1. Hoc phén: TRUYEN THONG MARKETING
(MARKETING COMMUNICATION)

2. M4 hoc phin: MKT3006

3. Nganh: Marketing

4. Khéi lwong hoc tap: 3 tin chi.

5. Trinh d¢: Pai hoc.

6. Hoc phin diéu kién hoc trweée:  MKT3001 - Quan tri Marketing
7. Muc dich hoc phén

Mon hoc Truyén thong marketing nham trang bi cho hoc vién nhiing kién thirc va
k¥ nang can thiét dé xay dung, phan tich, danh gia cac van dé truyén thong cua doanh
nghiép, c6 kha ning tu thiét ké va t6 chuc thanh cong cac du an truyén thong marketing,
g6p phan nang cao hiéu qua cta chién luoc marketing chung cta doanh nghiép. Truyén
thong marketing di theo quan diém truyén thong tich hgp (IMC) nham tim hiéu va dap
g tap trung cho khach hang mot cach tot hon dya trén cac dbi thoai lién tuc, thay vi
quan diém truyén thong truyén thong da phan dua trén cac muc tiéu vé tai chinh cia
Doanh nghiép va to chirc. Chién lugc truyén thong marketing, nhu vdy s& dugc nghién
ctru dé c6 thé lién két dugc tit ca cac chirc ning chung ctia marketing. Bén canh d6, mén
hoc ciing cung cap cac kién thic va k¥ ning chuyén biét ciia tig cong cu va k¥ thuat caa
truyén thong marketing nhu quang cdo, khuyén mai, quan hé cong ching, marketing truc
tiép.

8. Chuin dau ra hoc phin (Course Learning Outcomes - CLO)

T Ma CD‘AR Tén chuin dau ra
hoc phan

1 CLO1 | Nhan dién va phan biét cac phwong thic truyén thong marketing

Trinh bay va ap dung dugc cic budc cia tién trinh 1ap ké hoach truyén

2 CLO2 théng marketing

Trién khai cac cong cu truyén thong theo yéu cau ctia doanh nghiép:
3 CLO3 | Quang céo, Quan h¢ cong ching (PR), Ban hang c4 nhan, Khuyen mai,
Marketing tryc tiép, Truyén thong truc tuyén — Internet,.

4 CLO4 | C6 tu duy sang tao trong hoat dong truyén thong marketing

CLO5 | C6 ki ning truyén thong marketing hiéu qua trong cong viéc

C6 ki nang st dung duoc mot sd phan mém xir Iy hinh dnh, 4m thanh

6 CLOG cin ban trong hoat dong truyén thong




Ma tran quan h¢ chuan dau ra hoc phan va chuan dau ra chuong trinh

Matrix showing the alignment of Course Learning Outcomes (CLO) with Program
Learning Outcomes (PLO)
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CLO1 X

CLO2 X

CLO3 X

CLO4 X

CLO5 X

CLO6 X
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Chu thich:

Introduce: Chuan dau ra chuong trinh (PLO) khong nhat thiét phai dugc chuyén tai
thanh chuan dau ra hoc phan (CLO) (ndi dung “Introduce” gin véi chuan dau ra
chuong trinh khong can thé hién trong chuan dau ra hoc phan), c¢6 hoat dong gidi thiéu
so bg, khong c6 hoat dong kiém tra, danh gia trong hoc phén do.
Teach: PLO phai duoc chuyén tai thanh CLO (ndi dung Teach phai duoc thé hién rd
trong CLO mén hoc), c¢6 hoat dong giang day chinh khéa, c6 hoat dong kiém tra, danh
gia.
Utilize: khong nhat thiét PLO phai dugc chuyén tai thanh CLO, khong ¢ hoat dong
giang day, sinh vién chi st dung nhing kién thirc, k¥ ning da c6 & mén hoc trude do
dé hoc va/ hodc danh gia & mén hién tai.

Nhiém vu cia sinh vién/ Students Responsibilities

- Poc va nghién ctru tai ligu, gido trinh trude va hoan thanh bai tap vé nha

Reading required learning materials and preparing homework)

- Tham du it nhat 2/3 s6 gi0 ciia mon hoc tai 16p

Participating in class at least 30 course hours

- Tich cuc tham gia thao luan, kiém tra c4 nhan va bai tap nhom

Participating fully for the discussions in class, required individual tests and team

work




- Chui dong va tich cuc tham gia hoc tap truyc tuyén trén Elearning
Participating actively for the E-learning

10. Tai liéu hoc tap/ Course Materials
Giao trinh/ Course books

TL1. Advertising and Promotion: An Integrated Marketing Communication
Perspective, Belch & Belch, 10th Edition, International Edition (2015).

TL2. Advertising Promotion and Other Aspects of Integrated Marketing
Communications, 9th Edition, Terence A. Shimp,J. Craig Andrews (2013),
Cengage Publisher.

Tai liéu tham khdaol Reference books

MTRL1. The concept, process, and evolution of integrated marketing communication,
Duncan, T. & Caywood, C.in Thorson, E., Moore, J. (Eds), 1996.

MTR2. Quan tri marketing theo dinh hudng gia tri, GS.TS. L& Thé Gidi va cong su,
2012, Nha xuat ban théng ké
11. Thang diém/ Grade: Theo thang diém tin chi/ Credit Based System
12. Noi dung chi tiét hoc phan/ Course content:
CHUONG 1/ CHAPTER 1
TONG QUAN VE TRUYEN THONG MARKETING TiCH
HOQP
INTRODUCTION TO MARKETING COMMUNICATIONS

1.1. Sw thay doi ban chét va vai tro ciia truyén thong marketing hién
dai
The change of nature and role of marketing communications in
the connected age
1.1.1 Giéi thiéu chung vé truyén thong marketing
An introduction to marketing communications
1.1.2 Nhiing thay doi trong truyén thong marketing hién dai
The grow of marketing communications in the connected age
1.2. Truyén thong marketing tich hop (IMC)
Integrated marketing communications

1.2.1 Marketing tich hop
Integrated marketing


https://www.cengage.co.uk/author/terence-a-shimp
https://www.cengage.co.uk/author/j-craig-andrews

1.3

1.4

1.2.2

1.2.3

13.1

1.3.2

1.3.3

141

1.4.2

1.4.3

14.4

145

TL1.

TL2.

IMC- mot thuyét ludn méi cua marketing hién dai

IMC — a new theory of modern marketing

Céac dic diém cta IMC

The characteristics of IMC

Cac nguyén nhan din dén viéc hinh thanh va phat trién IMC
Reasons for the Growing importance of IMC

Cong ngh¢ va Internet

Technology & Internet

Toan cau hoa

Globalization

Thuong hiéu va tim quan trong cua viéc xdy dyng hinh anh thuong

hi¢u
Branding & the role of IMC in branding
CA4c cong cu truyén thong ciia IMC
The tools for IMC
Quang céao
Advertising
Khuyén mai
Sales promotion
Tuyén truyén va Quan hé cong dong
Publicity and Public Relations
Béan hang ca nhan
Personal selling
Marketing truc tiép
Direct marketing
Tai li¢u hoc tap / Reading materials

Chap. 1-2, Advertising and Promotion: An Integrated Marketing
Communication Perspective, Belch & Belch (2014), 10th Edition
Chap. 11, Gi4o trinh Quan tri Marketing, PGS.TS L& Thé Gidi,
Nguyén Xuan Lan, NXB Thdng ké, 2012

CHUONG 2/ CHAPTER 2

PHAN TiCH MOI TRUONG TRUYEN THONG



2.1.

2.2.

2.3.

3.1.

3.2.

211

2.1.2

221

2.2.2

2.3.1
2.3.2
2.3.3
234

TL1.

TK2.

3.1.1

3.1.2

Céc t6 chirc truyén thong marketing
Organizing for advertising and promotion: the role of ad agencies and
other marketing communications organizations

Céc thanh phan tham gia chuong trinh IMC

Participants in the IMC process

Céc hinh thirc t6 chirc ciia mot hing truyén thong

Organizing for Advertising and promotion in the Firm

Hang quang cao/ Advertising agencies

Vai tro cua Hang quang cdo

The Ad agency’s role

Phéan loai hang quang cao

Types of Ad agencies

Cac dich vu chuyén biét/ Specialized services

Dich vu marketing tryc tiép/ Direct marketing agencies

Dich vu khuyén mai/ Sales promotion agencies

Dich vu quan hé cong déng/ PR firms

Dich vu truyén thong truc tuyén/ Digital, interactive egencies
Tai li¢u hoc tap / Reading materials

Chap. 3, Advertising and Promotion: An Integrated Marketing
Communication Perspective, Belch & Belch (2014), 10th Edition

Chap.2, IMC : Using Advertising & Promotion to Build Brands, Duncan,
T., McGraw-Hill, New-York, NY, 2000.

CHUONG 3/ CHAPTER 3

TRUYEN THONG THEO PINH HUONG HANH VI KHACH HANG
IMC PERSPECTIVE ON CONSUMER BEHAVIOR

Tong quan vé hanh vi nguoi tiéu dung
Qua trinh ra quyét dinh ciia nguoi tiéu ding
An overview of Consumer behavior

Qua trinh ra quyét dinh cta ngudi tiéu dung
The consumer decision making process

Anh hwéng ciia méi trudong dén hanh vi tiéu ding



3.3.

4.1.

4.2.

3.2.1

3.2.2

3.2.3

3.24

3.3.1

3.3.2

3.3.3

3.34

3.35

TL1.

41.1

41.2

4.1.3

421

4.2.2

Environmental influences on Consumer behavior
Céc yéu t6 vin hoa/ Culture
Céc yéu tb xa hoi/ Subcultures
Céc yéu t6 nhom tham khao / Reference groups
Céc yéu t6 ca nhan/ Individual variables
Qua trinh truyén thong theo dinh huéng hanh vi khach hang
Communication Process based consumer behavior
Ban chit cia truyén thong
The nature of communication
Mo hinh truyén théng cin ban
Basic model of communication
Phan tich dic diém ctia nguoi nhan
Analyzing the receiver
Tién trinh phan hdi cta ngudi nhan
The response process
Tién trinh phan tich thong tin ctia nguoi nhin
Cognitive processing of communications
Tai liéu hoc tap / Reading materials
Chap. 4, Advertising and Promotion: An Integrated Marketing
Communication Perspective, Belch & Belch (2014), 10th Edition
CHUONG 4/ CHAPTER 4
NGUON, THONG PIEP VA KENH TRUYEN THONG
SOURCE, MESSAGE AND CHANNEL FACTORS

Hoach dinh truyén théng qua ma tran thuyét phuc
Ma tran thuyét phuc

Promotional planning through the persuasion matrix
Phén tich muc tiéu truyén thong

Analysis of communication objectives

Phan tich dic diém nguoi nhan dya trén ma tran
Receiver’s Characteristics based the persuasion matrix
Ngudn thong diép/ Source factor

Tinh tin cay

Source credibility

Tinh hap dan

Source attractiveness



4.3.

4.4.

5.1.

5.2.

4.2.3

43.1

43.2

4.3.3

44.1

442

443

TL1.

5.1.1

5.1.2

5.1.3

Tinh gay anh huong
Source power
Céac yéu t6 thong diép/ Message Factor
CAu tric thong diép
Message structure
No6i dung thong diép
Message appeals
Hinh thtc thé hién thong diép
Message presentation form
Kénh truyén thong/ Channel factor
Kénh ca nhan va kénh dai chung
Personal versus nonpersonal channels
Hiéu tng cta truyén thong dai chung lya chon
Effects of alternative mass media
Anh hudng ctia méi trudng dén quyét dinh thiét 1ap kénh
Effects of context and environment
Tai liéu hoc tap/ Reading materials
Chap 5-6, Advertising and Promotion: An Integrated Marketing
Communication Perspective, Belch & Belch (2014), 10th Edition

CHUONG 5
XAY DUNG CHIEN LUQC TRUYEN THONG TiCH HQP (IMC)
IMC PLANNING PROCESS

Xac dinh muc dich va ngin sach truyén thong

Establishing objectives and budgeting for the promotional program
Xac dinh cic muc tiéu cua ké hoach IMC

Dertermining integrated marketing communications objectives

Phuong phép tiép can DAGMAR dé thiép 1ap muc tiéu

DAGMAR: an approach to setting objectives

Céc phuong phap phan bd ngan sach

Allocating promotional budget

Tién trinh hoach dinh chién lwgc IMC



6.1.

5.21
5.2.2

5.2.3

5.24

5.2.5.

5.2.6.

5.2.7.

5.2.8.

TL1.

6.1.1.

6.1.2.

6.1.3.

IMC planning process
Review environment of marketing communication
Xac dinh myc tiéu marketing va muc tiéu truyén thong
Marketing versus communication objectives
Xac dinh cong chiing muc tiéu
Target audience
X4y dung thong diép truyén thong
Message strategy
Kénh va cong cu truyén théng
Media planning
Phan b6 ngan sach truyén thong
Allocating the budget
Trién khai cac hoat dong truyén thong
Implementation of IMC plan
Paénh gia hiéu qua truyén thong
Measurement of the effectiveness of IMC plan
Tai li¢u hoc tap/ Reading materials

Doc chuong 7, Advertising and Promotion: An Integrated Marketing
Communication Perspective, Belch & Belch (2014), 10th Edition

CHUONG 6/ CHAPTER 6
PHAN 1: LAP KE HOACH QUANG CAO
PART 1: ADVERTISING STRATEGY

Chién lwgc sang tao/ Creative strategy
Sang tao quang cdo

Advertising creativity

Céc thach thtc trong sang tao quang cao
Taking the creative risk

Nguon nhan lyc sang tao quang cio
Creative personnel



6.2.

6.3

6.4

6.5

6.2.1.

6.2.2.

6.2.3.

6.3.1.

6.3.2.

6.3.3.

6.4.1.

6.4.2.

6.4.3.

6.4.4.

6.4.5.

6.5.1.

6.5.2.

6.5.3.

6.5.4.

Hoach dinh chién lwgc sing tao quang cio
Planning creative strategy

Dt li€u cua sang tao

Inputs to the creative process

Tién trinh sang tao

The creative process

No6i dung sang tao

Creative Content

Cac phuong tién truyén thong dai chiing/ Mass media
Truyén hinh

Television

bai phat thanh

Radio

Quang céo tryc tuyén

Interactive advertising

Quang cao trén bao

Print Ad

Vai tro cua béo va tap chi

The role of magazines and newspapers

Xép loai béo, tap chi

Classifications of magazines, newspapers

Uu nhuoc diém cua quang céo trén bao, tap chi
Advantages and disadvantages of magazines, newspapers
Chi phi quang cdo trén bao va tap chi
Purchaseing magazine advertising space
Tuong lai cia quang cdo trén bdo, tap chi

The future for Magazines

Quang cao ngoai troi/ Advertising Outdoor
Quéng cdo ngoai troi

Advertising outdoor

Quang cdo tai cac diém cho giao thong
Transit Advertising

Quang cdo tai ctra hang

In-Store Media

Quang cao khac

Others



6.6

6.7

6.8

TL1.

7.1.1.

7.1.2.

7.1.3.

7.2.1.

1.2.2.

7.2.3.

7.2.4.

7.3.1.

7.3.2.

7.3.3.

7.3.4.

TL1.

Tai li€u hoc tap/ Reading materials
Doc chuong 8-9-10-11-12, Advertising and Promotion: An Integrated

Marketing Communication Perspective, Belch & Belch (2014), 10th Edition

CHUONG 6/ CHAPTER 6
PHAN 2: PR VA TRUYEN THONG DOANH NGHIEP

PART 2: PUBLIC RELATIONS & CORPORATE ADVERTISING

Quan hé cong chiing 1a gi? Public Relations
Dinh nghia vé PR
Definition of PR
Vai tro mdi cua PR
New role of PR
Céc chirc nang ctia PR theo quan diém marketing
Marketing PR functions
Tién trinh thye hién PR
The process of PR
Xéc dinh va danh gié thai dg ctia cong chung
Determining and evaluating public attitudes
Xay dung mot ké hoach PR
Establishing a PR plan
Uu nhuoc diém ctua PR
Advantages and disadvantages of PR
Do luong hi¢u qua PR
Measuring the effectiveness of PR
Tuyén truyén (Publicity)
Quyén ning cua Publicity
The power of Publicity
Kiém soét va phat hanh Publicity
The control of Publicity
Uu nhuoc diém caa Publicity
Advantages and disadvantages of Publicity
bo luong hi¢u qua Publicity
Measuring the effectiveness of Publicity
Tai li€u hoc tap/ Reading materials
Doc chuong 17, Advertising and Promotion: An Integrated Marketing



7.1

7.2

7.3

7.1.1.

7.1.2.

7.1.3.

7.2.1.

1.2.2.

7.2.3.

7.2.4.

7.2.5.

7.2.6.

7.2.7.

7.2.8.

7.3.1.

Communication Perspective, Belch & Belch (2014), 10th Edition
CHUONG 7

KHUYEN MAI & BAN HANG CA NHAN
SALES PROMOTION & PERSONAL SELLING
PHAN 1: KHUYEN MAI
PART 1: SALES PROMOTION

Vai tro va su phat trién ciia cac hinh thire xic tién ban
The scope and the role of Sales promotion
Vai tro ctia khuyén mai

The role of Sales promotion

Nguyén nhan ting truong ciia khuyén mai
Reasons for the increase in sales promotion
Phan loai cac hinh thtrc xtc tién ban
Classification of sales promotion

Cic ky thuat Khuyén mai tiéu dung
Consumer —oriented Sales promotion
Muc tiéu ctia khuyén mai tiéu ding
Objectives of consumer oriented sales promotion
Ting hang mau

Sampling

Phiéu giam gia

Couponing

Hang thudng

Premiums

Thi, béc thim tring thudng

Contests, sweepstakes

Hoan tién va giam gia

Refunds & rebates

Chuong trinh tinh diém

Loyalty programme

Gia uvu dai

Price-off deals

Cic k§y thuit tiép thi thwong mai

Trade oriented Sales promotion

Muc dich cua tiép thi thuong mai



7.4

7.5

7.6

7.3.2.

7.3.3.

7.3.4.

7.3.5.

7.3.6.

7.3.7.

TL1.

7.4.1.

74.2.

7.5.1.

7.5.2.

Objectives of Trade oriented sales promotion
Cudc thi va khen thudng
Contest & incentives
Chiét khau
Trade allowances
HJ tro trung bay tai diém ban
Dislays and Point-of-purchase materials
Céc chuong trinh huin luyén ban hang
Sales training programs
Hoi tro trién 1am
Trade show
Pong quang co
Cooperative advertising
Tai liéu hoc tap
Doc chuong 16, Advertising and Promotion: An Integrated Marketing
Communication Perspective, Belch & Belch (2014), 10th Edition
CHUONG 7

KHUYEN MAI & BAN HANG CA NHAN
SALES PROMOTION & PERSONAL SELLING
PHAN 2: BAN HANG CA NHAN
PART 2: PERSONAL SELLING

Vai tro cua ban hang ca nhin

The role of personal selling

Vai trd maéi ciia ban hang ca nhan

The new role of personal selling

Ban chit cua ban hang ca nhan

The nature of personal selling

Uu nhwoe diém ciia ban hang c4 nhan
Advantages and disadvantages of personal selling
Uu diém cta ban hang c4 nhan

Advantages of personal selling

Nhuge diém cia ban hang ca nhan

Disadvantages of personal selling

Phéi hop ban hang véi cic cong cu truyén thong khac



7.7

8.1

8.2

7.6.1.

7.6.2.

7.6.3.

7.7.1.

7.7.2.

TL1.

8.1.1.

8.1.2.

8.1.3.

8.1.4

8.2.1.

8.2.2.

Combining personal selling with the others tool of IMC
Ban hang két hop v6i quang cdo
Combining personal selling with advertising
Ban hang két hop voi khuyén mai
Combining personal selling with sales promotion
Ban hang két hop v6i marketing truc tiép
Combining personal selling with sales promotion
Danh gia hi¢u qua cia cac hoat dong ban
Evaluating the personal selling effort
Ti€u chi danh gia dinh lugng
Quantitative criteria
Tiéu chi danh gia dinh tinh
Qualitive criteria
Tai liéu hoc tap/ Reading materials
Doc chuong 22, Advertising and Promotion: An Integrated Marketing
Communication Perspective, Belch & Belch (2014), 10th Edition
CHUONG 8/ CHAPTER 8
MARKETING TRUC TIEP
DIRECT MARKETING

Tiép thi truec tiép 1a gi?

Direct marketing

Cac khai niém can ban

Defining direct marketing

Su phat trién ctia marketing truc tiép

The growth of direct marketing

Vai tro ctia marketing truc tiép trong chuong trinh IMC
The role of direct marketing in the IMC program
Muc tiéu ctia marketing truc tiép

Direct marketing objectives

Xay dung co sé dir liéu

Developping database

Ngudn cung cap co so dir lidu

Source of database information

banh gia hi¢u qua cua co sé dit li¢u



8.3

8.4

9.1

9.2

8.3.1.

8.3.2.

8.3.3.

8.3.4.

8.4.1.

8.4.2.

TL1.

9.1.1.

9.1.2

921

9.22

TL1.

Dertemining the effectiveness of database
Chién lwgec tiép thij trwe tiép va phwong tién truyén thong
Direct marketing strategies and media
Gui thu tryc tiép
Direct mail
Catalogues, to roi...
Print media
Teleshopping
Telemarketing
Panh gia hiéu qua ciia cac hoat dong tiép thi truc tiép
Evaluating the effectiveness of Direct marketing
Uu diém cuia MD
Advantages of direct marketing
Nhuoc diém cia MD
Disadvantage of direct marketing
Tai li¢u hoc tap/ Reading materials
Doc chuong 14-15, Advertising and Promotion: An Integrated Marketing
Communication Perspective, Belch & Belch (2014), 10th Edition
CHUONG 9

PO LUONG HIEU QUA TRUYEN THONG IMC

MEASURING THE EFFECTIVENESS OF THE PROMOTIONAL
PROGRAM

Tai sao can phai do lwdng hiéu qua truyén thong

Arguments for and against measuring effectiveness

Reasons to measure effectiveness

Reasons Not to measure effectiveness

Huoéng din do lwong hiéu qua quang cio

Conducting research to measure advertising

Test cai gi, khi nao, & dau va nhu thé nao

What to test, when to test, where to test, how to test

Panh gi4 hiéu qua cic chuong trinh truyén thong

Measuring the effectiveness of marketing communication program
Tai liéu hoc tap/ Reading material

Doc chuong 17, Advertising and Promotion: An Integrated Marketing



13. Ma tran quan h¢ chuin dau ra (CLO) va ndi dung (chwong) hoc phan
Matrix showing the alignment of Course Learning Outcomes (CLO) with Course
Contents

Chuong
Tén chwong

X | CLO1
CLO2
CLO3
CLO4
CLO5
CLOG6

Téng quan vé truyén théng marketing
1 Introduction to Marketing
communication

Phén tich méi trudng truyén thong X
2 Integrated marketing program
situations analysis

Truyén thong theo dinh huéng hanh vi | x
khéch hang

IMC perspective on Consumer
Behavior

Tién trinh truyén thong: Nguon, thong | X X X
diép va kénh truyén thong
Communication process: source,
message and channel factors

Xay dung chién luoc truyén thong | X% X X X X
5 marketing
IMC planning process

Quang c4o, PR va truyén théng doanh | x X X X X X
nghiép

Advertising, Public Relations &
corporate advertising

Khuyén mai va ban hang ca nhan X X X X X X
Sales promotion & personal selling

Marketing tryc tiép va truyén thong | X X X X X X
8 tuong tac
Direct marketing & interactive media

Do ludong hiéu qua truyén thong X X
9 Measuring the effectiveness of IMC
plan




14.

M&éi quan hé giita chuin diu ra hoc phin (CLO) va phuwong phap gidng day, hoc

tap (TLS)
N Tfeaching TLS |Q |Q |Q |Q |Q |Q
o Code Learning Methods Grop| ©| Ol 0| 0| o] 0
1 TLM1 Explicit Teaching 1 X
2 TLM2 Lecture 1 X
3 TLM3 Guest Speaker 1 X | X
4 TLM4 Problem Solving 2
5 TLM5 Brainstorming 2 X
6 TLM6 Case Study 2 X
7 TLM7 Role Playing 3
8 TLMS8 Game 4
9 TLM9 Field Trip 4
10 | TLM10 Debate 4
11 | TLM11 Discussion 5 X | X
12 | TLM12 Peer Practice 5 X | X | X | X | X | X
13 | TLM13 Inquiry 5
Research Project/

14 X | X

TLM14 Independent Study 0 XX x| X

Technology-Based

15 | TLM15 Methods 7 X | X | X
16 | TLM16 Work Assigment 6
17 | TLM17 Seminar/Tutorial 1
18 | TLM18 Story Theatre 3
19 | TLM19 Simulation 4
20 | TLM20 Jigsaw 5




15. Phan bd thoi gian theo so tiét tin chi cho 3 tin chi (1 tin chi = 15 tiét)

SO tiét tin chi

Thue .
Chuon . 3 . . Phwong pha
. g Tén chwong Ly hanh/ Tong v £ phap
thi . \ p giang day
thuyét thao SO
lu@n(*)
. Téng quan vé truyén thong ; 0 , TLM 1,2, 11,
marketing 12
Phan tich méi trudng truyén TLM 1,2, 11,
2 R 2 2 4
théng 12
3 Truyén thong theo dinh hudng 5 5 4 TLM 1,2, 6, 11,
hanh vi khach hang 12
Tién trinh truyén thong: TLM 1,2, 6, 8,
4 Nguén, thong diép va kénh| 2 2 4 11, 12
truyén théng
Xay dung chién lugc truyén TLM 1,2, 11,
5 R . 2 2 4
thong marketing 12, 14, 15
6 Quang céo, PR va truyén thong 5 5 4 TLM 1,2, 11,
doanh nghiép 12, 14, 15
. Khuyén mai va ban hing ca 2 , c TLM 1,2, 3, 11,
nhan 12, 14,15
q Marketing truc tiép va truyén 3 3 6 TLM 1,2, 3, 11,
thong tuong tac 12, 14, 15
Do luong hiéu qua truyén TLM 2,12, 15
9 R 3 3 6 T
thong
Tong 24 21 45

Ghi chi: So gio thuc hanh/ thao lugn trén thuc té sé bcfng 6 tiét thue hanh/ thédo

Iudn trén thiét ké x 2.

16.  Méi quan hé giira chuan diu ra hoc phan (CLO) va phwong phap danh gia
(AM)
T Ma Tén phuwong phap dianh gia | phuwong 9 9 9 9 9 9
hi ol0o|O0|O|O| O
phap
1 AM1 | DPanh gia Attendance 1 X | X | X




chuyén can Check
2 | Amp | Dinhed Work 1
bai tap Assignment
banh gia Oral
. . 1
3 AMS thuyét trinh Presentation
4 AMA4 banh %13 Performance )
hoat dong test
5 AMS Nhat lfy Journal and 5
thuc tap blogs
Kiém t
6 | Amp | emiraty Essay 2
luan
. AM?7 Kiem tra'lA Multlple 5
trac nghiém choice exam
8 AMS8 Ba.lo Yc V? Oral Exam 2
thi van dap
Wri
9 | AM9 | Baocéo ritten 2
Report
banh gia
10 | AM10 | lam viéc Teamwork 2
. Assessment
nhom
B4o CAo Graduation
11 AM11 L. Thesis/ 3
khoa luan
Report
12 AM12 | Khac 4

17. K& hoach kiém tra, danh gia/ Assessment timelines

Phwon
ST . gphap |Ty16 | 5 | © | 8 | & | 8 | &
T Tuan | NOi dung danh (%) d Cl) Cl) (_1) CI) (_l)
gia
Chuong 1- | AML1, 0
1 1-7 5 AM2 10% X X X
2 g | Midterm s | 100 X
presentatio




Final
project AM3, 0
14,15 presentatio AM9 20% X X X X
n
Final exam
The | Multiple | AM7 | 60% X
o lich .
choice
100

Téng cong

%

Xac nhan cua Khoa/Bo mon



