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COURSE SYLLABUS
PRINCIPLES OF MARKETING

1. THONG TIN TONG QUAT (GENERAL INFORMATION)

Bang 1: Thong tin tdng quét vé hoc phan

% Tén hoc phan:

Tiéng Viét:

Nguyén ly Marketing

Tiéng Anh:

Principles of Marketing

% M4 s hoc phan:

020326

% Thoi diém tién hanh:

% Loai hoc phan:

Bit buoc
L1 Tu chon

% Thuoc khdi kién thiac/ky ning:
O Kién thtrc dai cuong
O Kién thirc co ban
[ Kién thtrc chuy@n nganh
[0 Hoc phan chuyén vé k§ ning chung

Kién thirc co s& nganh
O Kién thirc khac
[0 Hoc phan khéa luan/luan van tét nghiép

% Sd tin chi:

S6 tiét ly thuyét/sd buoi: 45/11
S tiét thuc hanh/sd budi:
S6 tiét ty hoc: 90

% Diéu kién tham du hoc phan:

Hoc phan hoc trudgc:

Kinh té vi mo, Kinh té vi md

Hoc phan song hanh:

Quan tri hoc

Diéu kién khac:

+¢+ Giang vién phu trach:

ThS. bang Huynh Phuong

Khoa/B6 mon: Marketing/Marketing co s&
Email: dhphuong@ufm.edu.vn
bién thoai: 028 3872 6789 (462)

2. MO TA HQC PHAN (COURSE DESCRIPTIONS)




Principles of Marketing course has been designed to provide students with an introduction to
the field of marketing. The course focuses on how the organiations could create values and
communicate these values effectively and efficiently to customers through the marketing mix.
Essentially, studies are concentrated on the nature and behavioru of supplying organisations,
nature and behavior of the consumer and the various marketing mix elements (products,
price, place, promotion) which are used by organisations to satisfy needs and wants of
consumers. While the subject has a theoretical base, practical application of the marketing

concepts to 'real world' situations via a specific project is an essential part of the course.

3. MUC TIEU HQC PHAN (COURSE GOALS)

Sinh vién/hoc vién hoc xong hoc phan nay cé kién thizc, pham chat, ky ndng, va nang luc:

Bang 2: Muc tiéu caa hoc phan

Muc tiéu
(Objective)

M6 ta muc tiéu
(Objective description)

CDR cua
CTDbT
(Learning
outcomes)

TDNL
(Learning
domains)

Gl

Introduce principles of marketing theories,
concepts and frameworks as well as the
importance of marketing, marketing mix
components in relation to customer
satisfaction

Ks2

G2

Assess market opportunities by analsying
customers, competitors,  collaborators,
context, and the strengths and weaknesses of
a company. Develop effective marketing
strategies to  achieve  organisational
objectives

Ks2

G3

Analyze range of marketing situations and
prepare written reports that provide sound
argument and clear conclusions and
recommendations. Hence, be able to
conduct a formal business presentation
including researching, structuring and
presenting related topics

Ks2

", v, v

G4

Be cooperative during group assignment and
proactive in learning, responsible as a group

Ss5

V, VI




member in order to complete group
assignment

G5

Aware of the importance of self-learning | SS° al
and improve the ability to adjust to
requirements  of  different  working
environment and different circumstances

Ghi chii: Trinh d¢ néing luc theo thang Bloom: c6 biét qua/cé nghe qua — 0.0-2.0 (1); ¢6 hiéu biét/cé thé tham gia — 2.0-
3.0 (I1); ¢6 kha nang img dung — 3.0-3.5 (111); ¢6 kha ndng phdan tich — 3.5-4.0 (IV); ¢6 khd ndng tong hop — 4.0-4.5 (V);
6 kha nang danh gia va sang tao — 4.5-5.0 (V1).

4. CHUAN PAU RA HQC PHAN (COURSE LEARNING OUTCOMES)

(M6 ta cac chu dé CPR cdp dé 2 cua hoc phan va mize dé giang day |, T, U)

Bang 3: Chuin dau ra cia hoc phan

C?;?t g; ! Mb ta chuén diu ra Clthdlah

LOL1 | ntroduce principles of marketing theories, concepts and |lT
frameworks. ldentify the importance of marketing, marketing mix
components in relation to customer satisfaction

LO12 | Analyse marketing environment that influences on the company and | T+ U
its marketing strategy. Understand and be able to apply S-T-P
strategy in different market contexts

LO13 | Assess market opportunities by analysing customers, competitors, | T+ U
collaborators, context, and the strengths and weaknesses of a
company. Develop effective marketing strategies to achieve
organisational objectives

LO2.1 | Design a strategy implementation program to maximise its chance | Y
of success. Apply the knowledge of a firm’s operational strategy to
the marketing mix concepts.

LO2.2 | Analyse range of marketing situations and prepare written reports | T- U
that provide sound argument and clear conclusions and
recommendations. Be able to conduct a formal business presentation
including researching, structuring and presenting related topics

LO3.1 I, T

Students should be cooperative during group assignment

Students are supposed to be proactive in their learning, be
responsible as a group member in order to complete group
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assignment
LO3.2 | Students should aware of the importance of self-learning and | Y
improve the ability to adjust to requirements of different working
environment and different circumstances. Students are supposed to
draw up a path for self-development for future career.
Ghi chi: Chi dinh mite dé giang day — | (Introduce): gigi thiéu; T (Teach): Day; U (Utilize): Si dung.
5. NOI DUNG CHI TIET HQC PHAN (COURSE OUTLINE):
5.1. K& hoach giang day (Lesson plan)
Bing 4: K& hoach giang day (Lesson plan)
Class Activities Cour
Require se
ments| Cours | asses
Wee Content Classtime Practi for e smen
k co studen| outco t
ts mes
Theor| Exe |Discus before
y | rcise | sion class
Topic 1: Introduction to Marketing
1.1.What is marketing
1.2.Understand customer needs
1.3.Designing a customer- driven LO1.1 ALL
1 keti trat 2 L ! LO2.1 AL3
marketing strategy 1) A
1.4.The marketing changing landscape
1.5.Company- wide strategic planning
1.6. Planning marketing
Topic 2: Marketing Environment
_ _ LO1.2
2.1.The microenvironment Lois | ALl
_ ~ 1 AL2
2| 2.2.The macro environment 2 1 1 LO2.1
LO2.2 Al.3
2.3. Responding to the marketing L03:2 A2l

environment




Topic 3: Marketing information
system

3.1. Marketing information and
Customer insight

LO1.2
3.2. Assessing marketing information LO13 | A11
needs LO2.1 | AL2
3.3. Developing marketing information LO2.2 | AL3
_ LO3.1 | A2.1
3.4. Marketing research LO3.2
3.5. Analysing and using marketing
information
3.6. Other marketing information
considerations
Topic 4: Consumer & Business
Behavior
4.1. Model of consumer behavior
4.2. Characteristics affecting consumer
. LO1.2
behavior Al.l
LO1.3 AL 2
4.3.Types of buying decision behavior LO2.1 A1.3
.. LO2.2 '
4.4. Buyer decision process L03.2 A2.1
4.5. Buyer decision process for new
product
4.6. Business market
4.7. Business buyer behavior
Topic 5: Segmentation, Targeting & Lo12
Positioning Strategies LOL3 ) ALl
g g LO2.1 | AL2
5.1. Market segmentation LO2.2 | Al13
LO3.1 | A2.1
LO3.2
. . . LO1.2
Topic 5: Segmentation, Targeting & LOL3 Al.l
Positioning Strategies | Al.2
LO2.1 AL3
5.2. Market targeting LO2.2 A2 1

LO3.2




5.3. Differentiation and positioning

Topic 6: Product Strategies
6.1. What is a product

_ N LO1.3
6.2. Product and service decision LO2.1 | A1.1
7| 6.3. Services marketing LO2.2 | Al.2
LO3.1 | A21
6.4. Brand strategy LO3.2
6.5. New product development strategy
6.6. Product life cycle
Topic 7: Pricing Strategies
7.1. What is a price?
7.2. Other internal and external LOL.3
considerations affecting price decisions LO2.1 | ALl
8 N _ LO2.2 | Al.2
7.3. New product pricing strategies LO31 | A21
7.4. Price adjustment strategies LO3.2
7.5. Price changes
7.6. Public policy and pricing
Topic 8: Marketing channels and
value networks
8.1. Supply chain and value delivery
network
8.2. Channel behavior and organization LO1.3
LO2.1 Al.l
9 | 8.3. Channel- design decisions L02.2 Al.2
8.4. Channel management decisions LO3.2 Azl
8.5. Marketing logistics and supply chain
management
8.6. Retailing
8.7. Wholesaling
Topic 9: Integrated marketing LO1.3 | ALl
10 communication strategies LO2.1 | 'AlL2
g LO3.1 | A2.1




9.1. The promotion mix LO3.2

9.2. Integrated marketing

communications

9.3. Steps in developing effective

marketing communications

9.4. Setting total promotion budget and

mix

Topic 9: Integrated marketing LO13

communication strategies LO2.2 | A11
11 | 9.5. Advertising, public relations 2 2 1 LO2.1 | Al.2

_ _ LO2.2 | A2.1

9.6. Personal selling, Sales promotion, LO3.2

direct and online marketing
Total 22 12 |11

5.2. Néi dung phan tw hoc (Self-study):

Students are required to read chapter before class and do multiple-choice questions for each

chapter at home after class

Group assignment: Each group will have to apply the knowledge they have learned, to

examine a marketing plan for an existing business

6. NGUON HQC LIEU (LEARNING RESOURCES: COURSE BOOKS, REFERENCE
BOOKS, AND SOFTWAREYS)

Textbook (s):
Kotler, P and Armstrong, G (2018), “Principles of Marketing”, 17" edition, Pearson,

USA

Recommended references
Armstrong, G. and Kaotler, P. (2006) Marketing — An Introduction (Global Edition),

7.

11th edition, Pearson Education, USA

Sorger, S (2012), “Analysis for Marketing Planning: where marketing meets action”,

6™ edition, Pearson

Tran Thi Ngoc Trang et al, “Marketing can ban”, Théng Ké Publisher, Vietnam
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TRACH NHIEM DAY VA HQC (TEACHING AND LEARNING RESPONSIBILITIES)
7.1. CHIEN LUQC DAY VA HQC (TEACHING AND LEARNING STRATEGIES)




The focus of learning in this module will be investigating and analysing - using case study, small
group discussions and group presentation. Lectures will be held each week to provide structured
framework; however, it will emphasize on grouo learning and student engagement. The pyramid
identified in Figure 1 below represents the teaching and learning philosophy of this module.

Kién hoe T¥ 1é duy i1

(Learning styles) {(Averrage rentention rate)

Bai hoc ‘4 g0
(Lectura}
rd
rd
Boc l‘\ -+ 10%%
(Feadmg) t\
Mzhe nhin Mo 0%
{Audic-visual) H‘x\
Trinh chidu M 30%
(Dremonstration) T\

/ Thio lujn nhém s0%
/ {Discustion group)
Thire hanh theo 7595
(Practice by doing) .
Dav cho nguron khac Thing ngay trong hoc A 90%
(Teach others/Tmmediate use of Learning) : '

Hinh 1: Mo hinh duy i hoc tap trong giio duc

(A Learning Retention Model for Education)

7.2. PHUONG PHAP GIANG DAY (TEACHING TECHNIQUES)

This subject is conducted by a combination of different methos: lecture, problem raising, mind map,
case study, query, group discussion, industry analysis. There is significant interaction between
instructor and students and among students. Students will work independently and work in teams to
solve problems, analyse issues, and be creative to solve their assignments.

Students must actively involve in discussing and solving analytical and strategic marketing issues.
8. PANH GIA KET QUA HQC TAP (COURSE ASSESSMENT)

Bang 5: Chi tiét danh gia két qua hoc tap (Detailed course assessment)

Thanh phan s, Noi dur.lg danh CDR‘AhQC Lah s Tiéu chi
] ., Bai danh gia phan SO lan danh , ., ) 1A
danh gia s . - danh gia Ty 1€
. gid/thoi (Evaluation (Course gid/thoi .
(Evaluation . 2 (Evaluation (%)
components) gian matter) outcome diém criteria)
P standard)
Al A1l Soft skills, Lo2.1 | 11times’ | hiisence, 10




Progressive self- LO3.2 every class | learning
Evaluation responsibility attitude
and learning
attitute
LOL1 1 tl'mes/ Topic,
assign at the | structure,
LO1.2
Group 1st week, content,
. ) LO2.1 L.
Al2 discussion and L02.2 present creativity, 20
presentation ' from the 4th | presentation
LO3.1 week skills
LO3.2 ’
teamwork
LO1.1 1 time/ Understanding/
LO1.2 from week | Explaining
Individual LO2.1 |8
Al3 exercises LO2.2 10
LO3.1
LO3.2
wien | Lovs | L e
A2. Final exam/test LO1.2 .
. thinking,
exam A1 multiple LO2.1 analvsin 60
evalution ' choice LO2.2 evalZatir%
questions LO3.1 creativit 9.
LO3.2 y

BAN GIAM HIEU

TRUONG KHOA

TRUONG BQ MON




1. Scope &
structure
(20%0)

2. Synthesis

(Critical analysis and
creative synthesis)
(30%)

3.Summary
(Conclusion)
(10%)

4.Sources of
Literature
(Amount & type
sourced) (5%)

0-<3

Topic not covered,
discussion too brief,
little justification.

Little or no analysis of
theory, and trying to put
things back together, and
add individual value.
Assignment has too many
significant faults to be
regarded as a University
standard piece of work.

Weak conclusions. Do not
follow from discussion.

Little or no reading,
poor integration of
literature into the
assignment. Text only
used. No referencing.

BANG 6: CHI TIET PANH GIA BAI TAP NHOM

3-<5

Balanced summary of
the issues, logical flow
of ideas.

Some analysis of theory.,
with explanation, and
illustration, and some
attempt to put things back
together, and add individual
value.

Assignment is adequate but
still has significant faults
and you are advised to make
sure that you understand
what they are and if
necessary get help to
improve in your weakest
areas.

Weak conclusions. Do not
follow from discussion.

Accurate reference list
attached. Extra
references included.

5-<7

Fuller and more
systematic treatment of
the topic.

Analysis lacks a convincing
argument. Need to justify
more. Greater attempt put
things back together, and add
individual value.

Assignment is without serious
faults but without conviction.
The lecturer can follow your
argument but he/she is not
convinced by it; OR it may be
written with some conviction
but with too many faults!

Adequate attempt to bring it
all together.

Accurate reference list
attached. Extra
references included.

10

7-<9

Comprehensive treatment of
the topic.

Good attempt to analyze
critical issues. Some
conviction but could do with
more. Sound attempt to put
things back together, and add
individual value.

Assignment is almost faultless
and has some conviction -the
lecturer may well be
persuaded to agree with your
position.

Sound conclusions. Well
brought together.

9-<10

Well structured description.
Sets the scene in an
outstanding and sophisticated
way.

Excellent critical analysis of
the theory. Well argued case.
Excellent attempt put things
back together, and add
individual value. Assignment
is faultless and has conviction,
and is based on extensive
research. It builds a sound
argument using analysis,
explanation and interpretation.
It includes some original
thinking based on clearly
evaluated evidence and clearly
explained logic.

Strong conclusion and
excellently presented.

Accurate reference list
attached. Wide range of
literature sourced and
integrated. Thorough use
of supporting evidence.



5. Presentation
(10%)

6. Teamwork
(10%0)

Difficult for the
audiences to get the
point.

No collaboration
among team members

Most presentation
requirements met in a
basic way. Difficult for
the audiences to get the
point.

Poor collaboration
among team members

Meet all basic
presentation
requirements. Easy for
the audiences to get the
points.

Adequate collaboration
among team members

11

Meet all presentation
requirements. Easy for
the audiences to get the
points.

Significant collaboration
among team members

Creative and interesting
presentation style, Easy
for the audiences to get
the points.

Effective and supportive
collaboration among
team members



1.Knowledge,
skills, and attitude
(90%)

2.Structure and
wring style

BANG 7: CHI TIET PANH GIA BAI THI KET THUC HQC PHAN

0-<3

- Answer a few
questions

- Many flaws

- Topic not covered,
discussion too brief, little
justification. Not integrated
well across tools.

- Little or no attempt to
reference in an appropriate
way..

- Major flaws.

- Difficult for reader to
get the point.

3-<6

- Answer some
questions

- Some minor mistakes
- Demonstrate basic
understanding of the subject

- Most presentation
requirements met in a basic
way.

12

6-<8

- Finish all/ almost all
questions
Demonstatrate

understanding of the subject and

ability to apply to practice.

- Fuller and more systematic

treatment of the topic.

Recommendations integrated okay

across tools and audiences.
Few flaws — typos and

spelling mistakes. Style is concise

and lucid.

8 -<10

- Effectively finish
all questions

- Demonstrate
sound understanding of
the subject and significant
ability to apply to
practice.

Error free. Style is
concise and lucid.

- It is well written
and flows clearly from
point to point.



