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Part Il - AUN-QA CRITERIA AT PROGRAM LEVEL

AUN-QA Criterion 1: Expected Learning Outcomes

1.1 The expected learning outcomes have been clearly formulated and aligned with the
vision and mission of the university [1,2]

ELOs formulates from the vision and mission of university. The process started in year 2016.
It developed from a group of people from art, science and management. The first survey
reviewed secondary data from university in UK and France which open this program in that
time. The concept of program was slightly changed from luxury brand management to
creative brand management. The survey confirmed by stakeholder interview from people

from luxury company and faculty member in other university opening look a like program.

1.2 The expected learning outcomes cover both subject specific and generic (i.e.

transferable) learning outcomes [3]

ELO Details Generic Specific
Integrate knowledge of management, production

ELO1 technology and art to communicate to X
customers

ELO2 Analyze the market need with practical work as
X
entrepreneur in real situation

£LO3 Create innovation/body of knowledge of
X
product/service for international market

Evaluate the need of market precisely
ELO4 analytically with statistical in rapid changes of X

real market

ELOS able to communicate and negotiate and transfer
X
their own creative brand to target customers

understand and appreciate the culture/cross

ELO6 culture business and local wisdom in global X

business ethic

1.3 The expected learning outcomes clearly reflect the requirements of the stakeholders [4]
During the survey in year 2016, the stakeholders comprising of business owners in the field of
gems and jewelry, fashion, and tourist are agree that Thailand are hard to develop the brand.

It is due to the lack of information and real comprehend of knowledge how to originate the



brand. The committee program have a meeting after the interviews. The ELO was modified

to serve the needs of stakeholders. ELO 1,3,4 were changed a bit to match to the needs.

AUN-QA Criterion 2: Program Specification
2.1 The information in the program specification is comprehensive and up-to-date [1, 2]

All information were public on the website of graduate office.

2.2 The information in the course specification is comprehensive and up-to-date [1, 2]

Due to the program are not open in the semester, the course were only shown in website.

2.3 The program and course specifications are communicated and made available to the
stakeholders [1, 2]
The stakeholder were known program information via the advertisement via social media and

website

AUN-QA Criterion 3: Program Structure and Content

3.1 The curriculum is designed based on constructive alignment with the expected learning
outcomes [1]

The concept of program were aligned by practice of each semester. The first semester are to
able to let student to practice the business in real market. The second semester were able
to coach students to produce the products. The third semester is the help students for

experience internationally.

3.2 The contribution made by each course to achieve the expected learning outcomes is clear

2]

Semester | outcome

semester1 | Culture or community-based business plan

semester2 | IS topic and research proposal

semester3 | Creative Product or service in tourism industry




Subject Topic semester Credit(unit) core selective In charge
CBM 511 Creative Enterprise and Entrepreneurship - Entrepreneurship management 1 3 | creative Porngarm
CBM 501 Research Methods and Analysis for Creative Piyapong/
- Research methodology 2 2| X
Brand Management Porngarm
CBM 502 Academic Forum in Creative Brand
- Brand management 2 3 | management Porngarm
Management
CBM 541 Emotional Design and Customer Perception | - Emotional design 2 3 | brand Nattapong
- Lifestyle production
CBM 551 Creation of Innovative and Lifestyle Kageeporn
Contain both design and materials 1 3 | creative
Products and Services /Kolakot
productivity
- Strategic management 1 3 management Porngarm
- Consumer behavior-based communication 1 3 brand Porngarm
- Design development creative Kolakot
- Innovative Material to production creative Kageeporn
Seminar 1 Porngarm
- Brand communication (Integrated
3 Weeranun
marketing communication )
- Web-based design communication Weeranun
Total in course +Study at France+ seminar 25+6+1=31 Porngarm
IS 3
Selection 2
Total 36
IBITIEITIT - eemeeeeeeneeeeesssessesee e sses e e 1| Page




3.3 The curriculum is logically structured, sequenced, integrated and up-to-date [3, 4, 5, 6]

Semester | Course ELO1 | ELO2 | ELO3 | ELO4 | ELOS | ELO6
CBM 511 Creative Enterprise and
semester1 | Entrepreneurship X §
CBM 551 Creation of Innovative and
semester1 | Lifestyle Products and Services * §
CBM 501 Research Methods and Analysis
semester2 | for Creative Brand Management *
CBM 502 Academic Forum in Creative
semester? | Brand Management g
CBM 541 Emotional Design and
semester2 | Customer Perception § §
summer experience abroad
semester3 | selection X X X

AUN-QA Criterion 4 : Teaching and Learning Approach

4.1 The educational philosophy is well articulated and communicated to all stakeholders [1]

Philosophy of program is Creative brand on the basic of science, art to develop innovation in

sustainable market

4.2 Teaching and learning activities are constructively aligned to the achievement of the

expected learning outcomes [2, 3, 4, 5]

The program will focus on three major concepts, based on the interviews with stakeholders:

Creativity, Management, and Communication through PR and IT. And we agreed to

emphasize these three concepts every semester.

e K3 EEE R

Communication

Program core competencies: creativity, management, and communication through PR and IT




4.3 Teaching and learning activities enhance life-long learning [6]

The activities which reflect life-long learning are embedded each semester. The first semester
is to develop business plan. The second semester is to develop the business proposal which
relate to the survey from real situation. The last semester is to develop the product via the

teaching and learning methods.

AUN-QA Criterion 5 : Student Assessment

5.1 The student assessment is constructively aligned to the achievement of the expected
learning outcomes [1, 2]

Not applicable due to no student in the calendar year.

5.2 The student assessments including timelines, methods, regulations, weight distribution,

rubrics and grading are explicit and communicated to students [4, 5]

Not applicable due to no student in the calendar year.

5.3 Methods including assessment rubrics and marking schemes are used to ensure validity,

reliability and fairness of student assessment [6, 7]

Not applicable due to no student in the calendar year.

5.4 Feedback of student assessment is timely and helps to improve learning [3]

Not applicable due to no student in the calendar year.

5.5 Students have ready access to appeal procedure [8]

Not applicable due to no student in the calendar year.






