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7. 651 dnAnsudeaazn1sEeENS 3(3-0-9)
CP 651 Media and Communication Essentials
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Meaning, components, types, role, and function of various kinds of communication
and their influence on individuals and society in general; changing social and political contexts;

world order; media landscape; communicator’s ethics and professionalism.
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CP 652 Fundamental for Corporate Communication Research)
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Concept, process, techniques, forms and research methodology of communication
applicable to corporate communication management; basic statistics in quantitative research

and data analysis programs in research.
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CP 661 Theories of Communication and Application
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Theories of communication and those related to communication of every level,
including thinking, analysis and consideration of variables concerned; their application to

research and communication planning as set by corporate objectives.

2. 662 M3ITEMINsHRM NI 3(3-0-9)
CP 662 Quantitative Communication Research
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Concepts and theories of quantitative research; setting of research problems,
conceptual framework and research hypothesis; sampling; measurement of variables,
reliability and accuracy of measurement tools; data collection and analysis; ability to use
package programs for data management in an effective manner; learning and understanding
techniques in the analysis of statistical data and correct application; ability to analyze the

research summary and present the findings, using tables and charts in an interesting manner;



ability to conduct a research process using channels of digital media through practice in a

laboratory.

3. 663 MFATeMIMIADINT IR 3(3-0-9)
CP 663 Qualitative Communication Research
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Concepts and theories of qualitative research; setting of research problems, research
conceptual framework; accuracy and reliability of qualitative research; learning data collection

techniques that are effective and widely used; practicum.

1. 664 WENMIIAMINTFRET09ANT 3(3-0-9)
CP 664 Principles of Corporate Communication Management
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Meaning and history of corporate communication management; understanding of
principles of good governance, sustainability, corporate social responsibility, corporate
strategies and environment, factors that make it necessary for the corporation to engage in
corporate communication; ability to explain relevant responsibilities, laws and ethics for
corporate communication management; objectives of strategic corporate communication in

various dimensions, including employee relations, investor relations, government relations;

issue management and communication for crisis management.

2. 665 MsTaMINTneNnsuYEduaznsaas 3(3-0-9)
CP 665 Human Resources Management and Communication
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Concepts and theories of organizational behavior; psychological theories of
personality analysis; planning of corporate communication for motivation, ¢reater
participation, capacity building, and corporate loyalty, with a view to creating a strong and
efficient corporate human capital; laws related to human resources management.

2. 666 MAwTEazAnudayaiansinduladnagns 3(3-0-9)
CP 666 Data Analytics and Insights for Strategic Decision
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Concepts, importance, forms, types and sources of information for search purposes;

setting of initial problems as a basis for search planning, data collection and analysis, leading

to audience insights and designing strategies to solve the problems accordingly.

2. 667 FuauMsian1smsaeansesdns 3(3-0-9)
CP 667 Seminar in Corporate Communication Management
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Exchange of views, discussion, and organization of group activities, using theories,
concepts and principles as well as social issues relating to the performance and management
of corporate communication; integration of various bodies of knowledge in corporate
communication management and application of the lessons learned to develop

thesis/independent study.
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CP 671 Corporate Social Responsibility and Sustainable Development
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Development of the concept of corporate social responsibility, especially dimensions
related to sustainable development; process of regulating the implementation of corporate
social responsibility in various ways; planning the development of strategies and

communication process within and outside the corporation.

M. 672 naqms‘msﬁamimmmﬂ 3(3-0-9)
CP 672 Marketing Communication Strategies
nagmsnsdeansnismanaLiionssusidnIsdeansesAnsluniaiguaziensy Taoysanms
nsldiedasiionisieans wu nslaman msuszdumius msdaaiunisue msdafanssumnenns
aa1n Nsratevnenss Wudu aaenaunislddesian
Marketing communication strategies for corporate communication campaigns in the
public and private sectors by integrating the use of communication tools, e.g. advertising,
public relations, sales promotion, event marketing, and direct marketing, as well as using

various kinds of media.

9. 673 M3IAN1sN1sRdNsWAUEidwlAdIudevatasans 3(3-0-9)
CP 673 Stakeholder Engagement Management
msenagnsnelinisiasunlasuiunmedinuuaye Weadauas il ideduius nm
sgrinesAnsiunguilmunegiidulddnnduneuenasdns wu ngugnAndmung yuu Sguna
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Setting of strategies under the context of social and media change to foster and
maintain the relationship between the corporation and external stakeholders outside the
corporation, e.g. targeted customers, community, sovernment and media to ensure that the
corporation is a good governance organization, continues to follow such good practice and

creates corporate networking and alliance.

3. 674 NAYNSAINANUMIIANINITHRETDIANS 3(3-0-9)
CP 674 Digital Strategy and Corporate Communication Management
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Principles and ways to use digital technology and the ecosystem emerging from new
technology to create business models, corporate management; setting of communication
strategies appropriate to the current media landscape, especially social media, to make
difference and create corporate competitive advantage, while responding to stakeholders’

needs.

2. 675 MsdAnsMsAeaTTENIneTansTIY 3(3-0-9)
CP 675 Intercultural Communication Management
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Meaning, importance, development and impacts of intercultural communication;
cultural differences; application of the concept of international communication to corporate

management; cultural differences in the global society and transnational corporations.

1. 676 NMUIMIATAUA AN uaztaidesesdng 3(3-0-9)
CP 676 Product Brand Management and Corporate Reputation Management
AATIY ANEIAT UsElan uarasAUsznauvasdeldss MaeAng wagnsaudUseLan
fineq TiflauAeatesduiusiy sutsdnunsadinsaud uasdanisasdudnetsainsessa
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Meaning, importance, types and elements of corporate reputation, corporate brands
and product bands and their interrelationship; including creative and strategic management of
product bands building, ranging from analysis and design to the use of product brands within

and outside the corporation.

29. 677 MSIANTTNSTHRETAMUERS NMSIABULUAIAZA22INGR 3(3-0-9)
CP 677 Risk Change and Crisis Communication Management
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Analysis of the origin and development of various issues in and outside the corporate
environment with a view to choosing an appropriate management practice to reduce risks,
and severity of the problem or crisis facing the corporation and to enhance opportunity to
create perception of corporate image, reputation and relationship with stakeholders in line
with the corporate objectives by integrating commmunication strategies, e.g. proactive and
reactive ways to manage various issues, application of communication concepts to create
change when the corporation operates in its normal context or when it faces a delicate

situation that can create an impact on its performance so that it can function smoothly in a

unifying and same direction.

9. 678 ﬂ"l’i‘ﬂuﬂﬂ’ﬁﬂE]uWIuﬁLLﬁZLLWﬂﬂWB%SJ‘U@QﬁEﬂ‘ﬁli 3(3-0-9)
CP 678 Content and New Media Platform Management
amnuilalssianiazsunuuresnoumud ionevausavielunisdoaisvesesdns
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Understanding of types and forms of contents to respond to the objectives of
corporate communication; types of online media platforms; characteristics, usage context, and
limitation of each platform; principles and guidelines for content creation; defining message
senders and receivers to suit each type of platform; strategies to choose platforms appropriate
to internal and external corporate communication; formats and principles of writing to respond

to the objectives of corporate communication.

3. 679 WINNTIUNDDIANT 3(3-0-9)
CP 679 Innovation for Organization
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Process and strategies for innovation; creative idea generation through the design

thinking process to achieve corporate objectives.
1'% Y a o [
N1SAUANDETS (F1UTULNY )

9. 700 M3IAUAIIDEATY 6
CP 700 Independent Study
TidnAnvidnauesiesunisfneiatgdnnisdiunisdnnisnisdeasesdng i
aruanansalunsinszuuaudn daudidulasinisauussatihmnensinumuiissy Hlunisiaue
wlassmsfnmMenudingn Uszneusmemslubesi@nw Tnquszasd WWhwine nasaauisnig
Anwegruluszuy aunsaiiligleauniedoiauonuzduanulsslon
The student is to present a report of an in-depth study on corporate communication
management with emphasis on the ability to organize the thought process from the beginning
of the project to the attainment of the objective as set out in the project proposal, consisting
of contents, objectives, targets and methodology in a systematic manner, leading to a

conclusion or useful recommendations.
ANeMINUS (F1USULKHUNISANEI N LWUU N 2)

9. 801 Inetnus 15
CP 801 Thesis
n1sasilasaNTIdelazn1saniunTIdedunelviinesdausindluaivivinisdanis
ﬂ']i?i@ﬁ?i@ﬂﬁﬂi L%UuaﬂﬂﬂaWUﬁ‘LﬁlﬂﬁﬁUﬂ’]iﬁ@ﬁ?i@ﬂﬁﬂi LL@%ﬁWLﬁu@%WE’JWaWUﬁ‘ ﬂ'ﬁL%EJ‘Lli']EN’]u
Woriteweouns 93us5353lun59i3de uazaesssalunsweunskanyivng
Creation of a research project and conducting of research leading to a new body of
knowledge in the field of corporate communication management; writing of a thesis on
corporate communication and its presentation; writing reports for dissemination; research

ethics and professionalism in the dissemination of academic work.
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