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Mon kién thirc co s& nganh duoc thiét ké dwa trén 2 mén Quan tri hoc va Tiép thi can ban, véi

tong sb la 1 tin chi.
Noi dung thi 1a Tiéng Anh,
MUC TIEU
- Hiéu nhitng van dé co ban vé hoat dong quan tri: cac khai niém, céc chirc ndng quan tri, cac cip
quén tri va cac ky nang co ban cta nha quan tri.
- Phan tich nhitng tac dong ctia moi treong toan cau 1én hoat dong cuia td chirc.
- Phéan tich quy trinh duwa ra céc quyét dinh quan tri vang dung dé dwa ra cac bién phép cai tién
thanh tich clia to chirc thong qua viéc nang cao chat luvgng céc quyét dinh quén tri.
- Phan tich hé thong hoach dinh duwoc thuc hién bai cac nha quan tri trong to chirc. Van dung tién
trinh hoach dinh chién lugc dé danh gia valua chon hudng chién Iwgc pht hop nhdam mang lai [0i
thé canh tranh cho t0 chtc.
- Phéan tich valva chon mo hinh cau tric pht hop cho t6 chirc. Xac dinh cac yéu té anh hudng dén
sr phéi hop trong t6 chirc, thic ddy cac nhom lam viéc, xac dinh céc thanh t6 cia quan tri ngudn
nhan Iwc trong t6 chirc.
- Hi€u hanh vi khéch hang
- Phan doan thi trwong, lva chon thi trvdng muc tiéu va dinh vi san pham/ thuong hiéu trén thi
treong muc tiéu
- Phan tich moi truong vathiét 1ap chién lvgc Marketing cho to chirc
- Xéay dung chuong trinh Marketing: san phdm, phan phdi, dinh gia vatruyén thong
HINH THUC THI

— Multiple- choice.

— True/False

— Short answers

— 120 minutes



NOI DUNG ON TAP
1. THE FUNDERMENTAL S OF MANAGEMENT (PSU-M GT201)
1.1 MANAGEMENT AND MANAGER

1.1.1 The management Process T oday

1.1.1.1 What is management
1.1.1.2 Essential Managerial Tasks
1.2 ENVIRONMENT OF MANAGEMENT
1.2.1 Global Environment
1.2.1.1 Concept of global environment
1.2.1.2 General environment
1.2.1.3 Task environment
1.3 DECISION MAKING
1.3.1 Stepsin the Decision-M aking Process
1.3.1.1 Recognize the Need for a Decision
1.3.1.2 Generate Alternatives
1.3.1.3 Assess Alternatives
1.3.1.4 Choose among Alternatives
1.3.1.5 Implement the Chosen Alternative
1.3.1.6 Learn from Feedback
1.4 PLANNING AND STRATEGY
1.4.1 Planning and strategy
1.4.1.1 The nature of planning and strategy
1.4.1.2 Level and type of planning
1.4.2 Planning process
1.4.2.1 Determining the organiztion’s mission and goals
1.4.2.2 Formulating strategy
1.4.2.3 Implementing strategy
1.5 ORGANIZING
1.5.1 Designing Organizational Structure
1.5.1.1 Concept of organizing, organizational structure, organizational design

1.5.1.2 The factors influence managers’ choice of an organizational structure

1.5.1.3 Grouping Tasks into Jobs: Job Design



1.5.1.4 Designing Organizational Structure
1.5.1.5 Coordinating Functions and Divisions
1.6 LEADING
1.6.1 Leadership
1.6.1.1 The Nature of Leadership
1.6.1.2 Power: The Key to Leadership
1.6.1.3 Trait and Behavior Models of Leadership
1.6.1.4 Contingency Models of Leadership
1.6.1.5 Transformational Leadership
1.7 CONTROLLING
1.7.1 What is Organizational Control
1.7.1.1 The Important of Organizational Control
1.7.1.2 Control system
1.7.1.3 Control Process
2.1 THE FUNDERMENTALSOF MARKETING (PSU-MKT251)
2.1 MARKETING INTRODUCTION
2.1.1 Marketing definition
2.1.2 How marketing discovers and satisfies consumer needs
22 MARKETING STRATEGY
2.2.1 Developing successful Marketing and organization strategies

2.2.1.1 The strategic Marketing process

2.2.2 Scanning the M arketing environment
2.2.2.1 Environmental scanning
2.2.2.2 Social forces
2.2.2.3 Economic forces
2.2.2.4 Technological forces
2.2.2.5 Competitive forces
2.2.2.6 Regulatory forces

2.3 CUSTOMER BEHAVIOR

2.3.1 Under standing consumer behavior
2.3.1.1 Consumer purchase decision process and experience
2.3.1.2 Psychological influences on consumer behavior

2.3.1.3 Sociocultural influences on consumer behavior



2.4 SEGMENTING, POSITIONING AND FORECASTING MARKETS
2.4.1 Why segment markets?
2.4.1.1 What market segmentation means
2.4.1.2 When and how to segment markets
2.4.2 Positioning the product
2.4.2.1 What is product positioning
2.4.2.2 Two approaches to product positioning
2.5 PRODUCT
2.5.1 Managing products and brands
2.5.1.1 The product life cycle
2.5.1.2 Packaging and labeling products
2.5.2 Managing services
2.5.2.1 The uniqueness of services
2.6 PRICE
2.6.1 Pricing process (exercise)
2.7PLACE
2.7.1 Managing M ar keting channels and wholesaling
2.7.1.1 Nature and the importance of Marketing channels
2.7.1.2 Channel structure and organization
2.7.1.3 Channel choice and management
2.8 PROMOTION
2.8.1 Intergrated Marketing communication (IMC)
2.8.1.1 The communication process
2.8.1.2 The promotional elements

2.8.2 Advertising, sales promotion and public relations
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