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Legal and Ethical Issues in Communication
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Consumer Insight
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Strategic Communication
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Reputation Management
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Digital and Interactive Communication
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Content Marketing
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Crisis Management in Digital Era
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Issue Management for Social Mobilization
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Strategic Planning and Evaluation for Integrated
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Selected Topics in Integrated Communication
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Cultural and Creative Industries
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Cultural Theory and Criticism
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Aesthetic and Culture of Entertainment Media Creation
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Message and Content Creation
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Media and Current Issues
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International Media Industry
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Digital Transformation and Globalization
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Presentation Strategies and Techniques for Management
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Persuasion
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Advanced Argumentation and Debate
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Advanced Interpersonal and Group Communication
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Organizational Communication Theory
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Intercultural Communication Theory
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Rhetoric, Society and Public Communication
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Philosophy of Rhetoric
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Seminar in Computer-Mediated Communication Theories
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Selected Topic in Speech Communication |
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Comprehensive Examination
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Applied Statistics for Social Science Research
APP STAT SS RES
Statistical methods applied to social science research with an emphasis on both

descriptive and inferential statistics;, hypothesis testing; analysis of variance,

correlation, and regression.
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Communication Research Methodology
COMM RES METH
Communication research procedure in order to plan and supervise research
projects: research development identification, hypothesis set-up, variable
measurements, research design, sampling, research tool development, data
analysis, including practicum in research project writing with details and
different types of research.
funurlsziaunsdmadnans 3(3-0-9)
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Seminar In Communication Arts Issues

SEM COMM 1ISS

Analyze and discuss phenomena, issues, advancement and future trends in
Integrated Communication Management in academic and professional
situations. The curriculum includes academic exchange visits to harbor wider
understanding of various communication arts aspects within the country and
abroad, focusing on academic, social, political and cultural evolutions inorder
to search for solutions and development methods to effectively and efficiently

resolve communication arts situations and issues.

183y a9N

NENAY1NTEIAEAT UlBu1E uazadnAnen

2800514
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Theories of Journalism and Information, and New Media

THEO JR/ INF/ NEW

Journalism and information theories and concepts in information technologies
and communication innovation; postulation and critical analysis about the
relationship between society and ICT; digital transformation of media and
information industries, consumption and flow of information; influence of new
media technologies related to human experience; research and application of

studied theories and concepts in the political, economic and social contexts.
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Principle of Media and Information Policy-Making

PRIN ME/INF POLICY

Rationale in media and information policy-making; concepts and principles of
media regulation in the overseas and Thailand; discussion of typologies,
content, strength and limitations of different media and information policies
from different perspectives including management, technology, laws, ethics and
culture; focusing on important media policy and regulatory issues including
network neutrality, cyber security, content regulation, privacy and data
protection, digital citizenship, intellectual property rights and freedom of
expression

nquuazuulIAMiEafuaIdAne 3(3-0-9)
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Data Studies

DATA STUDIES

Theories and concepts of big data for media and commmunications; Methods of
applying data set from crowdsourcing in social media and big data from Internet
of Things; Case studies of data usage for research, crisis management, media
and platform management and media production.
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Data Journalism

DATA JR

Concepts and methods of applying data for journalistic storytelling; the roles
of big data in producing accurate, objective, trustworthy, and interesting
journalistic reports; data visualization skills.

NSRULTINTANIAENS 3(3-0-9)
Mé’ﬂLﬂm%mil,%uummmLLammmﬁﬂLﬁugmwwme] NSRBI UUNAIULUY
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Journalistic Writing

JR WRITING

Principles of different writing styles of commentaries; practice in writing in-
depth explanatory articles, analysis, criticism; explanation of background
information and data preparation for various forms of article writing.
dondviatuinusssusuade 3(3-0-9)
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Digital Media and Contemporary Culture

DIGI ME CONTEM CUL

Principles of digital media that change and shape human cultural forms and
practices; key issues such as subcultures in cyberspace, posthumanism and
cyberbodies, pop-cultural depictions of human-machine interaction, and online
campaigning for political and social issues; application of concepts of new
media, social sciences and humanities in analyzing process in development and

emerging norms in contemporary culture driven by digital media
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Specialized Reporting

SPEC RPTG

Concepts and theories concerning investigative reporting, interpretative
reporting, and thematic reporting; principles and practice guidelines for in-depth
reporting; data verification and analysis; techniques and tools for in-depth
reporting in the digital age; presentation formats for specialized reporting in the
digital age; ethics of and ethical impacts from specialized reporting; factors
influencing specialized reporting.
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Communication, Media and Globalization

COMM MED/GLOBAL

The concept of globalization; globalization and the transformations of
communication and media; cultural, social, political, economic and
technological issues addressed by media and globalization; globalization and
marketing communication.
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Legal and Ethical Issues in Communication

LEG/ETH ISS COMM
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Law and regulations regarding communication via different types of media
including interpersonal, traditional and new media; risht and freedom of
communication; legal philosophy and legal law for implementation of legal
control; ethics from historical, philosophical and communication perspectives;
ethical problems of Thai media; business pressure and implications on
professional scruples; ethical control by professional organizations, society and
law.
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Digital Economy and Media Industries

DIG ECO/MEDIA

Analysis of emergence and influence of the digital economy on media
industries; concepts of media productivity and policy-making motivated by
innovation, new media, creativity and cultural sectors; thematic discussion on
digital economy as a driver for transformation of media industries and
businesses, marketing strategies and consumption, management styles, work
and employment, debates and current trends.
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Cyberpsychology for Communication Studies

CYBERPSY COMM
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Cyberpsychology theory and practice to explore human interaction with
Information and Communication Technology (ICT); discussion of behavioral
communication, legal and ethical issues and paradoxes; critiques and case
studies including immersive experience in social 3-D world, identity in social
networking, cyber influencers, online dating and relationship patterns,
interactive behaviors with gaming and digital marketing, computer simulation
for healthcare, artificial intelligence and cyber security.
Fasfnaniznnansasaans ulsune uazandifAnen 1 3(3-0-9)
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Topics, Issues or Case Studies of Interest Related to Journalism Policy and
Data Studies
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Disaster Communication

DISASTER COMM

The role of communication and information system in disaster management;
risk perception and communication; media and public awareness; effective
public warning communication; emergency and crisis communication planning;

the potentiality of communication and information technology to develop
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integrated disaster management and information network; challenges of policy
issues and socio-cultural factors.
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Consumer Insight

CON INS

Study concepts, theories, and analyze consumers’ behaviors to facilitate
integrated communication management in psychological and behavioral
disciplines, including employing research results and communication
techniques to meet customers’ behavioral demand.
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Strategic Communication

STRA COMM

Study concepts and theories, and practice policy setting, press planning and
communication strategy. Appraise communication strategic plan for the sales
and service purpose. Study extends to conceptual and social innovation
presentation, including communication exercise for sustainable development.
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Reputation Management

REPUT MNG

Study concept and theory of image maintenance process; how to improve and
protect corporate reputation, how to implement CSR and social marketing, how

to manage conflict, administrative issues and communication crisis.
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Digital and Interactive Communication

DIGI INTERAC COMM

Study concepts, theories and case studies of hand-on planning, designing, and
integrating online media production. The curriculum includes inter relation
communication to satisfy the stake holders losses and benefits objectives.
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CONTENT MARKETING

CONTENT MKT

Study concepts and theories regarding content marketing, including strategy
and creativity in message design process. Study includes presentation
techniques to match various communication objectives, and to involve
elements of content marketing for different types of media.
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Crisis Management in Digital Era

CRIS MNG DIGI ERA

Study nature of conflict and crisis phenomena in digital integrated mass media
era in government, private and non-profit organizations. Study how to utilize
concepts, theories, big data and computer programming to analyze, appraise

and follow up situations in order to handle critical online communication crisis.
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Issue Management for Social Mobilization

ISS MNG SOC MOBIL

Analyze and plan commmunication on preventive corporate administration and
resolving social issues, covering public policy setting to manage public benefits
and to raise standard of living. The study also includes organizational and multi
dimensions’ social mobilization agenda.
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Civil Society and Communication for Social Entrepreneur

CIV COMM SOC ENTRE

Study roles and significance of communication in civil society including the
movements among integrated media users to build social tools to assist in
economic, social, political and cultural movements to obtain bargaining edge
in establishing community life style and social entrepreneurship.
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Data Science for Integrated Communication Management

DATA SC ICM

Study data science, search, analyze information and apply data science to

Integrated Communication Management.
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Strategic Planning and Evaluation for Integrated Communications

STG PLAN EVAL IC

Theories, strategies and techniques used in policy making and planning in
integrated communications management; problem analysis for planning; writing
techniques for master plans, system analysis, cost efficiency and cost effective
analysis, feasibility study, SWOT analysis, policy analysis, business scanning,
approaches and evaluation at various communication levels.
(5eeAnlaNIZN1aN1sIANISNsERENTUULYTAUIINIS 1 3(3-0-9)
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Selected Topics in Integrated Communications

Management |

SEL TOP ICMGT |

Topics, Issues or Case Studies of Interest Related to integrated
communication.
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Topics, Issues or Case Studies of Interest Related to integrated

communication.
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Cultural and Creative Industries

CULT CREAT ID

History, concepts and definition, as well as factors for emergence of cultural
and creative industries at both national and international levels. Structure,
organization, legal and state policies, roles of private sector of creative
industries. Development, future trends, and the influence on the media and
entertainment, information technology and digital industries.
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Cultural Theory and Criticism

CULT THOE CRITI

Theory, philosophy, and concept of political economy and that effects the
social structure and cultural context. Marxism, cultural studies, psychoanalysis,
post-structuralism, post-modernism, post-colonialism, politics of aesthetics to
analyze and understand the social and cultural practices in creative industries.

Relationship between media and state, influences of media towards ideology,

identity, gender, class, taste, evaluation.
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Aesthetic and Culture of Entertainment Media Creation

AES/CUL MED CREA

Concepts and theories of aesthetics. The study of value, tastes, norms, and
moral frameworks in the understanding of media’s contents and forms.
Influences of western and eastern aesthetic, convention, tradition and culture
that effect the way of entertainment media creation. Relationship between
entertainment media and society, history and culture. Convention and sense
of beauty in high and low culture, royal and folk entertainment media.
Language performances in entertainment media. The analysis and criticism of
selected manuscripts.

nMsadsassAaswazition 3(3-0-9)
LUIAR MﬁﬂﬂﬁLLazmﬂﬁﬂﬁLﬁIEJ’JSﬁa\‘ifnﬁJﬂ’]ﬁﬂ%’]x‘iﬁﬁﬁﬁﬁuamﬁaﬂﬂ; mwﬁtﬁmﬁu
L%IENL’d"]LLazmiaaﬂLLUULﬁ@Wﬁa; ﬂﬁﬂﬂﬂﬁﬁ’aa%ﬁqaﬁﬁmmazLﬁa‘m

Message and Content Creation

MSG CONT CREAT

Concepts, principles, and techniques of message and content creation; theories
of narratives and of media content designs; practice in messages and content
creation.
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Cross Platform Production

CROSS PLAT PROD
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Concepts, principles, and techniques required for transmedia, cross-platform
storytelling. Content design, production process for cross-platform media.
Expansion and convergence of various media channels. Technology and trend
for cross-platform media design in the future.
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AUNUIELATAIINEIAYVDINTITUTNITIANITTIAY Arludusznaunisiu
guannssuasassd Jadeanudusauazanudmmad nagnsnisnainlugsie
a¥19a33d nwenaifuduszneunis Tnolannzgsfadiude Tassais uleuie
ﬂgwmaamﬁw‘éwﬁ@m firnsvesgsiatueuian

Creative Industry Business Management & Entrepreneurship

CREAT INDUS BUS ME

Definition and importance of business management and entrepreneurship in
creative industries. Key success and failure factors, marketing strategies,
entrepreneurial skills in creative industries particularly media business. Its
structure, policy, legal aspects, business trend in the future will be explored.
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Media and Current Issues

MED CUR ISS

A forum for current social and communication issues that formulate and
transform socio-cultural and political structures in the society, with emphasis
on the communication perspective of socio-cultural and political institutions
and organizations as well as civil society and social movements.
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International Media Industry

INTER MED IND
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Development of international media industry ; differences in each region, socio-
cultural, political and economy that impact media industry management and
evaluated through media monitoring in each context.
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Digital Transformation and Globalization

DIGI TRANS GLOBAL

Impact of globalization and digital transformation on media and cultural
industries at both local and global levels; examining how digitization has
overcome time and space limitation and how media and communication
management and ideology have been transformed; analyzing the multi-
dimensional process of globalization that attributes to informational flow and
new way of communication pattern that influence media practice and
principles.
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Media Culture and Identity

MED CUL IDENTITY

Key aspects of theory of identity within the field of media and cultural studies;
different theories relating to different notions of ‘identity’, namely gender,
sexuality, race, ability, nationality, and other socially received markers; identity
and the construction of social life in relation to human’s engagements with
creative media forms, from art, to entertainment, to the practices of everyday

life.

nangasilinadransuuidudan (vangnsdsudge w.d. 2561)



N1 |25

2800608 L%iaaﬁ'ﬂLawqzmeqma'mnﬁua%waﬁﬁ 1 3(3-0-9)
viade Useiiiu vidensdAnwiiaulafeiugnamnssuaiaassd
Selected Topics in Media and Creative Industries |
SEL TOP MED ClI |
Topics, issues or case studies of interest related to creative industries.
2800609 L'%.E]ﬁﬁﬂLQ‘WW3%10@ﬂﬂﬁ%ﬂiiuﬁ%ﬁﬂﬂiiﬁ 2 3(3-0-9)
vte Usuifiu viensdi@nwimhaulaifeaiugnamnssuaiisassd
Selected Topics in Media and Creative Industries |
SEL TOP MED Cl Il
Topics, issues or case studies of interest related to creative industries.
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Presentation Strategies and Techniques for Management
PRES STRGIES/TECH
Strategies and techniques of presentation for management: message creation
and design; structure of organization, formats, the used of media and other
audio-visual aids for effective presentation, including the principles of speech
delivery, argumentation, and handling of questions during and after the
presentation.
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Persuasion

PERSU
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Various concepts and theories explaining changes in human cognition, affection,
attitude and behavior, credibility in communication sources, messages,
channels, and receivers: analysis of persuasiveness of discursive and non-
discursive communication.
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Advanced Argumentation and Debate

ADV ARGU/ DEBATE

Principles and theories of argumentation and reasoning;, application of
philosophy and applied logic in communication; reasonable opinion expression;
composing of effective claims and supportive warrants; different types of
reasoning; evaluation of qualified disputants; survey and analysis of relevant
problems.
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Thought and Communication

THOUGHT/ COMM
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Principles and theories of intrapersonal communication and the relationship
between thought, language and communication, with emphasis on language
theories in connection with principles in communication arts including patterns
and thought process of each individual' and ways of presentation.
ﬂﬂiﬁaaﬁiszwdﬂaqﬂﬂaLtazn?ju%y'ugq 3(3-0-9)
%q@ﬁﬁﬁﬂ%‘ﬁ@ﬂﬁuﬂ?i?ﬁlaa’]iizw’iﬂq%]ﬂa LLazmiﬁamiﬂﬁjmﬁﬂ UNUINVBINIT
doansseninsypnanaznguiiidenuduiusveayed Jymueanisdeasszning
q@@auazmjuiugﬂLLUULLa:ﬁU%UWmG] Tnodunsiiaeitadoniglunaznisuen
ﬁmﬁu'qagmaqL%ﬁmiwméuauwiazqma

Advanced Interpersonal and Group Communication

ADV INT/GROUP COMM
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Theories related to interpersonal and small group communication, role of
interpersonal and small group communication in human relationships,
problems regarding interpersonal and group communication in various forms
and contexts with emphasis on analyzing both internal and external factors,
including individual’s psychological aspects.
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Organizational Communication Theory

ORG COMM THEO

Principles and theories of communication process in organizations, human
behaviors and environment in an organization and other factors which
essentially influencing the communication in organizations.
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Intercultural Communication Theory

INTC COMM THEO

Principles and theories related to communication between people from
different cultures and/or subcultures, including racial and ethnic groups.
Analysis of Internal and external factors relating to intercultural communication
challenges and issues. Focus is upon appropriating theories, concepts, research
findings, and practice in intercultural settings.
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Rhetoric, Society and Public Communication

RHE SOC / PUB COMM
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Patterns and application of contemporary rhetoric and public communication
in various spheres: politics, business, health, and social movement, including
related ethical issues.
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Philosophy of Rhetoric

PHIL RHET

Principles and philosophy of important philosophers/thinkers and practitioners
in Rhetoric, encompassing the Ages of Classical, the Middle/Dark, the
Renaissance, the Enlightenment (Eighteenth Century) and the Contemporary;
analysis of western and eastern philosophers' concepts to derive principles of
speech communication of those thinkers.
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Seminar in Computer-Mediated Communication Theories

SEM CMC THEO

Nature and patterns of information processing and technology used in various
contexts of communication ranging from interpersonal communication, group
communication and organizational communication, including
telecommunication media, communication network and new media; roles and
effects of technology on and Human Communication.
Fasfnanizmamiine 1 3(3-0-9)
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Selected Topic in Speech Communication |

SEL TOP SP |
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Theoretical controversial issues and problems of conceptualization and
research methodology in Speech Communication including current interesting
issues and case studies.

(FosdaanIzIImMine 2 3(3-0-9)
Ussiduanifsaviderfiuinanidummgud vietlsunsiionu/aanie uay
sufouiBidomemniing nufvwssiullagtuniensdnuiiauls

Selected Topic in Speech Communication li

SEL TOP SP i

Theoretical controversial issues and problems of conceptualization and
research methodology in Speech Communication including current interesting

issues and case studies.
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Individual Study
INDIVIDUAL STUDY
Study of specific topics or issues of interest related to communication arts to

be carried out by each student under supervision of the advisor.

3) MYIAWUS WU N WUU A 2 12 wu2ein
2800811 ngdnus 12 wiqein
Thesis
THESIS
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Professional Project |

PROF PROJ |
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Professional reports and/or proposals related to communication arts submitted
by the students to professional project review committee to be produced in
full scale in professional projects.
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Professional Project Il

PROF PROJ I
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Application of knowledge in professional reports or creative projects.
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Comprehensive Examination

COMPREHENSIVE EXAM
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Ph.D. (International & Intercultural Development Communication), Ohio
University, U.S.A., n.A. 2538
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Ph.D. (Communication Studies), Simon Fraser University, Canada, W.A. 2543
M.A. (Communication), University of Hawaii at Manoa, U.S.A., W.A. 2535
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D. Arts (Communication), Tokai University, Japan, W.#. 2550

M.A. (Mass Communications), Tokai University, Japan, W.A. 2543

M.A. (Media Studies), The New School for Social Research, U.S.A., w.#. 2538
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Ph.D. (Mass Communication/Advertising), University of Florida - Gainesville,
US.A, N.A. 2541

M.AM.C. (Advertising) (with distinction), University of Florida - Gainesville, U.S.A.,,
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Ph.D. (Drama), University of Exeter, UK., w.A. 2551
M.A. (Theatre Studies), University of Leeds, UK., .A. 2539

uA.U. (1NINg"), agmaaﬂszﬁwﬁwma”a, W.A. 2538
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Ph.D. (Mass Communication), University of Wisconsin - Madison, U.S.A., W.f. 2534
M.S. (Agricultural Journalism), University of Wisconsin - Madison, U.S.A., W.A. 2529
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Ph.D. (Drama), University of Exeter, UK., w.A. 2555
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Ph.D. (Fine Arts in Visual Arts), Malmo Art Academy, Lund University, Sweden,
W.A. 2549

Ph.D. (Candidate History of Arts), University of London, U.K,w.A. 2543

M.A. (Communication Arts in Film), New York Institute of Technology, U.S.A., W.¢.
2539

Post-Baccalaureate (Motion Pictures), Academy of Art University, W.A. 2538

US.U. (USMINSNEINTUARR), PNIAINTAUMNINGSe, W.el. 2537
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M.A. (Computer Art), Savannah College of Art and Design, U.S.A., W.f. 2546

uA.U. (NMslawan), PNaINTAINMIINETTY, W.A. 2540
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M.Sc. (Global Media and Communications), University of London, U.K., w.A. 2546
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M.A. (Transnational Communications and Global Media), Goldsmiths College,
University of London, U.K. w.A. 2548

uA.u. (NM3lewa) (Reshtndudunile), Pnansaiumineds, w.e. 2543
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Ph.D (International Studies), Waseda University, Japan, W.A. 2554

M.A. (International Relations) (Dean’s List), Waseda University, Japan, W.f. 2551
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Ph.D. (International Communication), Macquarie University, Australia, W.f. 2555
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Ph.D. (Journalism Studies), Cardiff University, U.K. W.f. 2556
M.A. (Broadcast Journalism), Emerson College, U.S.A., w.A. 2544
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M.A. (International Communication And Global Media), Macquarie University,
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