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1. STAFF CONTACT DETAILS 
 
Lecturer: Dr. Yimin Stephanie Huang  
Consultation Hour: 1pm-2pm, Tuesday 
Office: Room 3022, QUAD 
Email: yimin.huang@unsw.edu.au 
Telephone: (02)9385-3387 
 
1.1 Communication with Staff 
The above consultation hour is the time when I am available to answer questions or 
inquiries. If you wish to meet outside of this time, please bounce me an email to 
make an appointment. That way there is more of a chance of you catching me in 
the office.   
 
Blackboard 
Additional assignment instructions, course announcements and some additional 
materials will be posted on Blackboard throughout the session. Please make sure 
you have a valid access to the course and check Blackboard regularly, e.g., at least 
once a week. 
 
2. COURSE DETAILS 
 
2.1 Teaching Times and Locations 
 Day Time Location 
Lecture (2hr) Tuesday 

 
9am-11am 
 

CLB6 
 

 
2.2 Units of Credit 
This course is worth 3 units of credit. 
 
2.3 Summary of Course  
“Introduction to Marketing” will give you a brief overview of the basic concepts in 
marketing. This knowledge will be useful as marketing has a role in consumer and 
business markets, services and non-profit organizations. Many non-traditional 
marketers, lawyers, theatre groups, community groups, etc., are increasingly 
looking to the marketing discipline to help them achieve their goals. In this course, 
you will be introduced to marketing jargon and analytic and management 
frameworks used by marketing managers. Please note this course is just a taste of 
what you might need to know as a marketing manager as it is beyond the scope of 
this course to cover the depth of knowledge we have about current marketing 
practice. 
 
2.4 Course Aims and Relationship to Other Courses 
Marketing today is a continually evolving discipline concerned with the creation of 
values and the exchange between marketers and their customers. It is a dynamic, 
highly stimulating and challenging field of contemporary business studies. It has 
been defined as a business function that discovers customer needs, identifies target 
markets that the company can serve better than its competitors, designs marketing 
strategy and develops plans and programs to serve these markets effectively and 

mailto:yimin.huang@unsw.edu.au�
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efficiently. Since the basic purpose of business is to “create a customer”, the way 
to grow a business is through marketing. Because of this, marketing has often been 
equated with creativity and viewed as the most important function in business.  
 
What are we going to learn? Everywhere we go, every time we buy, when we eat, 
when we drink, we are exposed to marketing. Why do we wear Nike shoes instead 
of Reebok, Levi’s instead of no-branded jeans? Why do we prefer BMWs to 
Volvos? How do we, as consumers, make our decisions of purchase? What 
influences us in our choices? The beauty of marketing is that it is not restricted to 
those who want to be specialist marketers---what you learn in this subject will be 
of value to you for the rest of your lives as consumers and as members of the 
business community. 
 
The aim of this course is  

• to expose you to the basic concepts in contemporary marketing 
• to heighten your awareness of marketing activity; its purposes and 

techniques 
• to provide opportunities to evaluate marketing concepts 
• to develop further your team work skills, group management, oral and 

written communication 
 
This course is similar to, but not a substitute for, the core Marketing Fundamentals 
subject (MARK1012). It cannot be used as a pre-requisite for more advanced 
marketing courses. 
 
2.5 Student Learning Outcomes 
By the end of this course, students should be able to:  
 
1. UNDERSTAND marketing as a sophisticated strategic process, based on identifying 
and understanding customer needs and wants, which requires a good grasp of many 
cross-disciplinary concepts;  

2. BE FAMILIAR with the terminology and approaches to marketing 

3. HAVE THE KNOWLEDGE of how the marketing function operates within 
companies and within environments; 

4. IMPROVE teamwork skills through group work; 

5. IMPROVE public speaking and presentation skills; 

6. DEVELOP analytical and problem-solving skills in marketing 
 

ASB Graduate Attributes 
This course contributes to your development of the following Australian School of 
Business Graduate Attributes, which are the qualities, skills and understandings we 
want you to have by the completion of your degree.  
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Learning 
Outcomes 

ASB Graduate Attributes 

6 1. Critical thinking and problem solving 

2,4 & 5 2. Communication 

4 3. Teamwork and leadership 

3 4. Social, ethical and global perspectives 

1,2 5. In-depth engagement with relevant disciplinary 
knowledge 

 
 
3. LEARNING AND TEACHING ACTIVITIES 
 
3.1 Approach to Learning and Teaching in the Course 
This course is designed to increase your interest in and knowledge of the basics in 
marketing. It is constructed to challenge and encourage you to develop independent 
thinking. Research has found that people are more receptive to learning when the 
material is relevant to them. Therefore, students are encouraged to bring over their 
own examples and get involved in discussions. A student-centred and process-
based approach is taken in this course. By exposing students to the basic concepts 
and situations in marketing, students will be able to become conversant with the 
terminology, frames of reference, and approaches to research employed by 
marketing practitioners, academics and researchers.  
 
3.2  Learning Activities and Teaching Strategies 
Since there are no separate tutorials in this course, the lectures are designed to be as 
interactive as possible, with small group activities within the lecture time. Extensive 
use will be made of a variety of examples and case studies to illustrate how various 
companies have implemented aspects of the marketing concept. Class discussions will 
be utilized to extract the key concepts and implications from a broad range of examples. 
It will be presumed that students have done some reading around the topic for the week 
before attending the lecture. Opportunities for deeper investigation of particular aspects 
of marketing will be provided through formal assessment tasks. 
 
4. ASSESSMENT 
 
4.1 Formal Requirements 
In order to pass this course, you must: 

 achieve a composite mark of at least 50 
 make a satisfactory attempt at all assessment tasks (see below). 
 Gain at least 50% of the marks on the final exam 

 
4.2 Assessment Details 
Assessment for this course is composed of individual and group components. 
Individual components include students’ performance in the mid-session quiz and final 
exam that cover different topics discussed in the lecture.  Group components consist of 
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a major marketing project and group case presentation. Details of assessment are as 
follows. 
 
 

Assessment 
Task 

Weighting Learning 
Outcomes 
assessed 

ASB 
Graduate 
Attributes 
assessed 

Length Due Date 

Mid-session 
quiz   

15% 1,2,3,6  1,2,4,5 60 minutes 29th March 
2011 

Major 
project 

40% 1 to 6  1 to 5 N/A 24th May 
2011 

Participation 5% 2,4,5,6 1,2 N/A N/A 

Final exam 40% 1,2,3,6 1,2,4,5 120 
minutes 

TBD 

 
4.3 Assessment Format 

 
Individual components: 
• Mid-session Quiz —This will be worth 15% of your final mark for this course. 

It will take place in lecture time on 29th March, 2011. This quiz will be in a 
multiple choice format and covers the chapters 1 to 5 and lecture notes from 
lecture 1 to 4. You will be given 60 minutes to complete the questions. Please 
note: You will only be able to sit the quiz at the time designated. 

• Final exam---This will be worth 40% of your final mark for this course. The 
structure of the final exam will be advised in lecture later in the session. The 
scheduling of examinations is controlled by the University administration, 
hence, we will not know the date and location of the final exam for this course 
until late much later in the session. Be aware that the final exam may fall at any 
time during the formal examination period. NO early examinations are 
possible.  

• Participation---This will be worth 5% of your final mark for this course. You 
have to attend 80% of the lectures to be allowed to sit in the final exam. You are 
also supposed to actively participate in the class discussion and make valid 
contribution to the group learning experience.  

 
 
Group components: Groups will be formed on 15th March, 2011. Choose your 
group members wisely as you cannot change your group once it is formed, no 
matter what happens. It is important to note that management of group dynamics is 
your responsibility. Keep in mind that assignment of clear responsibilities as well as 
development of consistent group norms, such as regular meetings, communication, 
and division of labour, is essential for cohesive group performance. Nevertheless, 
we will have peer review of individual contribution to group work at the end of the 
session to determine the mark each individual receives for the group project. 
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• Major project---This will be worth 40% of your final mark for this course. 
Your group is required to evaluate current marketing strategies of a chosen 
branded product in terms of its product, price, promotion and place, given its 
targeting strategies. Based on such evaluation, you need to recommend how the 
company may improve one or more of these marketing elements. The 
recommendation needs to be appropriate and realistic for the company and the 
product chosen. This is an intensive research-based project and will be 
implemented in two stages. 

o Presentation---This will be worth 10% of your final mark for this 
course. It will take place on 10th May, 2011. Each group should have 
carried out sufficient in-depth research on the assigned company and its 
branded product by then and present their major findings and marketing 
recommendations. Each group will have another two weeks to make 
necessary revision and improvement before submitting the final report.  
Refer to Appendix I for more details on this component. 

o Major report---This will be worth 30% of your final mark for this 
course and will be due on 24th May, 2011. Refer to Appendix I for more 
details on this component. 

 
4.4 Late Submission 
Late submission will incur a penalty of 10% of the percentage weight of the 
assessment component per day after the due date and will not be accepted after 5 
working days. Information about late submission of assignments, including 
penalties, is also available on the School of Marketing website at 
http://www.marketing.unsw.edu.au/nps/servlet/portalservice?GI_ID=System.Logg
edOutInheritableArea&maxWnd=_CurrentStudents_LateSubmission. 
 
  
5. ACADEMIC HONESTY AND PLAGIARISM 
The University regards plagiarism as a form of academic misconduct, and has very 
strict rules regarding plagiarism. For UNSW policies, penalties, and information to help 
you avoid plagiarism see: http://www.lc.unsw.edu.au/plagiarism/index.html as well as 
the guidelines in the online ELISE Plus tutorial for all new UNSW students: 
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm. 
 
To see if you understand plagiarism, do this short quiz: 
http://www.lc.unsw.edu.au/plagiarism/plagquiz.html 

For information on how to acknowledge your sources and reference correctly, see: 
http://www.lc.unsw.edu.au/onlib/ref.html 

For the ASB Harvard Referencing Guide, see:  
http://wwwdocs.fce.unsw.edu.au/fce/EDU/harvard_ref_guide.pdf 
 
 
6. COURSE RESOURCES 
 
Prescribed Text:  

http://www.marketing.unsw.edu.au/nps/servlet/portalservice?GI_ID=System.LoggedOutInheritableArea&maxWnd=_CurrentStudents_LateSubmission�
http://www.marketing.unsw.edu.au/nps/servlet/portalservice?GI_ID=System.LoggedOutInheritableArea&maxWnd=_CurrentStudents_LateSubmission�
http://www.lc.unsw.edu.au/plagiarism/index.html�
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm�
http://www.lc.unsw.edu.au/plagiarism/plagquiz.html�
http://www.lc.unsw.edu.au/onlib/ref.html�
http://wwwdocs.fce.unsw.edu.au/fce/EDU/harvard_ref_guide.pdf�
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Lamb, C.W., Hair, J.F., McDaniel, C., Summers, J., Gardiner, M. 2009. MKTG. 1st 
Asia-Pacific Edition, Melbourn, Cengage Learning 
 
Reference books: 
Quester, P., McGuiggan, R., Perreault, W.D., McCarthy, E.J. 2007. Marketing: 
Creating and Delivering Value, 5th Edition., Sydney, McGraw-Hill 
 
Kotler P., Brown L., Adam S., Burton, S., Armstrong G. 2007. Principles of Marketing, 
7th Edition, Sydney, Prentice Hall 
 
Dictionary: 
Bannock G., Davies E., Trott P., Uncles M. The New Penguin Dictionary of Business, 
Penguin Books 
 
Journals: 
Students should also consult a wide range of journals, such as the following: 
 
Newspapers/Magazines    Academic Journals 
Business Review Weekly    Journal of Marketing 
Australian Financial Review    Harvard Business Review 
The Australian (Marketing section)   Journal of Consumer Research 
B&T Magazine     Journal of Advertising 
Advertising News     Journal of Retailing 
Sydney Morning Herald (Business section)  Journal of Marketing Management 
Advertising Age     European Journal of Marketing 
Adnews      Journal of Services Marketing 
       Australian Marketing Researcher 
 
Students should access a variety of additional information sources about marketing, 
marketing management, marketing research, consumer behavior, etc. Many are 
available in the library of University of New South Wales. 
 
Internet 
Please note that Wikipedia is a useful starting point BUT it is NOT an accepted 
source for your project. Do not quote Wikipedia or other study sites such as 
“Marketing teacher”---Use original material. 
 
The internet is a very useful source of information for modern marketing. Access 
to databases such as Business Periodicals Index (International Business), APAIS 
(Australian) and others is possible through computer terminals located in the 
UNSW library. A few of the large number of websites on marketing are listed 
below: 
 
http://www.mckinseyquarterly.com/home.aspx 
http://www.austrade.gov.au/ 
http://www.marketingpower.com/Pages/default.aspx 
 
 
7. COURSE EVALUATION AND DEVELOPMENT 

http://www.mckinseyquarterly.com/home.aspx�
http://www.austrade.gov.au/�
http://www.marketingpower.com/Pages/default.aspx�
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It has been very important for the School of Marketing to obtain feedback from our 
students about this subject. Each session we implement the UNSW Course and 
Teaching Evaluation and Improvement (CATEI) process. This is a feedback form that is 
made available towards the end of the course. For those of you who are not familiar 
with this, the forms provide the opportunity to use standardised questions and comments 
to evaluate both the course and the teaching staff. 
 
Your feedback is important and I will remind you towards the end of the session to 
complete the CATEI form and have your say. 
 
 
8. STUDENT RESPONSIBILITIES AND CONDUCT 
Students are expected to be familiar with and adhere to university policies in relation to 
class attendance and general conduct and behaviour, including maintaining a safe, 
respectful environment; and to understand their obligations in relation to workload, 
assessment and keeping informed.  
 
Information and policies on these topics can be found in the ‘A-Z Student Guide’: 
https://my.unsw.edu.au/student/atoz/ABC.html. See, especially, information on 
‘Attendance and Absence’, ‘Academic Misconduct’, ‘Assessment Information’, 
‘Examinations’, ‘Special Consideration’, ‘Student Responsibilities’, ‘Workload’ and 
policies such as ‘Occupational Health and Safety’. 
 
8.1  Workload 
It is expected that you will spend at least ten hours per week studying this course. This 
time should be made up of reading, research, working on exercises and problems, and 
attending classes. In periods where you need to complete assignments or prepare for 
examinations, the workload may be greater. 

Over-commitment has been a cause of failure for many students. You should take the 
required workload into account when planning how to balance study with employment 
and other activities.  

 
8.2  Attendance 
Your regular and punctual attendance at lectures and seminars is expected in this course. 
University regulations indicate that if students attend less than eighty per cent of 
scheduled classes they may be refused final assessment.  
 
8.3  Special Consideration and Supplementary Examinations 
You must submit all assignments and attend all examinations scheduled for your course. 
You should seek assistance early if you suffer illness or misadventure which affects 
your course progress. For advice on UNSW policies and procedures for granting special 
consideration and supplementary exams, see:  
 
‘UNSW Policy and Process for Special Consideration’: 
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html 
Further information is on the ASB website (Current Students/Help and Support/Policies 
and Guidelines for Current Students). 

https://my.unsw.edu.au/student/atoz/ABC.html�
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html�
http://www.business.unsw.edu.au/nps/servlet/portalservice?GI_ID=System.LoggedOutInheritableArea&maxWnd=_Current_PoliciesGuidelines�
http://www.business.unsw.edu.au/nps/servlet/portalservice?GI_ID=System.LoggedOutInheritableArea&maxWnd=_Current_PoliciesGuidelines�
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The ‘ASB Policy and Process for Special Consideration and Supplementary Exams in 
Undergraduate Courses’ is available at: 
http://wwwdocs.fce.unsw.edu.au/fce/current/StudentSuppExamProcedure.pdf . 

 
 
8.4  General Conduct and Behaviour 
You are expected to conduct yourself with consideration and respect for the needs of 
your fellow students and teaching staff.  Conduct which unduly disrupts or interferes 
with a class, such as ringing or talking on mobile phones, is not acceptable and students 
may be asked to leave the class. More information on student conduct is available at: 
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html 
 
 
8.5  Occupational Health and Safety  
UNSW Policy requires each person to work safely and responsibly, in order to avoid 
personal injury and to protect the safety of others. For more information, see 
https://my.unsw.edu.au/student/atoz/OccupationalHealth.html. 
 
 
8.6  Keeping Informed 
You should take note of all announcements made in lectures or on the course web site.  
From time to time, the University will send important announcements to your 
university e-mail address without providing you with a paper copy.  You will be 
deemed to have received this information. It is also your responsibility to keep the 
University informed of all changes to your contact details. 
 
 
9. ADDITIONAL STUDENT RESOURCES AND SUPPORT  
The University and the ASB provide a wide range of support services for students, 
including: 
• ASB Education Development Unit  (EDU) (www.business.unsw.edu.au/edu) 

Academic writing, study skills and maths support specifically for ASB students. 
Services include workshops, online and printed resources, and individual 
consultations. EDU Office: Room GO7, Ground Floor, ASB Building (opposite 
Student Centre); Ph: 9385 5584; Email: edu@unsw.edu.au  

• Capturing the Student Voice:  An ASB website enabling students to comment on 
any aspect of their learning experience in the ASB. To find out more, go to 
http://tinyurl.com/ASBStudentVoice. 

• UNSW Learning Centre (www.lc.unsw.edu.au ) 
Academic skills support services, including workshops and resources, for all UNSW 
students.  See website for details. 

• Library training and search support services:   
http://info.library.unsw.edu.au/web/services/services.html  

• UNSW IT Service Desk: Technical support for problems logging in to websites, 
downloading documents etc. Library, Level 2;  Ph: 9385 1333. 
Website:  www.its.unsw.edu.au/support/support_home.html 

• UNSW Counselling Service  (http://www.counselling.unsw.edu.au) 

http://wwwdocs.fce.unsw.edu.au/fce/current/StudentSuppExamProcedure.pdf�
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
https://my.unsw.edu.au/student/atoz/OccupationalHealth.html�
http://www.business.unsw.edu.au/edu�
mailto:edu@unsw.edu.au�
http://tinyurl.com/ASBStudentVoice�
http://www.lc.unsw.edu.au/�
http://info.library.unsw.edu.au/web/services/services.html�
http://www.its.unsw.edu.au/support/support_home.html�
http://www.counselling.unsw.edu.au/�
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Free, confidential service for problems of a personal or academic nature; and 
workshops on study issues such as  ‘Coping With Stress’ and ‘Procrastination’.  
Office:  Level 2, Quadrangle East Wing;  Ph: 9385 5418 

• Student Equity & Disabilities Unit  (http://www.studentequity.unsw.edu.au) 
Advice regarding equity and diversity issues, and support for students who have a 
disability or disadvantage that interferes with their learning.  Office: Ground Floor, 
John Goodsell Building; Ph: 9385 4734   

 
10. COURSE SCHEDULE 
 
Lecture Topic Readings Activities 

PPaarrtt  II::  OOvveerrvviieeww  ooff  MMaarrkkeettiinngg  
1 (1st Mar 2011) What is marketing? Text Ch: 1&2  
2 (8th Mar 2011) Who is the customer---

consumer marketing and 
business marketing 

Text Ch: 3&4  

PPaarrtt  IIII::  TThhee  SSTTPP------MMaarrkkeettiinngg  SSttrraatteeggyy  
3 (15th Mar 2011) Why is marketing 

research needed? 
Where to find right 
customers I---market 
segmentation 

Text Ch: 5&6 Grouping 
 

4 (22th Mar 2011) Where to find right 
customers II---market 
targeting and positioning 

Text Ch: 5  

5 (29th Mar 2011)  Mid-session Quiz Text Chapters 
1-5 & Lecture 
slides up to 
Week 4 

Briefing on 
Major Project 

PPaarrtt  IIIIII::  TThhee  MMiixx  ooff  44PPss------MMaarrkkeettiinngg  IImmpplleemmeennttaattiioonn  
6 (5th Apr 2011) What are you offering---

Products and services 
Text Ch: 7&8  

7 (12th Apr 2011) How much to charge for 
your offering---Pricing 
decisions 

Text Ch: 12  

8 (19th Jan 2011) Where to place your 
offering---Placement 
decisions 

Text Ch: 9  

MMiidd--sseessssiioonn  BBrreeaakk 
 9 (3rd May 2011) How to promote your 

offering---Promotion 
decisions 

Text Ch: 
10&11 

 

10 (10th May 2011) Group case presentations  
PPaarrtt  IIVV::  RReevviissiioonn  aanndd  CCoonncclluussiioonn  

11 (17th May 2011) Going global? 
 

Text Ch: 13  

12 (24th May 2011) Revision and briefing on 
final exam 

 Group project 
report due 

http://www.studentequity.unsw.edu.au/�
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Appendix I Instructions for Major Marketing Project 
 
Task 
Your group is hired as marketing consultants to evaluate the current marketing 
strategies of a chosen brand/product in terms of its target market, positioning strategy 
and product, price, promotion and place in the Australian market. Based on your 
knowledge acquired from observation and market research, your group then needs to 
recommend how the company may improve one or more of these marketing elements. 
The recommendations should be appropriate and realistic for the company and product 
chosen.  
 
This task is an intensive research-based project and will be completed by two stages of a 
group presentation and a marketing report. Stage one is a preview presentation to report 
your major findings out of the research on the targeting, positioning and marketing 4P 
strategies adopted by the focal company for the chosen branded product. You should be 
able to gain feedback from the lecturer and other audience regarding the sufficiency and 
efficiency of the research as well as your interpretation of the findings. These feedback 
should be addressed in your final report to improve its quality. The final report will be 
submitted one week after the presentation.  
 
List of brand/product to choose from 
JetStar 
Domino’s pizza 
Omega watches 
Swarovski 
Myer store 
Dell computer 
Panteen shampoo 
Gatorade sports drink 
TOYATA Prius 
 
I. Preview presentation (10%) 
This component of the major project task is to demonstrate the depth and efficiency of 
the market research you have conducted for the assigned branded product and your 
ability to apply marketing theory and successfully link it to marketing issues that you 
will encounter in the workplace. Each group MUST conduct extensive market research 
on the focal company and the chosen branded product to identify its targeting strategies 
as well as the strategies of product, pricing, placement and promotion. In the 
presentation, the group should report the following findings. 
 

1. Overview of the market situation of branded product in Australia 
2. Review of targeting and positioning strategies adopted 
3. Review of product, pricing, placement and promotion strategies adopted 
4. Major problems identified 
5. Solution recommended 

 
These insights should be presented to the class on 10th  May, 2011.  
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Format 
Each group will have 10 minutes SHARP to present your knowledge of the 
company/branded product, the problem identified and the solution recommended. This 
will be followed by a 5-minute Q&A. Everyone in the audience is eligible to ask 
questions. The performance of the presenting group in the Q&A section will be 
evaluated as well. The feedback received during the Q&A session will be important for 
the presenting group to revise and improve the final report to be submitted one week 
later. 
 
Requirements 

1. The presentation should be facilitated with powerpoint slides. 
2. The presentation MUST report findings based on market research conducted for 

this project. Any arguments/conclusions without evidence from reliable sources 
will not be accepted as valid point.  

3. The presenting group should submit a print copy of the powerpoint slides to the 
lecturer on the presenting day. Failing to do so will result in mark being 
deducted. 

4. Every group member needs to speak in the presentation. If you are absent when 
you are scheduled to present, you will receive zero for this assessment task. 

 
 
Marking Criteria 
See the following page. 
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Group Case Presentation Feedback for GENC6001 
 
Week Number: _________        Student Group Number: ___________________  

Case: ______________________________________________________________ 

 
 
 
Content (presentation /handout)  (contributes around 70 % to the grade)  

• Succinct overview of the case situation   No OK  Good VG Excellent 

• Analytical discussion of targeting and 4P strategies  

       No OK Good VG Excellent 

• Discussion of options or solutions  No OK  Good VG Excellent 

• Evidence of extensive research No OK  Good VG Excellent 

• Recommended solution argued No OK  Good VG Excellent 
 

Presentation (around 30 % of the grade) 
• Equal sharing of the presentation  No OK  Good VG Excellent 

• Engaging /involving the audience  No OK  Good VG Excellent 

• Clarity of visual aids used  No OK  Good VG Excellent 

• Acknowledgement of sources of information Poor  Good VG Excellent 
o Harvard Style used   No / Yes   (or Yes – Sometimes) 

• Time management  Poor  Good VG Excellent 

• Copy of powerpoint slides   No / Yes   
 
Comments (things that were done well, things that may need to be improved and the 
  clarity of written material submitted)   

 
 
 
 
 
 
 
 
 
Grade*: Fail Pass  Credit Dist. HDist. 
*note – this represents approximately 10% of your tutorial mark but may be adjusted in 
light of contribution to other group activity and to the lecture in general. 
 
Lecturer: _____________________________________ 
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II  Marketing Report (30%) 
 
Requirements for presentation style 
1. The report should be within 20 pages, including executive summary but excluding 
title page, table of contents, references and appendix. Pages beyond the limit will NOT 
be evaluated. 
2. The report should use Times New Roman font in 12 size, 1.5 line space throughout.  
3. The report must be typed and stapled/bound. No plastic folder is needed. 
4. You must reference all the sources used to form your ideas, arguments and analysis 
throughout the report and make a reference list at the end of the report. Use Harvard 
referencing style in the report. Guide to this referencing style can be found at 
http://www.docs.fce.unsw.edu.au/fce/EDU/harvard_ref_guide.pdf. 
5. Every group member MUST submit the filled peer review form (see Appendix II). 
The peer evaluation should be done privately and confidentially. The filled form should 
be placed in a sealed envelope and submitted together with the report. Individuals 
failing to do this will have marks deducted. 
 
Report format 
1. Cover sheet 
Please make sure you use the standard cover sheet supplied by the School of Marketing, 
UNSW. It can be downloaded from    
 http://wwwdocs.fce.unsw.edu.au/marketing/SOM_Group_Assignment_Coversheet.pdf.  
The cover sheet MUST be dated and signed by every group member before the report is 
submitted.  
 
2. Table of Contents 
 
3. List of Tables and Figures (if applicable) 
 
4. Executive Summary 
This section is to briefly summarise the key conclusions of your market analysis and 
recommendations proposed. 
 
5. Product background  
This section is to briefly provide the background knowledge of the product chosen by 
the group for this project regarding its current market position and performance up to 
the date of this project. 
 
6. Evaluation of the Current Marketing Strategies of the Branded Product 
This section is to provide detailed analysis of the marketing strategies employed for the 
particular product chosen for this project, including the targeting strategy, positioning 
strategy and the marketing mix (4Ps). Appropriate market research is needed, together 
with relevant marketing theories, to form the ground to develop positive and negative 
comment on the marketing efforts of the chosen company.      
 
7. Identification of problems 
Based on your previous analysis of the marketing strategies and implementation, you 
should identify some major problems of the marketing efforts for the branded product 

http://www.docs.fce.unsw.edu.au/fce/EDU/harvard_ref_guide.pdf�
http://wwwdocs.fce.unsw.edu.au/marketing/SOM_Group_Assignment_Coversheet.pdf�
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and report them in this section. The problems identified should be closely linked to and 
supported by the analysis in Section 7.  
 
8.  Generation and Evaluation of Alternative Solutions 
To solve the problems identified in Section 7, your task is to identify and evaluate a 
number of alternative solutions. Based on your analysis, you should identify no more 
than three alternatives or recommended strategies.  
 
Each alternative solution should be briefly outlined and then evaluated in terms of its 
advantages and disadvantages (strong and weak points). Use valid supporting evidence 
to develop and evaluate each alternative strategy. It is not necessary to make a statement 
in this section as to which alternative is considered best---this is stated in the next 
section. Practical and specific strategy is required. 
 
9. Recommendations and Implementations 
This section is to state which ONE of the alternative strategies, identified in Section 8, 
should be recommended for implementation. You should briefly justify the choice of 
this recommended strategy, based on your previous analysis, and explain why and how 
it will help to achieve the marketing objectives. 
 
In this section you should also specifically explain how you would implement the 
chosen strategy, e.g., what should be done, by whom, when, in what sequence and other 
such issues. 
 
Remember, if a recommended solution cannot be realistically implemented, then it is 
NOT a solution at all. 
 
10. Conclusion 
 
11. References 
Use Harvard Referencing style for this report. At least 10 references from 5 different 
reliable sources MUST be listed and used for this project, e.g., newspapers, business 
magazines, textbooks and academic journals. The non-academic journal articles used 
should be recent, i.e., published after 2005, since you are recommending a strategy for 
the current market situation. The above rule (published after 2005) is not applicable to 
the academic journal articles.  
 
12. Appendix 
This section is to display tables, figures, pies, charts and pictures to facilitate the 
understanding of the report. NO paragraphs can be included in this section. All the 
appendix MUST be relevant and referred to in the report. Sources of the appendix, if not 
original work, MUST be stated and referenced correctly. There is no limit for the 
appendix to be attached to the report.  
 
 
Marking Criteria 
See the following page. 
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Marking criteria 
 
Content/Analysis (80%) 
 

• Appropriately identify the marketing plan objective(s) to be achieved. 
Analyze the current marketing strategies employed, i.e., product, price, 
promotion and place, based on valid and updated resources. (30%) 

• Develop and evaluate the alternatives objectively, consistent with the 
marketing plan objective(s) identified and the analysis conducted above. 
(25%) 

• Form recommendations and implementation plan consistent with analysis 
and supported by convincing and clear arguments. Also carefully 
evaluate the recommendations based on logical analysis. (25%) 
 

Structure and presentation (20%) 
• Meet the assignment submission guidelines, i.e., cover sheet, peer review 

form, number of references, consistent referencing style, structure, word 
length requirement, use of Appendix, etc. (10%) 

• Be reader-friendly, i.e., clear and accurate expression, spelling, diction, 
grammar, punctuation, etc. Edit before submission. (10%)   

 
The analysis, alternatives and recommendations made in the report MUST be supported 
by the course text used, relevant news reports, academic articles and/or other reliable 
sources. There is NO right or wrong answer but the emphasis is on clearly expressed 
and supported arguments, as well as creative ideas. Make sure the plan is a coherent 
document from start to finish. The completed plan should be something you are proud 
to share with current/prospective employers and should therefore be an excellent 
example of business writing and presentation.  
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Appendix II Peer Review Forms for Major Project 
 

GENC6001 – INTRODUCTION TO MARKETING 
PEER CONTRIBUTION EVALUATION SHEET        

 
Your Name:      ____________________________ 
Group Number:   ____________________________  
Project:  ____________________________ 

 
Please list the names of your group members 
(including yourself) 

% contribution 
(out of 100%) 

  
  
  
  
  
  
  
 
 
Other comments: (about your group, the subject, your topic, etc) 
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________ 
 
         
 
 
 

PLEASE NOTE: 
These % scores will be tallied for each individual and averaged before your final mark 
from the project is awarded.  This means that it is possible for different members of the 
same group to be awarded different marks.   
 
Please also note that if a group member appeals, the contribution forms of other group 
members may be shown to justify marks.  If you are going to award a group member a 
lower percentage contribution please supply evidence to justify your actions. 
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