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(The Art & Science of International Digital Marketing)
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2.1 FANNISHALIIANA

ningnstunisduaiuinuenisnainfdviaseninsUssmaliuniFou lnethAadsuas
Ingneandvesnslivinueiunisnainfavianu soft skill and hard skill tielsididsmaaitimune
Igialan miSaumiaamawé’ﬂqmiﬁL"f]wé’ﬂqmmmé’ﬂﬂqmﬁaiﬁ;ﬁﬁsulﬁﬁﬂuiﬁammé’qﬂqwaz

N1INAIARITAMENIAANYITENINUTENA N89INIUNANANTH Hiseuaunsaldiniesiianazinaia
N13AAIAAIYA LY data mining nATANSRAINYIIlUTIAAVRIMULDY MiTeaNNTaANYITEMBULAY

nuduideivgimunisaainfdviatuavivemula

This course focus on promoting International digital marketing skills among the learners.
The art and science of using digital marketing soft and hard skills to reach the target market
around the World. This course is designed to be taught in English language giving advantage for
the learners to learn both English language and Digital Marketing with International Case studies.
After completing the course, the learners can apply the Digital Marketing tools and techniques,
such as data mining, inbound marketing techniques in their own business or can continue

research studies and work as a digital marketing professional in their field.
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Explain the core concepts and principles of Digital Marketing.
2) adUNAaULLaLINYIFNERSYBINITNAINRANA

Describe the arts and science of digital marketing.

3) @wnsaeeniuuilieninisnainfaviavesnuesdunwsingy

Design their own inbound digital marketing contents in English Language.

4)  Uszynaldirinnisnaafdviaiieusediuidinussansamman (KPI)

Apply Digital marketing metrics to evaluate the Key performance indicators (KPIs)

5) WNUTLEANTAINAITNAINRINAFINSUNITARINUULBDDTEWINUTLNA

Optimize Digital marketing for International mobile marketing.

2.3 Tasea¥ el vaenangns

wanamseusuiitilunsFeudsn 45 $alus w3 whein lneuvatu 10 wde Weuld

AUNTEUILIYT 626723 N1SRAINEMTUNIETEUNT (Maritime Marketing) s1eazidun fail

This training course has a total of 45 hours of learning, 3 credit hours, divided into 10

comparable topics with the course 626 723 Maritime Marketing, details as follows:

1RV BINITBUTUA—BUNSEUIUIYY

SWOT Analysis using R.

- sULLUUNIS

K A— gﬂol,LUUﬂliE]UiﬁJ NITUIUIYI 626723 lf';ﬂumsaau
Y AMUIUYLTAY Maritime Marketing . o

MUIUTLUS

. The Customers and Consumers of 21st A1TUTTYIYURLNNT . Fundamentals of u3seny
Century. ﬂﬂﬂﬁﬁﬁiu%uL%'au Maritime Marketing - U9
Practicals: Introduction to Marketing Analysis | - 9713 3 Flus Flus
and R Programming Language.

. Introduction to Digital Marketing — Tools and | N13UITEYUALNNT . Customer relationship UTI818
Techniques. ﬂﬂﬂﬁﬁ@iu%uﬁau management for the - U9
Practicals: Integrating R for optimizing Digital - §1au 3 Falu shipping companies. g
Marketing — R markdown language and
Technical Writing.

. Market Segmentation — The Traditional and A1TUTIYHALNT . Marketing Strategies for | U338y
Digital Approaches. ﬂﬂﬂﬁﬁmu%uﬁau Maritime Commerce. - U9
Practicals: Cluster analysis using R. - F1au 3 Falug Hlug

. International Digital Marketing Strategies. A1TUTIYHALNT . Product development | usseny
(Planning) ﬂﬂﬂﬁﬁﬁiu%uﬁau for commercial - UMW 9
Practicals: SWOT Analysis + Quantitative - §auau 3 Falug maritime services. dla
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v AMUIUTI LU Maritime Marketing R it
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5. International Digital Marketing Strategies. A1TUTIYLALNIT 5. Using technology for U358
(Planning) Tﬂﬂﬂaﬂ'ﬁlu%uﬁau marketing in the - WU 9
Practicals: Brand Development Index & - §1uau 3 Falug maritime trade. g
Category Development Index using R.
6. International Digital Marketing Strategies — N13UITYYUALNNT
(Planning) AnufoRlutusou
Practicals: Quantitative PESTEL Analysis using | - 371U 6 Flug
R.
7. International Digital Marketing Strategies. - ATUTTYYLATNT
(Implementing) ﬂﬂﬂﬁﬁ’ﬁiu%uﬁau
Practicals: Building Gantt chart using project - §nu 6 Halua
evaluation and review technique using R
8. Digital Market Sensing tools and techniques - | NMTUTTYNYLALNNT
Practicals: Twitter Sentiment Analysis Using R. ﬂﬂﬂﬁﬁmu%uﬁ'au
- $1uau 6 Halus
9. Marketing mix modeling and predictive A1TUTIYLALNT
analytics using R. ﬂﬂﬂﬁﬁ@iu%uﬁau
Practicals: Marketing mix modeling using R. - §13u 6 Falu
10. Return on Marketing Investment N1TUTIYLUALNT
Practicals: ROMI Calculations using R. ﬂﬂﬂﬁﬁ@iu%uﬁau
- $1uau 6 Al
394 45 galug 394 45 galus

2.4 nMsUsziliunanaaanangns (Course Evaluation)
WsUszunTtenisiseuIavua 10 Mdeiieudininaussausvediseulsenaume

235 e9dl
1) 157897 Take Home

2) Anufuannaunlasuseunne

Wirdansseus NAANSNITEUS Wnsusziliuka dndaunis
(Topics) (Learning Outcomes) (Course Evaluation) Useidiu
1. The Customers and 1.1 Differentiate between traditional | - ¥131897U Take Home 10%

Consumers of 21st

Century.

marketing and digital marketing.
1.2 Explain the behavioral changes

t
of 21% century consumers.

- AnujiRannaunlasu

UUNUY
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Wadansseul NAANSNIBEUS BMsUszIdiuKE dndaunig
(Topics) (Learning Outcomes) (Course Evaluation) Usziiiu
Practicals: Introduction 1.3 Justify the importance of data in
to Marketing Analysis and modern marketing.
R Programming Language. 1.4 Describe the importance of
scripting language in marketing
analysis.
1.5 Install R Programming Language
and use basic R language scripts.
Introduction to Digital 2.1 Describe the digital marketing - 1951891U Take Home 10%
Marketing — Tools and tools, techniques and metrics. - ﬂﬂﬂﬁﬁﬁmmmﬁlﬁ%
Techniques. 2.2 Summarize the digital marketing UDUNUY
flow and digital marketing funnel.
Practicals: Integrating R 2.3 Discuss the importance of
for optimizing Digital landing page and inbound
Marketing — R markdown marketing.
language and Technical 2.4 Apply R markdown language
Writing. syntax.
2.5 create a html web page content.
Market Segmentation — 3.1 Explain the SPT strategy in - M1951891U Take Home 10%
The Traditional and marketing. - ﬂﬂﬂﬁﬁﬁmmmﬁlﬁ%
Digital Approaches. 3.2 Different product-differentiation UDUNUNY
and market segmentation.
Practicals: Cluster 3.3 Apply different market
analysis using R. segmentation strategies and
algorithms to segment market
using R.
3.4 |dentify potential customers.
3.5 Develop suitable target
marketing strategies.
International Digital 4.1 Outline the functions of - 91918974 Take Home 10%

Marketing Strategies.
(Planning)

Practicals: SWOT
Analysis + Quantitative
SWOT Analysis using R.

4.2

4.3

4.4

4.5

international marketing plan.
Assess the condition of the
company using qualitative SWOT
Analysis.

Develop suitable marketing
strategies based on SWOT
Analysis.

Assess the condition of the
company using quantitative
SWOT Analysis.

Plan suitable International digital

marketing strategies.

- AnujuRanaunleasy
UDUNY
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(Topics) (Learning Outcomes) (Course Evaluation) Usziiiu

5. International Digital 5.1 Explain Brand performance - Y3189 Take Home 10%
Marketing Strategies. 5.2 Explain category performance. - ?Jﬂﬂfjﬂ’ammmﬁiﬁ%

(Planning) 5.3 Identify strong and weak UDUNUY
segments.
Practicals: Brand 5.4 Hypothesize BDI & CDI using
Development Index & suitable examples.
Category Development 5.5 Use R to test the hypothesis,
Index using R. plot and interpret the results for
planning International digital
marketing strategies.

6. International Digital 6.1 Assess the External environment | - ¥1151891U Take Home 10%
Marketing Strategies — using PEST Analysis. - ﬂﬂﬂﬁﬁammmﬁlﬁ%

(Planning) 6.2 Cognize how PEST is related to {OUNUY
International Digital marketing.
Practicals: Quantitative 6.3 Synthesize the need for
PESTEL Analysis using R. quantitative PEST analysis.
6.4 Explain the limitations of PEST
analysis and the need for PESTEL
Analysis.
6.5 Quantify and visualize the
PESTEL Analysis using R.

7. International Digital 7.1 Developing SMART marketing - M31891U Take Home 10%
Marketing Strategies. - goals. - ﬂﬂﬂﬁﬁammmﬁlﬁ%
(Implementing) 7.2 Organize the SMART marketing UDUNUNY

goals into activities.
Practicals: Building Gantt 7.3 Assign suitable resources and
chart using project duration.
evaluation and review 7.4 Create the marketing schedule.
technique in R 7.5 Build Gantt chart using R.
8. Digital Market Sensing 8.1 Explain the importance of - YN971897U Take Home 10%

tools and techniques.

Practicals: Twitter
Sentiment Analysis Using
R.

8.2

8.3

8.4

8.5

understanding the consumer
needs, want & demands .

Apply qualitative research
techniques to gain in-sights of
market.

Identify the consumer brand
engagement.

Use traditional and digital market
sensing tools and techniques.
Conduct Twitter sentiment

analysis using R.

- AnufjiRnnaunlasy
UUMINY
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Wadansseul NAANSNIBEUS BMsUszIdiuKE dndaunig
(Topics) (Learning Outcomes) (Course Evaluation) Usziiiu
9. Marketing mix modeling 9.1 Explain both product and service | - ¥191831U Take Home 10%
and predictive analytic marketing mix. - ﬁﬂﬂﬁﬁammmmﬁ%ﬁj
using R. 9.2 Explain attribution modeling. {OUNUY
9.3 Use present data and predictive
Practicals: Marketing mix tools to forecast outcomes.
modeling using R. 9.4 Evaluate the effectiveness of

marketing through different
channels.
9.5 Optimize the marketing mix

model in advertisements.

10. Return on Marketing 10.1 Explain the importance of - 971897U Take Home 10%
Investment measuring the return on digital | - ﬁlﬂﬂﬁﬁammmﬁiﬁ%ﬂ
marketing investments. UBUNUNY
Practicals: ROMI 10.2 Use historical marketing data to
Calculations using R. analyze the return on marketing
investment.

10.3 Develop econometric models
to measure the effects of
marketing campaigns.

10.4 Select appropriate digital
marketing metrics to assess the
impact of campaigns.

10.5 ROMI calculations in R.
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LNEUINISUSEIUAIAUTY LNBNSAUELALRUIEAR

fauty F9AZUUY Seuty F9AZLUUY
A 100-80 C 64-60
B+ 79-75 D+ 59-55
B 74-70 D 54-50
C+ 69-65 F 49-00
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3. AdAdmIumsaudu (keyword) wazAasuIEnaNgATaLNED
3.1 ArdrAgydmsunsdudu (keyword)
N1AANARINA, N15RAIATENINUITENA, N1SAaAsEAUlan, N153LAS1¥N1SAAA, Digital

Marketing, International Marketing, Global Marketing, Marketing Analysis
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This course is designed to equip the learners to be capable of marketing professionals in
the digital platforms. The knowledge gained can be used for doing research, quantitative techniques

in marketing analysis and reach international markets through digital marketing.

4. ¥297U-12a1VINTSUEANAT
Wasuadas 1w 1 Iquieu 2565 1381 08.30 1.
Unsuagins JUN 10 Auengu 2565 1381 16.30 u.

5. 9299U-12a1U99N15T152A5SsulenTun15aUsY
AIWFIUNYININTENAS D9 JUN 10 Auen8u 2565 1381 17.00 .

6. ¥19¥u-17a1v84N5aUTYH JULUUNITBUTY Wazanuiilun1sausy

%335UBUTY Fuil 18 Fueneu - 12 noAanieu 2565 (6 Falussaduansi 99 8 dUam)
(aUsHRWITIWAS-TUBITIRE ¥I91981 09.00-16.00 W. #38 13.00-16.00 1.
Faitutuaounasnauiiowihnimnasuasdanine fudo)

JULUUNITOUTY ausulugUluy Online $9uU Onsite 1ae Online K1us3UU ZOOM uag
asnsi5eudounder1u Microsoft Teams (M3aeuazdasiidonilols
HiSeuaNsagdaunas viveglssuaInTassunTouaeununale)

anwilumseusy  IendenisAnsnaznisianismaneia sminendeidesil

Jminayvsanas (nsaldnn1seusu Onsite)

7. ¥293UY0IN158aNaN159UIN/ U TN AN SANE)
15 T Mevaauvanans (¥193ui 14 ngednieu - 2 §unnau 2565)

8. Ussinnvasiangns Lﬂwé’ﬂgmLﬁaﬂ'ﬁ%’maqammuzLLazLﬁamﬁLﬁuazawmgﬁm
8.1 WiaN153UsaIAUSTTAUY
Fodussauy - AavzuazIneIransveINIIRAIARIATENIINUTTINA
(The Art & Science of International Digital Marketing)
8.2 Wiien1sifivazauniieia
U 3 W8AR LABAguAUNIZUINIT 626723 (Maritime Marketing)

9. Asssaliaaluntsausy 4,400 vw/au (s gauminendy 600 uim)
s uprUgaminendedmsuindnw fUfTROUlunmIvededosinl vsedndnsonisaneiain
wrMIngaedeslnl
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10. undsiuvaulszINsUanangas
andunsdavangasiagldeuussinannmameideuvesdisey

11. dayalun1sinsasauniy

%a-aqa WLIgMIA  Anay
Wasng 064-686-8628
Blua nuttapong.kh@cmu.ac.th

12. Reulvguauifvesdaiias

1) msanwseiuiseuAnvneulatstuld Lyid1imany (Studying in high school or above without
age limit)

2) fmnufiiugunslieoufiuneiuasinueneadnmandidosiu Sududeddreuiuneslndn /
ﬂauﬁamaﬂﬁaﬁaumé’ﬂqm (Basic knowledge of using computer and basic arithmetic skills.
Need Laptop / Computer to study the course.)

vaneive : i3suaansalivesjoimsneuinmesvesinedvldlnedAsssudomiuinnuuleuny

YaIneNas (The learer can use College computer lab for additional fees as per College Policy.)

13 viuIAnyinIsiseus

Iedans / walulad / winnssy
WeEanIaunImN

A998 / 311015 / Anwne
WyweAans / daaumans

N5 / M3Ud / nseana / nsaamu
N1997U / NNT9ITN

A9/ NMTHRRIUIAULDS

AuRs / Aady / 3TN / A1018AIN / $1UBALSA
WNWYATNTIN / 5ITUVR / Aawandou
mmﬁﬁ"ﬂﬂ
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