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3.1.5 A195UNET18Y
nM. 601 §INUALNITAAIN 1.5 (1.5-0-4.5)
MK 601 Business and Marketing

v a a .Y a s

LLmﬁmLLazmﬁLﬂiwﬁl,ﬁ'mﬁ"imﬁmgﬂummi NSIANITNNTREY LATYFAERSEINTY
MsuImsiasugRaszullnl nagndnisgsia Feanunsnthludaelunsdadulanmanismann au
N15RUKAENITIANANITANELNIY 1ATIATIAUNULAENITIANITATURUY ANTDIRUALIET NS
AMULAZAUNUNINES NMIpanBiannsalind waadueilvd Mssaiatunsfis

Managerial accounting concepts and analysis; managerial finance; managerial
economics, new economy; business strategy as these fields relate to marketing decision

making; financial statements firm performance, leverage, time value of money, investments

and costs; e-commerce, new products, marketing practices

nA. 602 LATEgAMERTLINEN15IANS 1.5 (1.5-0-4.5)
MK 602 Managerial Economics

13 esdlonsiinTzdinaasygaansdmiunsindulanisgsia lassadmainuas
iAsugenansnailes 9anaenm Uszdninm dwandeunteuen guasd dunu elddaudin
msUsendailasainuue VOWNUE HANTENUIINNITATINATEUIE  A1ITAENNFARSITULAY
madonlaifisuszasd masamafuansstudmiuusasngugndn

Tools of economic analysis applicable to managerial decisions; market structures
and political economies; equilibrium; efficiency; externalities; demand; costs; marginal
revenue; scale economies; game theory; network effects; moral hazard and adverse

selection; price discrimination

M. 603 NIFIAATILRUALNITINUNUNINNTRY 3 (3-0-9)
MK 603 Financial Analysis and Planning

nouiuaruuUfURnensiugia msdndulamenunisfuuardsnndoniiistes
AR UAIULIAN miﬂimﬁugaﬁmaﬂmmﬁj dnmonids nshinginnudsanas
HARDULNY WUUTIA0ITIMEUNTNGdIUNY  N15UsHduYanIvU Aagn1mYewaln n15useiiiy
1ATINTaMU NTIATIBNTEURARUER

Basic theory and practice of corporate finance; overview of financial management

and its environment; time value of money; bond valuations and interest rates, risk and
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return; capital asset; pricing model; stock valuation; market equilibrium; capital budgeting;

cash flow analysis

nM. 604 NISIANITNITAAIN 3 (3-0-9)
MK 604 Marketing Management

1% a [ 1

NTTUIUNITIANITATUNITAAIN mﬁmi’wﬁqﬂm mﬁamiwﬁ@:mwu NTWUIAIUAAR
nsdenaaIalnving  @IUHANNINITNAIN NAENSHENIMY ATIFWAT NSHAILINEAS A N3
fe3A1 MsdEsumIRan Mesas g

Substantive and functional aspects of marketing management; consumer behavior;
competitive analysis; target market selection; market segmentation; branding, product

development and positioning; pricing; marketing communications;  distribution

management

nA. 605 anazfiuaznnsaneiiuiiiuszausam 1.5 (1.5-0-4.5)
MK 605 leadership and building high performance teams
amziiientsaiefinfifiussansamgs Aanssuuaznginssuiiieimundiy n1saina
fiunazmsindule msdeansfifduszansamm nmsdanisarudauds srunauazdvina anzdih
N159ANNSANUAINYIANY
Leadership concepts and team building skills; activities and behaviors to develop

teams; team building and decision-making; effective communications; managing conflict,

power and influence; leadership; managing diversity

nA. 606 MstiLEuaNNIgIHNTUsAVEHA 1.5 (1.5-0-4.5)
MK 606 Effective Business Presentations

LuIAA MdnnIs wagnsnUUAdmiuyananagna ulunisuiaueniagsnad i
Uszandam nsmnusdvanslunisiiaus ﬂ’]iLﬁaﬂi’meami%’mﬂ’ﬁeﬁlaga N13IANITUD
Fnanu msdeneansiauefiliuing qunsnet waznisyalawan Msdanistisdaiuuas
MBUANY

Concepts, principles and practices for individuals and groups in making effective
business presentations; Setting presentation goals; Selecting and organizing information;
Delivering persuasive presentations, speeches and sales pitches; Managing question and

answer sessions
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. 611 waRAnssuEulag 3 (3-0-9)
MK 611 Consumer Behavior

n3suitaym nsdedulalunsium MaleseingAnsuuazens BvsnanIsdn vas
nsruIuMsinduls nsmuAuaues Mmsliutdnla vimuaiiazaiuaula yadnanvesnsidua
ANUNEA Msandulanegsfalagunagnsamiulanidnea

Problem recognition, search decision making, heuristics and biases; social
influences; post decision processes; self-control, persuasion, attitudes and interests; brand
personality, memory and business decision-making with an emphasis on strategies for the

digital world

nn. 612 admiensanaulonianisnain 1.5 (1.5-0-4.5)
MK 612 Statistics for Marketing Decisions

wundn safeudsng uwagnszurunsinaulomeadnit ey adndmssan AUy
Hunaznsnszatsvesernuuinziu Famsidensiedsarnisnsyaieiiegs Yieeudesiy
nMsvAdeUANLAsUTRIALRRsMLLANGNY duUsEAvSanduius MslinTeiionnosogiedte
LAENA

Basic statistical concepts, procedures, and decision-making; descriptive statistics,
probability and probability distributions; sampling methods and sampling distributions;

confidence intervals; hypothesis tests of mean difference; correlation coefficients, simple

and multiple regression analysis

nR. 613 N1FIANIIATIAUATUIANTTY 1.5 (1.5-0-4.5)
MK 613 Innovative Brand Management

ungnanA e LazN1TIANITAIIAUAT AULAYNIITANITOIANT WAZNTAS 1L UTUAT
WTaune ANARES19EsIALATUTANT Y miﬁmumﬁqﬂmiLLSU'QSfJ’uLLazﬂ’lﬁl,ﬂ'i'wﬁﬁjl,tfda A3
TATIgNAATEUIINA NsTRLIRERSLaYNagnsRIIEUA nseaulamusan N1IANTg
YINNNITINNNUNEY mﬁyjimmimiﬁlamimimmm mMsdaasunsdudiuazdendna

Introduction to product and brand management; people and organizational
management and to create strong brands; creativity and innovation; defining the
competitive set and competitor analysis; customer and consumer analysis; developing
product and brand strategy; pricing decisions; channel management; integrating marketing

communications; brand promotion and digital media
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nf. 614 n1saanalanlugafddia 3 (3-0-9)
MK 614 Global Marketing in the Digital Era

N15VYIYRAA ﬂaqmﬁﬂﬁsmmﬂiaﬂLLazmmﬂjﬂﬁu ATLUSEIURANN NITLADNAANA
Hhwane mMynshuvtadndueiuazuinisigatuaninduaina MsulauuuAiva nanseny
MIN159a19 wIlduvesenTItuLazANRLATEATNaE VS IUNagNSNISRAIALaN

Market expansion; global marketing strategy and sustainability; segmenting,
targeting, positioning of products and services in a global environment; digital
transformation; marketing implications; opposing trends and strategic tensions in global

marketing strategy

nR. 615 N1T3TENIIAAIALEENITIATIEIdaYE 3 (3-0-9)
MK 615 Marketing Research and Data Analytics

unihuazadndnanuveslyun nsesnuuuidy Jeyanfenil n1539e139d593 N5
INTTUUILAZITIANE N1TIARAENITORNUUUKUUABUNIN NTFUMI0E19VDUMAITRBYA N3

;Y 1

AATINTRLA NITHATIENGNAT NITHUSAIURAIN NITAATIEATINAULALNITNAGOURUIAR N3
WanteyadiumuarnTinseiteya

Introduction and problem definition; research design; secondary data; exploratory
research; descriptive and causal research; measurement and questionnaire design;
sampling of data sources; data analysis; customer analysis; market segmentation; conjoint

analysis and concept testing; developing profiles and data analysis

M. 621 ASIANTISHANN N 1.5 (1.5-0-4.5)
MK 621 Product Management
nsdndulafiiuaisuasduanaifsadunisdanmisuagnagnsudnsusiiil oliiide
Inssuannisuasduluszezen nsiasizviauliaulavesnainlagANaINITalunIg
WY aTuveI§ N ’Nﬁ]i%?@ﬂﬁ&]ﬁ'%ﬁ&ﬁxﬂﬁ&;ﬂﬁ‘ N1509NLUULATNITINAILAUIHE N A U
Decisions in product management and strategy to achieve long term competitive
advantage; analysis of market attractiveness and company competiveness; product life

cycle and strategy; product design and positioning
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NR. 622 NITIANTITUIANTTULASNANA U I 1.5 (1.5-0-4.5)
MK 622 Innovation and New Product Management
winnsaunasndnsarinifiduanaddyesiia nssvumsiannandoeilva g
szl ulazaaauLuIAnIaIuinnssuLasNandueilul n1snageunatn n1sUINEn susilm
P8NERANA
Innovation and new products as sources of value to competing firms; generation of

new product ideas; evaluation of new product concepts; testing and development; new

product launches

ne. 623 NAENSIIAI 1.5 (1.5-0-4.5)
MK 623 Pricing Strategies

nsdannsaaAIgnd1andud vins uarUssaunsaiitendnuaznuanuldiuTe
MU WBInagNs NUSMITHARBULIY MIITIALUUEATEY NsRasadiniuans
nandnaiuazasdudidmiunissed anudusssunesan nsiils AuAnaendinues
anA1 MsUsEya quai’waaalajﬁmwmLLazmié}gﬁwmLmuﬁwsju

Customer value management for products, services, and experiences to produce
and maintain strategic competitive advantage; yield management; dynamic pricing; pricing
for product lines and fighting brands; price fairness; profitability; customer lifetime value;

auctions; “free” models and dynamic pricing

K. 624 ﬂ"liﬁl'e]ﬁ']’iﬂ’liﬁla’]ﬂLL‘U‘U‘LJim']ﬂ”Ii 1.5 (1.5-0-4.5)
MK 624 Integrated Marketing Communications

ATTUIUNITWAIUT TANTT LL@%‘Ui%LﬁuLLF’]llLﬂmﬂﬂigaﬁﬂiﬂ’]iﬁaﬂﬂLLU‘UI&?ZL!’V]’W LUIAA
LLazwqwﬁﬁ]ﬂﬂmiﬁamimwmmﬁwmﬂwmﬂ (?I'aﬁi‘uﬁmmz?l'aimiﬂ Sumesidn wazdoann
AaUszinm) Smdnvaieddns mnuAnaieassd deuazdeniiu g9535 NIFABTUNUY N3
UszLiluna

Processes to develop, manage, and evaluate an integrated marketing
communications campaign; concept and theory from diverse marketing communications
(traditional and new media, internet marketing, foreign markets), corporate identity;

creativity; media and messages; tactics; implementation; evaluation
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AN, 625 A15IANITVIINIINITINIINUY 1.5 (1.5-0-4.5)
MK 625 Channel Management

Tassadsteamienisdns s wuvesulatuazeenlal detidumeusndidinsznuse
Usg@NTNIMY0IN1NITIATIUIY NITAIEILATAITATLTIBEUAT N1TDBNLUVLBINIINITIA
Sminefieadrsazunilomsndu msUsraunuTemInIsInsIviine sanaiinuaznainding
DAoLy

Online and offline channel structure; macro forces affecting channel performance;
wholesaling and distribution; channel design to build and protect brands; channel

coordination; black and gray channels; e-commerce

nn. 626 N15IANTITLYYUNIU 1.5 (1.5-0-4.5)
MK 626 Supply Chain Management

n13unueg 1w duszuy n1seenkuy MsAdun1s N1sAIUAN kazn1sUSUUT
ﬂi%U’]Uﬂ’]iﬁ’]ﬁQjVI"lx‘iﬁﬁﬁﬂ LLuﬁﬁﬂLLNugﬁﬂigU’JUﬂ"lﬁ BNUAINAN1YITU mﬁmamaawms
ALY NMFIATIERTZUULOIADY LHUNIMATEYIE ANLILULIULAYNISAIUANAUAIAIAGT
watnvesldgunu anudululslunsusulanssuiumsssninaanidaou

Systematic Planning; design, operation, control, and improvement of key business
processes; Process flow viewpoint; flow diagrams; line balancing; waiting line analysis;
network diagrams; uncertainty and inventory control; supply chain dynamics; tradeoffs

between process improvement possibilities

ne. 627 N15IANTIIAITAIUAN 1.5 (1.5-0-4.5)
MK 627 Retail Management

ﬂi%U?Uﬂ’]ﬂHﬂ’]i‘?ﬁSQﬂﬁ’]Laaﬂ‘?},@ nsgeuarldTuUsMsiidens nmsmwesnsAUan
AN UEIURBUNEAA U NITHAUIATIAUAIVDISTIUAIUEN AITTANITAIUNITIALAAS
wAnSusaeludud masesan msliuinisgnét nmsuszanmunse madadongsimn
AufuasnsasIANUELTLETIA NsSRnsTTUUASaUmA NsiEendauiing

Processes to help end consumers select; purchase, and service the goods they
need and want; overview of retailing; assortment planning; private label development;
management of in-store operations for display, pricing, and customer service; forecasting,

vendor selection and relations; information technology; Site location
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nR. 628 N1TIANMTAUGNAFUNUS 1.5 (1.5-0-4.5)
MK 628 Customer Relationship Management

anuduiusiugnAnlusefunagndvnanismatn fegsISUfURAA anuwelavesgnin
ANUANAYDIYNALULTIARIAMUAINADATINYBIRNAT ANasatun simlsluudazngu
anAn gardwIsdmiun1sinnisgnAduiiusuazgIutoyagnAn N1sRluusugnAIFUNUS
nsldteya nsasregnanlua

Customer relationships at a strategic marketing level; best practices, loyalty and
customer satisfaction; models of lifetime value and segment profitability; CRM software

and database construction; CRM implementation; use of information; generating leads and

new customers

. 629 N1IRANAINALAZAITIANITTRYA 3(3-0-9)
MK 629 Digital Marketing and Data Management
Ui usanaden19gsnanazni1snaln untngddeaniinisindinuameadia nagns
e ‘Wqaﬂii:u%Tﬁimuuuwamwmfuaﬁﬁa msnaedediny nslavandediey nsnainiiode
nsmansiuled nsfivdszansnmnalnduminig nslevanuans 3n wasifivlszansninee
NFIATIRNQAE N15lEYemeRdTia nslesiunna1nfidsia wazn13dnn1steya
Contemporary issues in business and marketing; introduction to digital channels;
content strategy; consumer behavior on digital platforms; social media marketing; social
media advertising; mobile marketing; web marketing; search engine optimization; display

advertising, measure and optimize with google analytics; adoption of digital channels,

digital marketing safeguards and data management

. 630 N1TUINITUAZNITARIALTIUTZEUNTTA] 1.5 (1.5-0-4.5)
MK 630 Service and Experiential Marketing

undn1snainuinis weAnssuEUSAlUMSAYMINAUUINIG MTTAILILLIAANS
U313 NMINI2A8YBIVINTT N133ANITTIAaeTela n1slianusivanduazduaiunmeves
foraue nstmuaiumisnisuinslunaieiinisudedu nseenuuuLaMTIANINTEUIUNIS
U313 Msasanmndennsuinig msdanisyaraiiienaildiusulunsuins nsdans

ANNENTUSAUgNAT: Aufianela AUANG wazdeTouieun1sUSuUTIRMAIMNITUSNS
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Introduction to services marketing; customer behavior in service encounters;
developing service concepts; distribution of services; pricing and revenue management;
educating customers and promoting the value proposition; positioning services in
competitive markets; designing and managing service processes; crafting the service
environment; managing people for service advantage; managing customer relationships:

satisfaction, loyalty, and complaints; improving service quality

nf. 631 A1IAANNITNINNUTENA 1.5 (1.5-0-4.5)
MK 631 International Marketing

ﬂﬁ&g%ﬁ‘%’mﬂﬁmamﬁm%ﬂﬁmaﬂmwdwﬂizmﬂ NTZUIUNITWAILUINITADINTENI Y
Uszima mslazsiiieldennatn nagnénindngnain nagnsnandnsi nagndvemiedn
e nagnssen wWinnne naens wasmsujuRdmsuniseainseninaUsewme

marketing strategy for international markets; general process of internationalization;
market selection analysis; market entry strategies; product strategies; distribution and

pricing strategies; international marketing goals, strategies and practices

ne. 632 nagnsnsiddayaniansnain 1.5 (1.5-0-4.5)
MK 632 Strategic Use of Marketing Information

nseumuAndmiuyhanudlalunagnémaasugmans uavisernaiUdsuuUasmes
walwlaBasaumnaiieldlunsdnns wasUsadiundadnsiuasusns wealuladarsaumaiie
zjuﬂf:ﬁ ANSTNAINLANGNS L‘lJalEJHLLU@QIﬂiQﬁ%NQ@ﬁWMﬂﬁQJ FinUszansnm wazudluveuiun
N13YB95INT

Framework to understand economic, strategic, and transformational implications of
Information Technology (IT) to manage and evaluate products and services; IT to serve
customers, increase differentiation, change industry structure, improve efficiency, alter a

firm’s boundaries
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nf. 633 AMUTUHAYBUVRLTIAR 1.5 (1.5-0-4.5)
MK 633 Corporate Accountability

Anufuiiaveuiiniravnuazdutouvesgsnalutiagiu anusuiiaveudiungvune
395591 LATugAa deay wardainden msdanisuagszuumiugualiedaaiunsufuans
Ausuiaveu Afleudiuynna ldnlddnnds Ussiiulagiuluanuiuiaweuresedns was
N13MPUAUDIVBIDIANT SFUNR Miheauas suUselevy

Broad and complex responsibilities facing businesses today; legal, ethical,
economic, social, and environmental responsibilities; management and governance

systems to promote responsible conduct, personal values, stakeholders, current issues in

corporate accountability and corporate responses, governments, NGOs.

nf. 721 N15IRYNNATADIALTIAMNN 1.5 (1.5-0-4.5)
MK 721 Qualitative Marketing Research
N1309NULUVITY N30T N1TIATIEA Lagn1sTgudeyalusuuuuvesdiyn s

Ly

dun1walidedn n1sdnaunuingy n1sanduiindsedniu adanisate nsduns suluulnives

MAdELGanmunn: MsdeanseneszuuRdTa nsztfaununeeulay msUseramIRTiE
Research design, execution, analysis, and reporting of data in the form of words;

depth interviews, focus group discussions, diary research, projective techniques,

observation; new forms of qualitative research: digital commmunications, online bulletin

boards, video conferencing

NAl. 722 WARIUKNUIINNITAINUNINNITAAIA 1.5 (1.5-0-4.5)
MK 722 Marketing Return on Investment

nsasu funu waznls ifeadunsdedulanazianssuniamsnain vdnnsuaz
ABNTIANARBULNU JULUUN TN ULAENAAD UL m’m%mjusuaaﬁﬂi ANENTalUNIII
MlsseAueeAng seaugnAn wazszauwailgy NM3sian1suaflsdenagns nseuiunsdanis
NARBULNUIINNITAINY

Investments, costs, and profits based on marketing decisions and activities; ROI
principles and measures; investment and return patterns; profit dynamics; managing
corporate-level and customer and campaign profitability; strategic profit management; ROl

implementation process
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ne. 723 yjav’hu,a:m'mL?i'm“lun'ﬁi%’%’aa&awmmmmﬂ 1.5 (1.5-0-4.5)
MK 723 Value and Risk in Marketing Information Initiatives

miﬂimﬁummL?fmLLasmamauLmumﬂﬂﬁamﬂul,wﬂiuiaﬁmsaumm UNUINYDI
welulafansaumaagenuannsolunsutsiuresnsfin Fuyuuaskalsslosisiidudodls
wazdudedlyldvesssuumeluladansaumne msdanmsssuiimaluladansaumavuisivguas
firnudssgeanly

Quantifying risks and rewards in information technology (IT) investments; role of IT
in firm competitiveness; tangible and intangible costs and benefits of customer facing IT

systems; managing large and risky IT initiatives

ne. 724 mﬁmmzﬁ%’agamaqiﬁﬁ]Lﬁaﬂmuﬁ'\u'}iaiun'ﬁmiﬂ%’u 1.5 (1.5-0-4.5)
MK 724 Competing on Business Analytics

v A = v A v a ¢ LY | . "

?JaagjalfzmaﬂmumwmmLLazqmﬂ’mimumﬂmmLﬂiﬁw magammmiwy (Big Data)
A998 UH URNAN e UNTIANIYeItBYA N1SVAGRY N1TARTININ N1TIATIER NISAAIY
LaZNISEUOLUE N1TYIUlBsToAIL N1IANANITEAl sUuuuIIResdmiuNsIAngy NTATIZN
AENUS

Marketing insights and value created from analyzing “big data”; best practices of

data: capture, validation, reduction, analysis, interpretation, recommendations, text mining,

predictions, classification models, association analysis

ne. 725 nagnsgsnadIniuiAsegnalaIadie 1.5 (1.5-0-4.5)
MK 725 Business Strategies for a Networked Economy

miLUﬁsJULLUmL%maqwﬁ‘ﬁt,ﬁm?ﬁuﬁ’ugﬂLLUULLazﬂizmumswNﬁqiﬁﬁ]f\mmiﬁ’l%umaiﬁm
wazmaluladiiierdonnld waluladarsaumaiiliAouinnssumisgsia sz
ietnemsdenueeulay Mallasziteyaandediauesulatl ssdnsyalmiilduszlovian
\wsetnedsnuoaulall

Strategic transformations in business models and processes by leveraging Internet
and related technologies; IT enabled business innovations, social network analytics, social

media analytics, enterprise 2.0
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nK. 726 ﬂaqws‘mil,l,‘liaﬁumﬂmimmﬂ 1.5 (1.5-0-4.5)
MK 726 Competitive Strategies in Marketing

wmImAegiioruanagnsnsnan nseulnAndnagndiieldlunsinduls
fadnsvasAnsfiduiugsianelulsunauazosdnagsiauumnd anudlafeitunagns
Msmata nadnvesnsnsusuLazAduudnagns Jadedudinn 9305530 Lagnnmaned
Aedeatunisaann

Analytical approach to formulating marketing strategy; strategic frameworks for
decision-making in domestic and global organizations; understanding marketing strategy;
dynamics of strategic planning and implementation; social, ethical, and legal environments

of marketing

nA. 727 INUFI1A0INI9NITAANA 1.5 (1.5-0-4.5)
MK 727 Marketing Simulation

nsdadulanammaianieldaaunisaiisiaediviiounisudstulugsAansedaiinng
LUad'EJuLLilaaaq'Lana AM3UsEUNMIAINRBINITTBINATA N13HI51AT Nstaman N15ITENS
N199810 NUNIUVIBUAZNITINTINUIY NITITDUATHAIUINANAY DIAUTTNOUVDIEIUNALNT
AU LazNan1TA LU

Marketing decision-making in a dynamic and competitive environment using a
computer simulation; demand forecasting, pricing, advertising, marketing research, sales
force and distribution; research and development; brand portfolio composition and

consequent performance results

nR. 728 N1ANYINUAIUTIARTENIIUTEINA 1.5 (1.5-0-4.5)
MK 728 International Field Study
Iaﬂ’1aﬁﬁ]ﬂé’%"uﬁizaumiajizﬁfummémmumﬁ‘*UEJ’IEJ(51";Lﬁﬁ‘tﬂgﬁﬂaﬂ M9SuaTUeIANS
N155UTaN5UITINEUTNG karn1sAnselagnsaiuANUnAINTAIENITINUSTIN N15LEue
unagutindnwuilefvairspmonirswesmsufdainiansmann
Opportunity to gain international experience in the expanding global economy;
Corporate Vvisits, executive speaker and direct contacts with diverse cultures; student

summary presentations to produce a broad perspective of marketing practice
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MK 729 New Venture Creation and Innovation
nsouuAndieliilafstuneunarnissiounumeulunadudussnounmsdmiu
55037 N13ATIAUARIN ANARATINATIA UTANTIULATNITATIIAIUAN WUUTIABITIAT
safalval Ussiumissnungyang mnudnafudsnnden miufulnveudedieuedednsiaz
Aamsiitedanu
Framework for understanding the entrepreneurial process in starting a new business
venture; market validation; creativity; innovation and idea generation; business models;

venture businesses; legal issues, environmental concern, corporate social responsibility and

social enterprise

. 730 wHugsnadmsugsnalntuasssianeglussesisusiu 1.5 (1.5-0-4.5)
MK 730 Business Plans for New and Early Stage Ventures
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Components of exemplary business plans to support creation of a venture business
plan; mission and goals; ownership and organizational structures; intellectual property;
research and development; industry competition and trends; facilities; critical risks; sales

projections; breakeven analysis; exit options; enterprise valuation

ne. 731 nsussliunsudedugsnalua 3 (3-0-9)

MK 731 Competitive New Venture Assessment
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ATBUARUNITIATIwRlaNad S UAUASoUINsIng NMSHERKATNITINI MUY NMTIRNITIAY

N1INTEAUNN N1TAIANITAINAUTENBUNITNINITEY  Adwa1Rnsalunisviniils unaaduny

Vinwemstauaiielilidunuatvayuaineusnssunsidutngsiesuamu

28



Presenting business plans for start-up and early stage enterprises to gain funding
from venture capitalists; opportunity analysis; product or new service; production and
distribution; building, managing and motivating teams; projecting financial performance;
profitability; source of funds; presentation skills to gain approval from a venture capitalist

funding committee

nn. 732 ﬂ’liﬁﬂ‘ﬂ’lLQW’]%L%ENVI’NW]‘SGI@”IW 1 1.5 (1.5-0-4.5)
MK 732 Selected Topic in Marketing 1

mMsfnwiawziies Ussifiu visshiefiiAgiiunsmaiaiiaulelutaqiu waziidu
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Interesting topics or issues in marketing that are current, relevant and useful to
students
nn. 733 ﬂ'liﬁﬂ‘i‘:}']LQWﬁSL%IENVI’Nﬂqiﬂa'Iﬂ 2 1.5 (1.5-0-4.5)
MK 733 Selected Topic in Marketing 2

nMsfnwiawzies Usuidu wievdeiifsadunisnarafivraulalutiagtu uagidu
Uszlovudmnsuiindne

Interesting topics or issues in marketing that are current, relevant and useful to

students

R, 734 N1SANYILANILITIVNIN1SAAA 3 3 (3-0-9)
MK 734 Selected Topic in Marketing 3

nMsfnwiawzies Ussidu wievdeiifsadunisnarafiuiaulalutiagtu uagidu
Uszleaidmsuinfinw

Interesting topics or issues in marketing that are current, relevant and useful to

students

ne. 735 nsludusznaunisuasunugsnaduiugsials 3 (3-0-9)

MK 735 Entrepreneurship and Business Plans for New Ventures
vinwzvesmaiduuszneumsidfyilastioifinanudisalyifugsialml ssduszney
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Entrepreneurship skills for startup entrepreneur that enhance the chances of
successful ventures; components of business plans for new ventures; business model
design; market vadiation; accounting and finance for new ventures; sales projections;

financial forecast and valuation; exit options; enterprise valuation

AVIN1IAUAIIDETY
ne. 701 n1sAuAIdaTy (6 wiqein)
MK 701 Independent Study
TngusrasduazunIdefiauaiiieAnweufiomedulusunsmaauargina fud
YBIAINFTINTIUIYUAIUNITAAIAVDI5IN M NMTIATILVIRREMNTTUVRITIND YA AT
n3tiAn®) 1ATINTITENNITIAIAUTTENA FTalan1En1NITnaInlgIvINTseLdaUssend
warmadeunsnuanudlafiessuisfefanssunisfnu Afidunuainnisdine iy
wazn1IaIUNE

Research objectives and plans proposed to study a specific knowledge in the area
of marketing and business; areas of knowledge include marketing aspects of new ventures,
industry analysis of new ventures; case study development; applied marketing research
projects; contemporary topics in either academic or applied marketing and writing of a

comprehensive report describing study activities, study findings, interpretations and

conclusions

Inednus
nf. 801 ANIINUS (15 winefin)
MK 801 Thesis
A1T9ALUY N1TIAVI1 N15VINT1897U Lazn1sundedlasinisideserududinfnenved
LUINIVINITHAZNITRAA Lﬁ’ﬂﬂ’iﬁLLazamaﬁﬁwuéauﬁmﬂﬂﬂ‘ﬁ’illmﬁ %QLLmﬁgﬂﬂwé’ﬂqm
Design, execution, reporting and defending a graduate-level research project of

academic and marketing orientation; proposal and thesis approved by a committee

appointed by the MIM program
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