning and financing;
important methods of work presentation for musicians; marketing strategies;
responsibility assigcnment; process and evaluation; practice of performing arts

administration and management skills.



665 305

665 306

665 307

WeanvnIvgsnatuiisuazgsianuns 2 3(3-0-6)
(Entertainment Business and Music Research )
deAiuneu : 665 209 yanuIngsnatuiiaaggsnanues 1

a v a

nszuIuMAdouaznislyadfludiuaivivgsiatuiiuazgsfanund
msthiauenaniside warnsUszgnd Tananuidedugs

fimsfinuenanmui

Research methodology and statistic concepts in the music and
entertainment industry; Research presentation and application in advance level.

Field trip required.
winnssuuazmalulagdmiugsnatuie 2(2-0-4)
(Innovation and Technology for Entertainment Business)
Jdafunen . 665 202 MIRAAMITITIgSAITUTIALTRINLAG 2

WWIANAR Ne]) Usennveuinnssy MIvseend wagn1sianisuinnssy
waziwaluladlunugsiaduiiuagauns

Concepts, theories, types, applications and management of innovation
and technology in entertainment and music industry.
N19E519HUTUA 2(2-0-4)
(Branding)
deAunieu ;665 202 MIRaIAEINNINEINATULANLAYEIAIAUAT 2

AINNRLIEY WUIAIUAR VOULUR DIAUTZNOUTOILUTUA AUEIA VDS
NNTATI WUTUA NITUSMITHUTUA NSAIVUANAENSIUTUA MITRYD1INVBIMUTUR
MsadIaAYBILUTUA soanuuUTUsIATINIMANRT AT IR AT UL
sud ufsmsdeansuusuAiBnagns JenseunquisnisnTIvaey AnTzianmyes
wusud nangutstu uilna nsruuanagridemanseveauusus waznisdoms
ilemanszveusuihuaiesilonsioansuusus mslawan

Meaning, concepts, scopes, and components of brands; importance of
brand constructing; brand management; specifying brand strategy in the view
of the brand owner; building brand quality; design marketing programs to build
brand quality as well as brand communication strategies which cover
inspection analysis of the state of the brand; competitors, consumers,

specifying content strategy of the brand and transmitting brands’ content



665 308 qﬂﬁnmwua:ﬁnwzmigams 1 2(2-0-4)
(Personality and Communication Skill )
?Jﬂmuqﬂﬁﬂmwﬁﬁaiaﬁuaq wazEIUTIN NoN15U1T8 AN o Tudepuuas
'3'§mi?iamsLmesﬂmnmﬂqsﬁﬁ]ﬁgﬂéfaﬂ
Personality training for self and public appearance; social courtesies
and dress codes in business.
665 309 mMIvmsdanislavanuasivinenisnisaann 3(3-0-6)
(Advertising and Agency Management in Marketing)
wade unumgumilunisdanisdelavangsiagunuiliuinsiuiaw
MIPUANYINgIRTTLAYSIAIAUNS WALEIAAUINNSENUBY 9 NTEUILNIANT
IANITUALKUIARYBINITUTMIIANTLA WA UV
Concepts and roles of representatives in advertising management;
business representatives for services consult for the entertainment and music
business and other types of service businesses; process and concepts of
management in administration of advertising and representatives.
665 310 NISRNITUAIUIVITN 1 6 (litfosndn 240 F2la)
(Professional Internship 1)
Fouly : YawansAnwudu s wie U
msUfvANuslussdnsiiedesivavinngsiatuiisuazgsianuni
aelinsguaresenasdnuinuilazns
Professional internship in entertainment and music related business
organization under supervision of project advisor.
665 401 msdneulasansfeafunsnatatuiisuasaued 3 3(1-4-4)
(Entertainment Business and Music Marketing Project III)
unumihi sfuvsenuduiiaveulunisinnisiasinisifentunatatiuis
wazAuAslugUkuuesusYnIaedasdulununisviguass in1sadvayy
MUILUNGUDN
finsfnunuenanud
Roles, positions and responsibilities of managing projects related to
entertainment and music markets in simulated companies emphasize on sales
and external organization supports.

Field trip required.



665 402

665 403

665 501

fiaufingsiaaieassauued 2(1-2-3)
(International Creative Business Perspective)
Usngmsainsgsfeaiiassaludsauiiagiu wvensAnudase dadui
aulauarilnasionsiauilaniiruvesiseulusefiuunna
Present Creative Business phenomenon; Students’ Independent Study
topics of interest to develop their vision on music at an international level.
NISRNITUAIUIVITN 2 6 (Litoundn 480 Halua)
(Professional Internship II)
F10sAuneU: 665 310 NTRNNUAITITN 1
Fouly : dnAnwidesiuanuiureuanenansdussdmangns
tndnwdesdisiuumheAnfidnwsnuudlising 94 wiedn
wazmsiawan1sAnwilu S wie U sial,ﬁa?;uaj@miﬂmmuaz
NSy ueNa155Ig9 NN IsAN I IUgULUY 5 un
mMsUftRnueidussdnsifetesiuavivgsianuniuasuianels
M39uaved01A13ERUT N lATeINT Tnsinausinisliazuunduassantusening
01915605z mangms wae anulszneunsitnd@nwdiine
Professional internship in entertainment and music related business
organization under supervision of project advisor.
qﬂﬁnmwumﬁ’nwzmiﬁams 2 2(2-0-4)
(Personality and Communication Skill II)
Jdefuneu . 665308 yAANAIWLAETINYEASARANS 1
?1ﬂNuqﬂﬁﬂmwﬁﬁﬁaﬁaLaaLLaza'auiw NoN1TU158MAe 9 Tudspnuuasg
Bnsdeans m'utLLm'amEJiuLLaﬂaqgiﬁﬂﬁgﬂé]’aa%ugq
Personality training for self and public appearance; advance social

courtesies and dress codes in business.



665 502

665 503

665 504

fusEnaun1sannsiengsiatuliie 3(3-0-6)
(Entertainment Business Startup Entrepreneurship)

LUIAR ﬂizuauﬂﬁﬁmaﬂﬂa;uﬁﬁﬂﬁq'ﬁﬁmmu;ﬁaﬂiz‘[m nsmleng gUaTIn
A wagaudnia nagnslunisesniuugsiatiuis gsivadsassaiuy
Anszlan

Concepts and process of leap business; opportunities searching, threats,
failure and success; strategy of designing leap entertainment business and creative
economy.
madudusznaunisuazmsmungsiatuiis 3(3-0-6)
(Development and Entrepreneurship in Entertainment Business)
Jdafuneu : 665 202 MIRAMITITIgSAITUTIALIRINUAG 2

‘U‘Vlm‘mLLazm'w?m'ﬁmuﬁm%ﬂm’u‘ﬁuﬁg’:ﬂizﬂaum‘imﬂﬁmqiﬁﬁ]ﬂ’mﬁﬂ
?ﬁLnﬂﬁaumEﬂuLLazmEJuaﬂaﬂﬁﬂiﬁdﬂmaﬂizwuﬁamiﬁﬂLﬁ‘uﬁq'ﬁﬁﬁ] mmNLLmuﬂaEmé
NMINIAAIAE MU fUsznaunsssiatiuiie nsuusdiunaiagsiatuiia nsimun
Aaat ML AMFSEIUALN TIMTeana uleuneauranda nsliuinsanAalu
Wlennesum Yemmansdindvmitg uagn1sduaiiniseain

Role and administration of an entrepreneur in the entertainment
industry; the inside and outside environment of organizations which affect the
progress of business; market planning strategies for entrepreneurs in the
entertainment industry; market divisions in the entertainment industry; setting of
market objectives, marketing positioning, production policy, artists services, price
policy, managing sales and market enhancement.
dunuEvIvIgIiatuiislasgsianuns 3(1-4-4)
(Seminar Entertainment Business and Music)

aﬁﬂiwu,asﬁmeﬁ‘i’]zym‘ﬁ'Lﬁm%‘umqﬁmmia‘i’mmiawﬁmqsﬁﬂﬂ’uLﬁaLLaz
§3NanUm3

fims@nwuenanui

Problems discussion and analysis which occur in music and entertainment
businesses management.

Field trip required.



665 505

665 506

665 507

winvigyBiiasfudmivgshonuniuasiiudi 3(3-0-6)
(Basic Accounting for Music and Entertainment Business)

nMIWATMLART ATl nstufindeyaluayadusy
Uy uenusziny msdaviauneaes ensusulsednd mste-Undayd nmsvie
msduresiamsliuinistens uasRamsdnuaued vie gafatudia

Principles and fundamental concepts of accounting; recording data to
basic ledger; making trial balance; adjusting account entries; opening and
closing account; making financial statement of a title-holder for trading and
industrial enterprise and music and entertainment business.
dondmiugsianuniuazduie 3(3-0-6)
(Statistics for Music and Entertainment Business)

Msnsadadmsunisieseidayniniegsna nqufnisdudiegig
ALUTFUUAZAITUINUAIAIUYTEN N1TUTLUIUAT NTNAFDUANYAFIUNETA
aunnsannesegsdsLarandunus adadlduazldldnisdmes n1sldlusunsy
poufimesdsagulumsieszsimeadfiiolflunisiinszimagsfianuss Ae
mas M3dalasanisang q Rerfugsianussuastiudisstatistical methodology for
Statistical methodology for analyzing business problems; theory of

randomization, random variables and random variable distribution; estimation;
statistical hypothesis test; simple regression equation and correlation; statistics
with and without parameter; computer software for statistical analysis apply to
music business and recording label analysis; statistic to support music and
entertainment business project.
2IANTUAZNTIANITTINAABLINGS 3(3-0-6)
(Organization and Management Music Business Label)

FPUVLALIATIATNUDIANBLNAY LazaIANITANN o lWIUBULAZLUIAANTS
WAIWNBIANTS NeANTINeeAn1s uleueeddnts sukuvasansadielvd n1saun
n¥Ne1NTHLBE NYWIFUTUS nsEUILMSIANITUAL T dvesindanis
ATAUINMTVOIUINWAATNNITIANTT NTVNLAL N1TINBIANTT MITTIAAU LTI9TU
nsdenisnsgalanaznismuny mWamUSuldiu gsianua3 Aemas waggsia
Uuialel

System and structure of recording label and other organizations;
concept and comparison of development, behavior, policy, form and

structure of modern organizations; human resources development; human



665 508

665 509

665 510

relationship; process and function of organizer; evolution and concept of
management, planning, organizational management, organizing workers,
ordering, motivating and controlling; adaptation for music business, recording
label and entertainment business.
gnanuns ulszmdlne 2(2-0-4)
(Music Business in Thailand)

unumthfinsinuresaemadutiogiu aum Jnsesiuultunig
U3lnAnuss nagndnseansuarnInaAueIAIEINGY

Role, duty and working process of current record companies; Explore
and analyze music consumption tendency; communication strategies and
marketing of recording company.
AaUzn1SUEaAILAZINUSTIUIINELY 2(2-0-4)
(Performance Art and Contemporary Art)

nsuanslugluuuiagdud aunsoussgndanudutausssud ai
nszurunslunsianIsuas MR iunsuazn ST dNTUS

Principle, concept and thought in recent performance art design,
applied from original pre-existed culture; process management and planning
to proceed and to make public.
IuUsIIUANWILBTAURTYIRNUGE MU INATLIAS 2(2-0-4)
(Cultural study and Ethnomusicology for Entertainment Business)

Smusssuresiuvedlneuayaunainuanevesaunsulodiuun NEANTIY
&enn wazUIUMANG 9 Yosv LitenseendugIRa LY

Thai local culture and the diversity of local traditional music from the
perspective of behavior, society and contexts of community to apply in

entertainment business.



665 511

665 512

665 513

FINVAUAIUALNITNEN 2(2-0-4)
(Entertainment Music and Production)

UNUIN Lhag MﬁﬁﬁmaﬂqiﬁﬂﬁﬂaLwaﬂ ASTUIUNITTURBUNITATIN A1
Aalu mmﬁﬁﬁ’aysuaﬂeﬂgumaumimﬁmwammwaaé?aLLm'GUINL'%'méfu P9NANIUAS AL
MsdeansanAatiugiuilan

Roles and functions of music label business; process and procedure of
recruiting and developing artists; significances of music production process
from the beginning to the finishing; communication between artists and
consumers.
nslawanuazwidvgsiannsedng 2(2-0-4)
(Advertising and E-Commerce)

WA NEY NTEUIUNTIEYANANTUAINIVIIN AT ULIMALTSAANUAT
psAUsznou wadauagisnsandunu nagnsnsledewuveeulat unuim
AnudAey wnlinvesmndygdiannseling

Concept, theory, methodology of advertising process for entertainment
and music businesses; components, techniques and work methods; online
platform strategies; role, importance and trend of e-commerce tendency.
mMsdansdeRava 2(2-0-4)
(Digital Media Management)

Jdafuneu . 665 206 MsdeansgIRTULS

UseLanvesdenda madanisasne nsideuises uaznisdnivdedisa
Uszianeng 9 luguiuuanasgiu nsudasteya nsleindosfloniseonsfung
WloasredeRdvianinides nnils Favied nwadeuln nisledaidududseneuly
nstauetsuudedafivluneuiaumesuaruuedonts mslalusunsudnfaguiile
aedordraiionslaanlugsia

Type of digital media, techniques of construction, organization, and
curating digital media in standardized formats; data platform transformation; uses
of application software to create sound, still and motion picture in digital media
format; uses of media in presentation on online and offline platform; use of

application programs in construction of digital media for business.



665 514

665 515

AuASRUNTAAALNTY 2(2-0-4)
(Music and Fashion Marketing)

wnAn Iums wazarmddamesmInaaundy mﬂszjyﬂasmﬁ‘é’mﬁw,ﬁq
WATAURT YIS Lﬁzjyﬁﬁ’umiﬁaaﬁsuaamsa%wLwiuﬁl,l,azgah%hmsmmml,w%’u

finsAnwuenaaui

Concept, evolution and importance of the fashions marketing; strategy in
entertainment and music integrated with communication in creating brands and
value for fashions market.

Field trip required.
n1ssanamiwensuyedidacdu 3(3-0-6)
(Basic Human Resource Management)

psAUszney uarlnssaiaweIsUImsNUNINeINTIYES UnumMEAves
ninens wywdlumsiiiugsianly uasgsarueuss dapnuazanuddnmesns
FANITNTNENTUYEE WUININITINUKNY NAYNSIUNITIANITNTNEINTUYWE N3
fanisanudauds manensaininensuysslussezdunarsreren nsiesegd
U MIMNUATIEAZIBEAYDIY UazAuauTATeI U TR N15aaunuiEiny
MIATIN MIAAGEN W MIUTIUARALYIYINNIL MIUguTivna MINNoUTH Wagn1s

v s

WAUIUAAINT NITUTITAITINMAIEURDU MANUYEITURUS N1Tas1ean1IzHin
neviudungany nsUssdunansfoinudesuiiothuufoildlussia
AUATLAT UL

Constituents and structure of administering human resources; roles and
positions of human resources in the general business and music business
process; problems and importance of managing human resources; ways of
planning strategy for managing human resources, settling disputes; human
resources forecast for the short-term and long-term; work analysis, specifying
the details of job descriptions and the quality of labor in planning man-power;
recruitments, selecting, and hiring people for work; orientation, training, and
personnel development; administering wages and salaries; human relations,

building leadership skills, team work and assessing the results of work for music

business and entertainment.



665 516

665 517

665 518

N133ANSITINaENSamTugIianuATUasTULAY 3(3-0-6)
(Strategic Management for Music and Entertainment Business)

NAENSNITUIIMT NMTILRUTEs LA TEage NTzuUaunTlunsiIun
nagms Jadonsdany insughanaznsidlesfifinansenusionagnd uuidndeysan
misuaﬂqsﬁ'«amsﬂixamﬁaﬂismﬂgwmLﬁamauauaﬂamwmma”amﬁLﬂﬁauLLﬂaa
unumvesinmslugrusduisassmineins uazdiudunsaunagnéilaiimunl’
lneiiugsnanussiargsnatuie

9

Strategies of administration; planning for both short-term and long-
term; the process of specifying strategy by social factors: economics and
politics which affect strategies; concepts of integrating business and mixing
activities to react altered circumstances; the roles of managers in resources
management and those who operates with the specified strategy by focusing

on music and entertainment businesses.

N159ANTSAALEIUNITAAING TNV UL 2(2-0-4)
(Management Marketing Promotion for Entertainment Business)

Ay ArdIR Y uaresAUsENauveINITdLATINTRAN Lagd LU TzaN
NMIIANA ANUFE LS SN AR UM IR UM TUTININAENEIN1SAaA

Knowledge, importance and composition of marketing promotion and
marketing mixture; relationship between promoting and strategic marketing
management.
nagnsn1sdeLEsunIsvIgaIvITIgInatuiisnasgsnanuns 3(3-0-6)
(Sales Promotion Strategies in Entertainment Business and Music)

AUy ARy v waringUszasavesnisduaiunisue
mMsdaadunsvefisjsdiuilan msdauaunsveiiysgaunats msdaaiunisued
sagminaune wagmsdnaiunisvielneuATUEN NTEUIUMTYBINTINUALA
ATOUARUTINITIATIVANIUNNTAL N1TILHUNITALASUAITVIE A5ANYIAINY
JulUldvesnisdaasunisvie nmsufdinisaiuwky waznisuszidunanagns
MsduEsINTIY

Definition, importance, roles and objectives of sales promotion:

promotion of consumer-oriented sales, middle-man sales, sales for sales persons

and sales for retail shops; sales planning process: situational analysis, planning for



665 519

665 520

665 221

sales promotion, feasibility of sales promotions; execution and evaluation for
sale promotion strategies.

nsAeENsNIIAANALUUYTANNSEMIUgsRaTuLie 3(3-0-6)
(Integrated Marketing Communications for Entertainment Business)
Jdafuneu . 665 206 MsFeansgIRTULS

LLu’JﬁﬂLLaSGUQULGUG]‘ﬁLﬁlEJ’HT@QﬁJ‘Uﬂﬁ%aﬁ’ﬁm‘i(ﬁﬁﬁﬂiuﬁ’mﬁémﬁqiﬁﬁ]ﬁjul,ﬁﬂ
WATTINIAUAT AMUUANANTENINUUTUAVBINARA I karAaTY LaziA3 DAY
n13A1 MITRTEUURLTITENU0ILUTUA NAENSTILUTUR UnmTasUIEVAUINE
130U UNAUNUAILNTE 9A1TN1TAAIAUUUYIANNT BIAYTENOUVBILUTUA
nszvauNsAeas uariladefidmadiiarensdoasnmanaiauuuysannis

Concepts and scopes in integrated marketing communications for the
entertainment and music industries; the differences between product brand,
artist brand, and trademark; brand architecture; branding strategy; role of
consultant company and agent in integrated marketing communication; the
components of brands, processes of communication and factors effecting
successful integrated marketing communication.
238FIINTIND 2(2-0-4)
(Business Ethics)

AUYNNEVDIAT LTI AMNAIAYTVDINTBFITU NI1FURTUFTINUUTZNDUNIT
dndulamedugsnia nsdifnusng q Wethludssendlalumssidunudussiauas
WiodulssleniludinUssdnuiironndosiudsnuuay Tansssu

Meaning and importance of morality and ethics; morality in business
decision making; case studies and its application to business management and
benefits in daily life in accordance to society and culture.
isugmansilasiudmiugsianusiuastuiiis 3(3-0-6)
(Fundamental Economy for Music and Entertainment Business)
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665 522

665 523

665 524

Concepts of socio-economic activities on both microeconomics and
macroeconomics levels; supply and demand; consumer behavior; producer
behavior; production behavior; price management in the market; economic
systems; GDP; treasury; international trade; economic development; economic
policy; free trade policy; context and role of music and entertainment
businesses.
msfs‘iuqiﬁaLﬁaeﬁuéw%’uqiﬁam@ﬁuazﬁ’ul,ﬁa 3(3-0-6)
(Business Finance for Music and Entertainment Business)

ANUNINYUALANUEARYVBINITRUTINT YOULIALATUNUINTTIve e
nadudesdu JULUUTesgsAauarn1InIBeins nsilasigd nswensal uay
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Meaning and importance of business finance; scopes and roles of
finance department; business formation and taxation; financial analysis,
forecast and operation; principles of administrating revolving fund; financial
structure; long-term and short-term funding; budgeting and providing fund for
music and entertainment businesses.

AumAsIiegsiavinailen 3(1-4-4)
(Music for Tourism Business)

msthausvesmaiuayausE iudiosnmyarluanuiiing 4 iefaduga
8 NSTUILNSFUMsIaAdio UL kasdeslswiaaiien LﬁaLﬁu%ﬁﬂﬂaq%ﬁu
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Apply contemporary and local music to distinct geographical landmark selling
point; marketing of the relativity of music and tourism as a strategy of local income

distribution.

nagnsnisasesauldluTsumansuvatudteduiiuazauns 2(2-0-4)
(Competitive Advantage Strategy through Entertainment Business and Music)
nagnsmMsasenulalSeulnisuuaduresgsialaensiinanua a3

viefaty unuInsliiiteides nsidsuanuidnvesngugiuauilagninuidaniase

AuPWSEUINITAN 9 nagnSIINAURTLarTuiialunsasslonanie o ungsna



Competitive Advantage Strategy by accumulating music or artist

reputation; audience positive opinion persuasion on product or service; strategy

base on music and entertainment to create business opportunity.
665 525 MEsengesiasuauns 1 3(2-2-5)

(English for Music 1)
nsEnTinwenslunMuganguns 4 au fie 1153 N1TYR N1581U NS
dethlulsluandnnismissnuaues

The practice of English language skills in four areas, namely, listening,

speaking, reading and writing, to be used in music-related academic work.

665 526 MEsIngeLiosuaun 2 3(2-2-5)

(English for Music II)
nsEnTinwensluMuIganguns 4 au fie N33 N1TYA N1581U NS
Wethlulsluanwdsnnismisnuaues

The practice of English language skills in four areas, namely, listening,

speaking, reading and writing, to be used in music-related academic work.



