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PART A: COURSE-SPECIFIC INFORMATION 

 

1 STAFF CONTACT DETAILS 

 
Lecturer-in-charge:   AMJ (Jeanette) Deetlefs 
Room:    Quad 3003 
Phone No:   9385 3384 
Skype:   amj.deetlefs 
Email:    j.deetlefs@unsw.edu.au 
Consultation Times: Tuesday 2pm-3pm (via skype or by telephone)  
 
Please email me if you need an alternative time to speak with me personally. 
 

2 COURSE DETAILS 

2.1 Teaching Times and Locations 

 
As this is an on-line course, there are no face-to-face contact times.  Students should 
follow the schedule of this course outline, watch the lectures posted on-line and read 
materials noted in this schedule.  Your Lecturer will be available for a consultation 
weekly face-to-face, by Skype, by telephone and by email. 
 
There will be a scheduled final examination that is compulsory both to attend and pass 
(50% or higher) in order to pass this course. 

2.2 Units of Credit 

 
The course is worth 6 units of credit. 
There is no parallel teaching in this course.  

2.3 Summary of Course  

 
This course presents an introduction to the science and practice of marketing.  It will 
teach you how a firm creates a product or service, prices the product, communicates 
the product and delivers the product in order to create value for the customer.  You will 
be exposed to the perspective of marketing as the most important function in business 
where all activities are focused on either satisfying the needs of customers or creating 
customers.  The course will also introduce you to some of the more contemporary 
concepts of marketing such as customer relationship management, the digital age and 
globalisation. 

2.4 Course Aims and Relationship to Other Courses 

 
This course aims to introduce you to the science and practice of marketing.  It will give 
you an understanding of the basic principles underlying marketing as a discipline from 
the perspective of firms and their customers.  It will give you an appreciation of the 
importance of creating customer value in almost every activity within a firm, regardless 
of the department.  It also seeks to familiarise students with current marketing issues 
and challenges facing marketing managers.  This subject will also provide you with the 
fundamental concepts and skills to be able to proceed to other marketing subjects.   
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2.5 Student Learning Outcomes  

The Course Learning Outcomes are what you should be able to DO by the end of this 
course if you participate fully in learning activities and successfully complete the 
assessment items. By the end of this course, you should be able to:  
 

1. Explain the basic concepts of contemporary marketing. 
2. Apply basic concepts to contemporary marketing situations. 
3. Analyse the internal and external factors that affect marketing activities in a 

dynamic environment. 
4. Research and analyse marketing information using a variety of academic and 

practical sources. 
5. Communicate your ideas using market research and marketing concepts. 
6. Critically analyse marketing principles and their application from different 

perspectives. 
7. Develop an ethos as responsible, productive, open-minded, and enlightened 

citizens in the marketplace. 

The Learning Outcomes in this course also help you to achieve some of the overall 
Program Learning Goals and Outcomes for all undergraduate students in the ASB. 
Program Learning Goals are what we want you to BE or HAVE by the time you 
successfully complete your degree (e.g. ‘be an effective team player’). You 
demonstrate this by achieving specific Program Learning Outcomes - what you are 
able to DO by the end of your degree (e.g. ‘participate collaboratively and responsibly 
in teams’).  

 
 

ASB Undergraduate Program Learning Goals and Outcomes 
 

1. Knowledge: Our graduates will have in-depth disciplinary knowledge applicable in local and 
global contexts.  

You should be able to select and apply disciplinary knowledge to business situations in a local and global 
environment. 
 
2. Critical thinking and problem solving: Our graduates will be critical thinkers and effective 
problem solvers.  

You should be able to identify and research issues in business situations, analyse the issues, and propose 
appropriate and well-justified solutions. 
 
3. Communication: Our graduates will be effective professional communicators.  

You should be able to: 
a. Prepare written documents that are clear and concise, using appropriate style   and presentation 

for the intended audience, purpose and context, and  
b. Prepare and deliver oral presentations that are clear, focused, well-structured, and delivered in a 

professional manner.    
 
4. Teamwork: Our graduates will be effective team participants.  

You should be able to participate collaboratively and responsibly in teams, and reflect on your own 
teamwork, and on the team’s processes and ability to achieve outcomes. 
 
5. Ethical, social and environmental responsibility: Our graduates will have a sound awareness of 
the ethical, social, cultural and environmental implications of business practice.  

You should be able to:  
a. Identify and assess ethical, environmental and/or sustainability considerations in business 

decision-making and practice, and  
b. Identify social and cultural implications of business situations. 
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For more information on the Undergraduate Program Learning Goals and Outcomes, 
see Part B of the course outline.  
 
The following table shows how your Course Learning Outcomes relate to the overall 
Program Learning Goals and Outcomes, and indicates where these are assessed (they 
may also be developed in tutorials and other activities): 
 
 

Program Learning Goals 
and Outcomes 

Course Learning Outcomes Course Assessment 
Item 

This course helps you to 
achieve the following 
learning goals for all ASB 
undergraduate students: 

On successful completion of the course, 
you should be able to: 

This learning outcome 
will be assessed in the 
following items: 

1 Knowledge Explain the basic concepts of 
contemporary marketing  

Apply basic concepts to contemporary 
marketing situations. 

 

 Tutorial Forums 

 Group Case Study 

 Group Project 

 Quizzes 

 Exam 

2 Critical thinking and 
problem solving 

Apply basic concepts to contemporary 
marketing situations. 

Analyse the internal and external factors 
that affect marketing activities in a 
dynamic environment. 

Research and analyse marketing 
information using a variety of academic 
and practical sources. 

Critically analyse marketing principles 
and their application from different 
perspectives 

 Tutorial Forums 

 Group Case Study 

 Group Project 

 Exam 

 

3a Written 
communication 

Communicate your ideas using market 
research and marketing concepts. 

 Tutorial Forums 

 Group Case Study 

 Group Project 

3b Oral communication Not specifically addressed in this course  

4 Teamwork  Work collaboratively to complete a task.  Group Case Study 

 Group Project 

5a. Ethical, 
environmental and 
sustainability 
responsibility 

Develop an ethos as responsible, 
productive, open-minded, and 
enlightened citizens in the marketplace. 

 Group Case Study 

 Group Project 

 Exam 

Part of all of these but 
not separately 
assessed 

5b. Social and cultural 
awareness 

Develop an ethos as responsible, 
productive, open-minded, and 
enlightened citizens in the marketplace. 

 Group Case Study 

 Group Project 

 Exam 

Part of all of these but 
not separately 
assessed 
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3 LEARNING AND TEACHING ACTIVITIES 

3.1 Approach to Learning and Teaching in the Course 

 
The approach of this course is to combine conceptual information with real world 
practice.  As this course is taught on-line, students will need to pace themselves in their 
learning.  Therefore, there will be an emphasis on continuous learning by the timing of 
on-line class activities and assessments. One specific aim of the course is to familiarise 
you with sources of marketing information, such as industry organisations, industry 
publications, and academic databases and their journals.  Another aim is to assist you 
in your development of written communication skills.  These research and writing skills 
are an important foundation for all other marketing courses.   

3.2 Learning Activities and Teaching Strategies 

 
The on-line lectures will outline the main concepts of marketing, real-world examples 
and their managerial implications. The prescribed readings provide more detail about 
these concepts.  
 
On-line tutorials in the form of forums give you a chance to apply the concepts from the 
readings and on-line lectures.  It will also give you an opportunity to learn from other 
students. 
 
On-line quizzes will give you an opportunity to continually test your knowledge and 
encourage continuous learning. 
 

4 ASSESSMENT 

4.1 Formal Requirements 

In order to pass this course, you must: 

 achieve a composite mark of at least 50/100;  

 achieve a mark of at least 50% in the final examination. (Otherwise, you will 
receive a UF grade.); 

 make a satisfactory attempt at all assessment tasks (see below); and 

 contribute to at least 80% of the on-line tutorial forums. 
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4.2 Assessment Details 

 

Assessment 
Task 

Weighting Learning 
Outcomes 
assessed 

ASB 
Graduate 
Attributes 
assessed 

Length Due Date 

1.  Group Case 
Study 

15% 2,3,4,5 1-4 750 words 
10 references 
with at least 5 
journal articles 

Thursday of Week 2, 
19 December 

Submit online by 
12:00am 

2.  Group 
Project 

20% 
(Stage 1: 
5% and 
Stage 2: 

15%) 

2,3,4,5,6,7 1-4 Stage 1:  1000 
words 

 
 
 
 

Stage 2:  3000 
words 

Wednesday of Week 4, 
15 January 

Submit on-line by 
12:00am 

 
Wednesday of Week 6, 

29 January 
Submit on-line by 

5:00pm 
 

3.  On-line 
quizzes 

15% 1,2 1 4 quizzes on-
line 

30 questions 
each 

Week 2, open Monday, 
16 December to 

Friday, 20 December 
Week 3, open Monday, 
6 January to Friday, 10 

January 
Week 4, open Monday, 
13 January to Friday, 

17 January 
Week 5, open Monday 
20 January to Friday, 

24 January 

4.  Tutorial    
Forums 

10% 1-7 1-3a 10 Forum 
contributions 
50-100 words 

each 

Ongoing 
Participation  from 
beginning to end of 

semester 

5. Final 
    Examination 

40% 1,2,3,6,7 1, 2 
2 hours 

University Exam Period 

Total 100% 
    

 
Group Case Study 
 
This assignment is a group assignment.  You will be allocated into a group via Moodle 
on Monday, 9 December.  Please see ‘Groups’ in Moodle.  An announcement will also 
be provided to you. 
 
Choose one of the following case studies from your textbook: 
 

 Nike Writes The Future for Soccer:  p. 40 

 Strategy Success Factors in Gourmet Fast Food:  p. 71 

 Luxury Brands:  p. 105 

 Is Your Wine Giving You A Headache?:  p. 144 

 Connecting to The Cultural Consumer:  The MONA FOMA Experience:  p. 181 

 Re-Kindling An Interest in Reading:  p. 213 

 Professional Photography:  A Focus on Branding for Success:  p. 251 

 Marketing Mexican Food to Australians:  p. 283 
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 Bling h2o:  What Would You Pay?: p. 323 

 Value Fulfilment at The Speed of Thought:  p. 371 

 Keeping Australian Bananas Number 1:  p. 409 

 200 Nipples:  p. 443 

 Chasing Apples’s iPhone:  Here Comes Everybody:  p. 489 

 Drinking or Gambling:  What IS The Core Business of Pubs:  p. 529 
 

The main purpose of this assignment is to improve your research and 
referencing skills as is reflected in the mark sheet below.  
 
You are to choose one case from the above list to analyse using relevant 
marketing theories and logic.  You should identify the problem in the case, 
relevant marketing theories (hint:  the chapter proceeding the case will indicate 
useful theories), research a minimum of 10 references, a minimum of 5 of these 
references must be scholarly articles (journal articles and conference papers) to 
find more detailed and scholarly information to apply to the case. You may also 
search for more information regarding the firm and its competitors or other 
relevant information.   Then analyse the case by using the theories you have 
researched.  You can critique the organization in how they have or have not 
used the theories.  You can also provide recommendations for the future, using 
the theories.  In order to apply theory to the case, it is a good idea to have the 
following sections: 
 

1. Introduction 
2. Description of the case 

a. Firm information 
b. The problem 
c. How the organisation has solved the problem to date 

3. Theoretical Literature Review – introduce relevant theories and explain them  
4. Apply the theories to the case (combine section 2 and 3 analytically and 

critically)  
a. How the firm has applied the theories 
b. Any theories the firm should have applied but has not (if applicable) 
c. Critique how successful the application of these theories have been for 

the firm. 
d. Recommendations for future action 

5. Conclusion 
6. References 

 
Due: Thursday of Week 2, 19 December 

Submit online via Turnitin on Moodle by 12:00am 
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Group Case Study Mark Sheet 
 

Research  

 Use of scholarly articles (minimum 10 references, minimum 5 of 
these must be journal articles and/or conference papers from the 
UNSW library databases. (You must indicate which group member 
found which reference). 

  

Comments 
and Mark 

 
 

/40 

Referencing 

 Correct References Page (Harvard, APA or Journal of Marketing 
style author-date referencing.  Footnotes are not acceptable.) 

Correct and Matching In-Text Citations, eg (Smith 2010). 

 
 
 
 

/25 

Structure  

 Introduction  

 Tells the reader the topic of the report  

 Tells the reader why the topic is important  

 Tells the reader the structure of the report  

 Logical Sections and order of the body 

 Describe case and theories before integrating them  

 Conclusion  

 Summarises the key points  

 Comes to a final important point  
 

 
 
 
 
 
 
 
 
 
 

/5 

Description of Case 

 Description of Firm 

 Description of Problem 

 Description of Actions of the Firm in Solving the Problem 

 
 
 

/5 

Discussion of Theories 

 Explain theories relevant to case 

 Analyse the theories by discussing alternative author 
viewpoints 

 
 
 

/10 

Application of Theories to Case 

 Explain to the reader how the theories discussed have or have 
not been applied to the case 

 Critically evaluate how the firm has applied the theories 

 Provide recommendations for future actions by applying the 
theories 

 
 
 
 
 

/10 

Formatting 

 Correct Title Page  

 Topic Name  

 Prepared for  

 Prepared by  

 Date  

 Block formatting (no indentation)  

 Page numbers inserted starting at Introduction  

 Double spaced  

 Correct Font (Arial or similar)  

 Text size 11 or 12  

 Headings size 14 or 16 and bold  

 
 
 
 
 
 
 
 
 
 
 
 

/5 

Total /100 
/15 
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Group Project  (Worth 20%:  Stage 1 5% and Stage 2 15%) 
You work in the same group for stage 1 and stage 2.   
 
You will choose a new product to analyse and augment.  You can choose a product or 
service that has been offered to the market for less than two years.   
 
Stage 1 
For Stage 1 you will research the product and its environment (choose one country 
only).  Your mark will be based mainly on the quality of your research and referencing.  
Your assignment will also be evaluated based on the quality of the analysis of your 
research.  The research from this stage will form the foundation for Stage 2. Below is 
the mark sheet for Stage 1 of your group assignment. 
 

Research  
 Use of scholarly articles (minimum 20 references, minimum 10 of 

these must be journal articles and/or conference papers from the 
UNSW library databases to form the theory used to evaluate the 
product and environment.  The remaining references may be, but 
are not limited to industry and product specific information found in 
company reports, web pages and competitor information, and 
industry reports. 

Comments 
and Mark 

 
 

 
 
 

/50 

Referencing 

 Correct References Page (Harvard, APA or Journal of Marketing 
style author-date referencing.  Footnotes are not acceptable.) 

 Correct and Matching In-Text Citations, eg (Smith 2010). 

 
 
 
 

/10 

Situation Analysis 
 Introduction  

 Tells the reader what the product is and what the report will be 
about  

 Tells the reader why the topic is important  

 Tells the reader the structure of the report  

 Macro-Environmental – PESTEL Analysis 

 Political 

 Economic 

 Socio-Cultural 

 Technological 

 Environmental (Natural Environment) 

 Legal 

 Micro-Environmental  

 Competitors 

 Suppliers 

 Distributors 

 Industry  

 Customers (Target Market) 

 Partners  

 Conclusion  

 Summarises the key points  

 Comes to a final important point  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

/40 

Total /100 
/5 
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Each group will submit the final assignment via Turnitin on Moodle by Wednesday of 
Week 4, 15 January by 12:00am.   
 
You will receive feedback for Stage 1 in Week 5 to enable you to make improvements 
for Stage 2. 
 
Stage 2 
 
For Stage 2, you will shift your focus from the environment to the product.  However, 
evaluations of the product will be based on the environmental research in Stage 1.  
Much of the information for Stage 2 you will already have; however, you may need 
some additional information.   
 
First you will discuss the current target market and marketing mix of the product in the 
country chosen. 
 
You will then analyse the marketing mix using a SWOT Analysis. 
 
Then you will provide recommendations for changes to the target market and 
marketing mix based on your research.  This is your opportunity to be creative. 
 
See mark sheet below. 
 

Corrections to Stage 1 
 Take note of comments provided and make changes as needed. 

Comments 
and Mark 

 
/10 

Current Target Market and Marketing Mix 
 Target Market 

 Marketing Mix 

 Product 

 Price 

 Place 

 Promotion 

 You should discuss whether the current marketing mix matches 
the needs of the current target market. 

 
 
 
 
 
 
 
 

/25 

SWOT Analysis 
 SWOT Matrix which includes 

 Strengths (Internal to the organization – company resources 
and competitive advantage compared to its competitors) 

 Weaknesses (Internal to the organization – what the 
company does not possess in relation to competitors) 

 Opportunities (Positive external elements of the macro and 
micro environment) 

 Threats (Negative external elements of the macro and 
micro environment) 

 Discussion in paragraph form of the SWOT Matrix 

 

 
 
 
 
 
 
 
 
 
 
 

/25 

Recommendations for Target Market and Marketing Mix 
 Discuss whether the target market should remain the same, 

changed or extended. 

 Discuss how you might improve the elements of the marketing 
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mix to match the target market above. 

 All ideas should be based on research. 

 Demonstrate creativity. 

 
 

/25 

Structure  
 Introduction  

 Tells the reader the topic of the report  

 Tells the reader why the topic is important  

 Tells the reader the structure of the report  

 Logical Sections and order of the body 

 Conclusion  

 Summarises the key points  

 Comes to a final important point  
 

 
 
 
 
 
 
 
 
 
 

/5 

Referencing 

 Correct References Page (Harvard, APA or Journal of 
Marketing style author-date referencing.  Footnotes are not 
acceptable.) 

 Correct and Matching In-Text Citations, eg (Smith 2010). 

 
 
 

/5 

Formatting 

 Correct Title Page  

 Topic Name  

 Prepared for  

 Prepared by  

 Date  

 Block formatting (no indentation)  

 Page numbers inserted starting at Introduction  

 Double spaced  

 Correct Font (Arial or similar)  

 Text size 11 or 12  

 Headings size 14 or 16 and bold  

 
 
 
 
 
 
 
 
 
 
 
 

/5 

Total /100 
/15 

 
As you will be working in virtual groups, you may want to consider the various ways 
that you could work together.  Examples may include: 

 Email 

 Group chat, eg. Google Chat, Facebook  

 On-line share documents, eg Google Docs 

 Group video calls, eg Skype 
 
As with face-to-face groups, you will need to assign tasks and agree to regular on-line 
meetings.  
 
A peer evaluation form will be completed by each group member at the submission 
time for Stage 1 and Stage 2.  See Moodle for form. 
 
Each group will submit the final assignment via Turnitin on Moodle by Wednesday 
of Week 6, 29 January 5:00pm.  The submission will include the edited version of 
Stage 1 and Stage two, which will be combined into one cohesive report. 
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On-Line Quizzes (worth 15%) 
 
You will complete 4 quizzes on-line in Weeks 2, 3, 4 and 5.  Each quiz will consist of 30 
multiple choice questions.  These quizzes are open-book.  Each quiz will be available 
for you take for the entire work week until Friday, 5:00pm.  E.g. the quiz for Week 2 will 
open on Monday at 9:00am and will close Friday at 5:00pm.  You may take the quiz 
anytime during this time, but not after.  No extensions will be granted, except under 
extenuating circumstances with supporting documentation as per the standard School 
of Marketing policies. 
The material for each quiz is as follows: 
 
Quiz Week 2, open Monday 16 December to Friday, 20 December:  Chapters 1 – 4, Lectures 1-3 
Quiz Week 3: open Monday, 6 January to Friday, 10 January Chapters 5 – 7, Lectures 4-6 
Quiz Week 4: open Monday, 13 January to Friday, 17 January Chapters 8 – 9, Lectures 7-8 
Quiz Week 5: open Monday, 20 January to Friday, 24 January Chapters 10-12, Lectures 9-10 
 
These quizzes are multiple choice worth 15% in total; therefore, each quiz is worth 3.75 
marks.  Your mark will be based on percentage correct.  You must take the quiz during 
the week it is open on-line or you will receive 0 marks. 
 
These quizzes will assist you in preparation for the final examination.  
 
Tutorial Forum Participation (worth 10%) 

 

Each week from Weeks 1-5, two forum questions will be generated, one on Monday 
and one on Wednesday.  In total 10 forums will be created, each worth 1 point towards 
your participation mark.  All forums will be on Moodle. 
 
Each student in the class will contribute to the forum by answering the question and 
commenting on others’ ideas.  Academic debate is an important element of the 
development of scholarship; which involves critiquing ideas, not people, and always 
with respect and civility.   
 
Contribution to a forum topic is required to be made in the week the forum question is 
posted by Wednesday for the first forum of the week and Friday for the second forum 
of the week. Forum answers should be 50-100 words. Use information from your 
textbook, the lecture notes, your research and your ideas to form your contributions.  
 
Final Examination (worth 40%) 
 
This is the one assessment during the semester that you will be required to be 
physically present. 
 
The final examination is designed to provide an individual assessment of the depth of 
your knowledge of the basic principles of marketing.  The final exam (worth 40%) will 
be held during the formal exam period. It will be a two hour closed-book exam, 
covering the lecture materials, relevant chapters from the textbook (see course 
schedule), and discussion forums.   It will include 60 multiple choice questions and five 
short answer questions (approximately 100 words each). 
 
Be aware that the final examination may fall at any time during the formal examination 
period. The scheduling of examinations is controlled by the University administration. 
No early examinations are possible. When the provisional examination timetable is 
released, ensure that you have no clashes or unreasonable difficulty in attending the 
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scheduled examinations. Note that some Schools schedule a common date for any 
supplementary exams that may be required – it is your responsibility to check the 
School websites and ensure that you are available to take the exam on the scheduled 
date. The University's key dates relating the formal examinations, as well as other key 
dates, are located at  
https://my.unsw.edu.au/student/resources/AcademicCalendar.html 
 
 

4.3 Assignment Submission Procedure 

 

Unless otherwise indicated on Moodle, assignments are to be submitted via Turnitin on 
Moodle. Please keep a copy of all work submitted. A cover sheet is required to be 
attached to all individual and group assignments. This cover sheet can be located at: 
http://www.asb.unsw.edu.au/schools/marketing/studentresources/Pages/default.aspx 
 

4.4 Late Submission 

 
Consistent with the School of Marketing policy, late submission of written assignments 
will attract a penalty of 10% per day or part thereof.  Your written assignment will be 
considered late after a 10 minute grace period.   
 
 
 
 
 
 
 
 
 
 
 

5 COURSE RESOURCES 

The website for this course is on UNSW Moodle at: 
http://moodle.telt.unsw.edu.au/course/view.php?id=5276 
   
Prescribed Text Book 
 
Armstrong G, Adam S, Denize, S and Kotler P (2012). Principles of marketing (5th 
Edition).  Sydney: Pearson/Prentice Hall. 
 
This text is available in the university bookshop. 
 
Required Readings 
Lecture Notes can be found via Moodle, as well as generic skills articles, updates and 
other materials.  You should log in at least twice a week to obtain updates. 
 
  

Quality Assurance 
The ASB is actively monitoring student learning and quality of the student 
experience in all its programs. A random selection of completed assessment tasks 
may be used for quality assurance, such as to determine the extent to which 
program learning goals are being achieved. The information is required for 
accreditation purposes, and aggregated findings will be used to inform changes 
aimed at improving the quality of ASB programs. All material used for such 
processes will be treated as confidential.  

https://my.unsw.edu.au/student/resources/AcademicCalendar.html
http://www.asb.unsw.edu.au/schools/marketing/studentresources/Pages/default.aspx
http://moodle.telt.unsw.edu.au/course/view.php?id=5276
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Recommended Reading 
The following sources are well respected and may help you in completing your 
assignments. 
The Pearson website: www.mymarketinglab 
Journals 
Journal of Marketing 
Journal of Product Innovation Management 
Journal of Retailing 
E-Commerce Research and Applications 
Journal of Consumer Research 
Journal of Marketing Research 
Journal of Advertising Research 
Journal of Marketing Management 
European Journal of Marketing 
Journal of Australasian Marketing 
Harvard Business Review 
Journal of Decision Sciences 
E-Commerce Research and Applications 
Entrepreneurship: Theory and Practice 
Ethics 
Journal of Management  
Journal of Applied Psychology 
Sociology 
 
Newspapers/Magazines 
Business Review Weekly (BRW) 
Sydney Morning Herald 
The Australian 
Australian Financial Review 
Wallstreet Journal 
 
Library databases via Sirius : 
http://sirius.library.unsw.edu.au  
Google Scholar: 
http://scholar.google.com.au/ 
 
Websites  
 
ACNielsen 
http://au.nielsen.com/trends/index.shtml 
 
Journal Articles 
 
The following articles add additional understanding to the lectures and textbook 
readings.  Some of the articles may also help you with your group assignment. 
 
Abratt, R, Sacks, D. 1988, The marketing challenge:  towards being profitable and 
socially responsible, Journal of Business Ethics, Vol. 7 (No. 7), 497-507. 
 
Arnould, EJ, Price, LL, Otnes, C 1999, Making magic consumption:  a study of white-
water river rafting, Journal of Contemporary Ethnography, Vol. 28 (No. 1), 33-68. 
 

http://sirius.library.unsw.edu.au/
http://scholar.google.com.au/
http://au.nielsen.com/trends/index.shtml
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Essoussi, LH, Zahaf, M. 2008, Decision making process of community organic food 
consumers;   an exploratory study, Journal of Consumer Marketing, Vol. 25 (No. 2), 95-
104. 
 
Hoeffler, S, Keller, S. 2002, Building brand equity through corporate societal marketing, 
Journal of Public Policy & Marketing, Vol. 21 (No. 1), 78-89. 
 
Hurley, RF, Hult, GTM 1998, Market orientation, and organizational learning:  an 
integration and empirical examination, Journal of Marketing, Vol. 62 (No. 3), 42-54. 
 
Kotler, P, Zaltman, G 1971, Social marketing:  an approach to planned social change, 
Journal of Marketing, Vol. 35 (No. 3), 3-12. 
 
Kozinets, RV 2002, Can consumers escape the market?  Emancipator illuminations 
from Burning Man, Journal of Consumer Research, Vol. 29 (No. 1), 20-38. 
 
Kumar, N, Scheer, L, Kotler, P 2000, From market driven to market driving, European 
Management Journal, Vol. 18 (No. 2), 129-142. 
 
Schouten, JW, McAlexander, JH 1995, Subcultures of consumption:  an ethnography 
of the new bikers, Journal of Consumer Research, Vol. 22 (June), 43-61. 
 
Wood, SL 2002, Future fantasies:  a social change perspective of retailing in the 21st 
century, Journal of Retailing, Vol. 78, 77-83. 
 

6 COURSE EVALUATION AND DEVELOPMENT 

 
Each year feedback is sought from students and other stakeholders about the courses 
offered in the School and continual improvements are made based on this feedback. 
UNSW's Course and Teaching Evaluation and Improvement (CATEI) Process is one of 
the ways in which student evaluative feedback is gathered. In this course, we will seek 
your feedback through end of semester CATEI evaluations. Significant changes to 
courses and programs within the School are communicated to subsequent cohorts. 

 
7 COURSE SCHEDULE 

 
As this is a subject delivered on-line, you will have more flexibility as to when you 
watch and read lectures and assigned textbook chapters.  However, be aware of when 
assessment deadlines are and how they relate to each of the readings. 
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SCHEDULE  

Week  Topic Readings Assessment 
 

Week 1  
 

Overview of Course 
Marketing:  
Introduction to 
Marketing and 
Customer Value 
 
Company and 
Marketing Strategy 

Chapter 1 
Lecture1 
 
 
 
 
Chapter 2 
Lecture 2 
 
Generic Skills Article:  
How to Research 
 
Generic Skills Article:  
How to Reference 

Forum Participation 1 
Comment on Forum 1 by 
Wednesday of Week 1 
Open Monday, 9 December 
9:00am to Wednesday, 11 
December, 12:00am 
 
Forum Participation 2 
Comment on Forum 2 by 
Friday of Week 1 
Open Monday 9 December 
9:00am to Friday, 13 
December 12:00am 

Week 2  
 

The Marketing 
Environment and 
Marketing Research 
 
Consumer and 
Business Buyer 
Behaviour 

Chapters 3&4 
Lecture 3 
 
 
Chapter 5 
Lecture 4 
 
Generic Skills Article:  
How to Analyse a 
Case 

Forum Participation 3 
Comment on Forum 3 by 
Wednesday of Week 2 
Open Monday, 16 December 
9:00am to Wednesday, 18 
December 12:00am 
 
Forum Participation 4 
Comment on Forum 4 by 
Friday of Week 2 
Open Monday, 16 December 
9:00am to Friday, 20 
December 12:00am 
 
Group Case Study Due 
Thursday of Week 2, 19 
December 
Submit on-line via Moodle by 
Thursday 12:00am. 
 
Quiz 1 Available Week 2 
from Monday, 16 December 
9:00am to Friday, 20 
December 12:00am. 
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Week 3  
 

Target Marketing 
 
 
Products, Services 
and Branding 

Chapter 6 
Lecture 5 
 
Chapter 7 
Lecture 6 
 
Generic Skills Article:  
Group work: Why and 
How? 

 
Forum Participation 5 
Comment on Forum 5 by 
Wednesday of Week 3 
Open Monday, 6 January 
9:00am to Wednesday, 8 
January 12:00am 
 
 
Forum Participation 6 
Comment on Forum 6 by 
Friday of Week 3 
Open Monday, 6 January 
9:00am to Friday, 10 January 
12:00am 
 
 
Quiz 2 Available Week 3 
from Monday, 6 January 
9:00am to Friday, 10 January 
12:00am. 
 

Week 4 
 

New Product 
Development 
 
Pricing 

Chapter 8 
Lecture 7 
 
Chapter 9 
Lecture 8 
 
Generic Skills Article: 
Document & 
Assignment Guide 

Forum Participation 7 
Comment on Forum 7 by 
Wednesday of Week 4 
Open Monday, 13 January 
9:00am to Friday, 17 January 
12:00am 
 
 
Group Project Stage 1  
Submit on-line via Moodle by 
Wednesday of Week 4, 15 
January by 12:00am. 
 
Forum Participation 8 
Comment on Forum 8 by 
Friday of Week 4 Open 
Monday, 13 January 9:00am 
to Friday, 17 January 
12:00am 
 
Quiz 3 Available Week 4 
from Monday, 13 January 
9:00am to Friday, 17 January 
12:00am. 
 

Week 5 
 

Placement 
 
 
Integrated Marketing 
Communication: 
Advertising, Public 

Chapter 10 
Lecture 9 
 
Chapters 11 & 12 
Lecture 10 

Forum Participation 9 
Comment on Forum 9 by 
Wednesday of Week 5 
Open Monday, 20 January 
9:00am to Wednesday, 22 
January 12:00am 
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Relations, Personal 
Selling and Sales 
Promotion 

 
 
Forum Participation 10 
Comment of Forum 10 by 
Friday of Week 5 
Open Monday, 20 January 
9:00am to Friday, 24 January 
12:00am 
 
 
Quiz 4 Available Week 5 
from Monday, 20 January 
9:00am to Friday, 24 January 
12:00am. 
 

 Integrated Marketing 
Communication 
Cont’d:  Direct and 
Digital Marketing 
 
Sustainable 
Marketing 

Chapter 13 
Lecture 11 
 
 
 
Chapter 14 
Lecture 12 

Group Assignment Stage 2  
Submit on-line via Moodle by 
Wednesday of Week 6, 29 
January 5:00pm. 
 
 

 
UNSW key dates: 
Summer Teaching Period One-C (U1C): 9 Dec 2013 to 31 Jan 2014 
Summer Study Period (U1B & U1C): 1 Feb to 6 Feb 
Summer Examinations (U1B & U1C): 7 Feb to 13 Feb 
Holidays & Observances:  
Christmas shutdown: 20 Dec 2013 to 5 Jan 2014 
‘Australia Day’ holiday: 27 Jan 
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PART B: KEY POLICIES, STUDENT RESPONSIBILITIES AND 

SUPPORT  

 

8 PROGRAM LEARNING GOALS AND OUTCOMES  

 
The Australian School of Business Program Learning Goals reflect what we want all 
students to BE or HAVE by the time they successfully complete their degree, 
regardless of their individual majors or specialisations. For example, we want all our 
graduates to HAVE a high level of business knowledge, and a sound awareness of 
ethical, social, cultural and environmental implications of business. As well, we want all 
our graduates to BE effective problem-solvers, communicators and team participants. 
These are our overall learning goals for you. 
 
You can demonstrate your achievement of these goals by the specific outcomes you 
achieve by the end of your degree (e.g. be able to analyse and research business 
problems and propose well-justified solutions). Each course contributes to your 
development of two or more program learning goals/outcomes by providing 
opportunities for you to practise these skills and to be assessed and receive feedback. 
 
Program Learning Goals for undergraduate and postgraduate students cover the same 
key areas (application of business knowledge, critical thinking, communication and 
teamwork, ethical, social and environmental responsibility), which are key goals for all 
ASB students and essential for success in a globalised world. However, the specific 
outcomes reflect different expectations for these levels of study. 
 
We strongly advise you to choose a range of courses which assist your development of 
these skills, e.g., courses assessing written and oral communication skills, and to keep 
a record of your achievements against the Program Learning Goals as part of your 
portfolio.  
 

 
ASB Undergraduate Program Learning Goals and Outcomes 

 
1. Knowledge: Our graduates will have in-depth disciplinary knowledge applicable in local and 
global contexts.  

You should be able to select and apply disciplinary knowledge to business situations in a local and global 
environment. 
 
2. Critical thinking and problem solving: Our graduates will be critical thinkers and effective 
problem solvers.  

You should be able to identify and research issues in business situations, analyse the issues, and propose 
appropriate and well-justified solutions. 
 
3. Communication: Our graduates will be effective professional communicators.  

You should be able to: 
c. Prepare written documents that are clear and concise, using appropriate style and presentation 

for the intended audience, purpose and context, and  
d. Prepare and deliver oral presentations that are clear, focused, well-structured, and delivered in a 

professional manner. 
 
4. Teamwork: Our graduates will be effective team participants.  

You should be able to participate collaboratively and responsibly in teams, and reflect on your own 
teamwork, and on the team’s processes and ability to achieve outcomes. 
 
5. Ethical, social and environmental responsibility: Our graduates will have a sound awareness of 
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the ethical, social, cultural and environmental implications of business practice.  

You will be able to:  
a. Identify and assess ethical, environmental and/or sustainability considerations in business 

decision-making and practice, and  
b. Identify social and cultural implications of business situations. 

 

 

9 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 and ELISE Plus tutorials 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 the ASB Referencing and Plagiarism 
webpage (ASB >Learning and Teaching>Student services> Referencing and 
plagiarism). 
 

 

10 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/A.html. See especially, information on ‘Attendance 
and Absence’, ‘Academic Misconduct’, ‘Assessment Information’, ‘Examinations’, 
‘Student Responsibilities’, ‘Workload’ and policies such as ‘Occupational Health and 
Safety’. 
 

10.1 Workload 

 
It is expected that you will spend at least eighteen to twenty hours per week studying 
this course. This time should be made up of reading, research, working on exercises 
and problems, and attending classes and online sessions. 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.  

 

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://www.asb.unsw.edu.au/learningandteaching/studentservices/resources/Pages/referencingandplagiarism.aspx
http://www.asb.unsw.edu.au/learningandteaching/studentservices/resources/Pages/referencingandplagiarism.aspx
https://my.unsw.edu.au/student/atoz/A.html
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We strongly encourage you to connect with your Moodle course websites in the first 
week of semester. Local and international research indicates that students who engage 
early and often with their course website are more likely to pass their course. 

10.2 Attendance 

 
Your regular and punctual attendance at lectures and seminars (or online learning 
activities) is expected in this course. University regulations indicate that if students 
attend less than 80% of scheduled classes they may be refused final assessment. 
More information is available at: 
https://my.unsw.edu.au/student/atoz/AttendanceAbsence.html 

10.3 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 
 

10.4 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 
http://www.ohs.unsw.edu.au/. 
 

10.5 Keeping Informed 

 
You should take note of all announcements made in lectures, tutorials 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. 
 
 

11 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.  
 

General Information on Special Consideration: 

1. All applications for special consideration must be lodged online through 

myUNSW within 3 working days of the assessment (Log into myUNSW and 

go to My Student Profile tab > My Student Services channel > Online Services 

> Special Consideration). You will then need to submit the originals or certified 

copies of your completed Professional Authority form (pdf - download here) and 

other supporting documentation to Student Central. For more information, 

https://my.unsw.edu.au/student/atoz/AttendanceAbsence.html
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html
http://www.ohs.unsw.edu.au/
https://my.unsw.edu.au/student/academiclife/ProfessionalAuthority.pdf
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html#Supportingdocumentation
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please study carefully in advance the instructions and conditions at: 

https://my.unsw.edu.au/student/atoz/SpecialConsideration.html. 

2. Please note that documentation may be checked for authenticity and the 

submission of false documentation will be treated as academic misconduct. The 

School may ask to see the original or certified copy.  

3. Applications will not be accepted by teaching staff. The lecturer-in-charge will 

be automatically notified when you lodge an online application for special 

consideration. 

4. Decisions and recommendations are only made by lecturers-in-charge (or by 

the Faculty Panel in the case of UG final exam special considerations), not by 

tutors. 

5. Applying for special consideration does not automatically mean that you will be 

granted a supplementary exam or other concession. 

6. Special consideration requests do not allow lecturers-in-charge to award 

students additional marks. 

 
ASB Policy on requests for Special Consideration for Final Exams in 
Undergraduate Courses: 
The policy of the School of Marketing is that the lecturer-in-charge will need to be 

satisfied on each of the following before supporting a request for special consideration: 
 

1. Does the medical certificate contain all relevant information? For a medical 

certificate to be accepted, the degree of illness, and impact on the student, 

must be stated by the medical practitioner (severe, moderate, mild). A 

certificate without this will not be valid. 

2. Has the student performed satisfactorily in the other assessment items? 

Satisfactory performance would require at least a Pass (50%) in each 

assessment item specified in the Course Outline Part A and meeting the 

obligation to have attended 80% of tutorials. 

3. Does the student have a history of previous applications for special 

consideration? A history of previous applications may preclude a student 

from being granted special consideration. 

 

Special Consideration and the Final Exam: 

Applications for special consideration in relation to the final exam are considered by an 

ASB Faculty panel to which lecturers-in-charge provide their recommendations for 

each request. If the Faculty panel grants a special consideration request, this will entitle 

the student to sit a supplementary examination. No other form of consideration will be 

granted. The following procedures will apply: 
 

1. Supplementary exams will be scheduled centrally and will be held 

approximately two weeks after the formal examination period. The date for 

ASB supplementary exams for undergraduate courses in Summer 2014 is: 

Wednesday, 26th February, 2014 — for all schools 

If a student lodges a special consideration for the final exam, they are stating 

they will be available on the above dates. Supplementary exams will not be 

held at any other time. 

https://my.unsw.edu.au/student/atoz/SpecialConsideration.html
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2. Where a student is granted a supplementary examination as a result of a 

request for special consideration, the student’s original exam (if completed) 

will be ignored and only the mark achieved in the supplementary examination 

will count towards the final grade. Failure to attend the supplementary exam 

will not entitle the student to have the original exam paper marked and may 

result in a zero mark for the final exam. 

 

If you attend the regular final exam, you are extremely unlikely to be granted a 

supplementary exam. Hence if you are too ill to perform up to your normal standard in 

the regular final exam, you are strongly advised not to attend. However, granting of a 

supplementary exam in such cases is not automatic. You would still need to satisfy the 

criteria stated above. 

 

The ASB’s Special Consideration and Supplementary Examination Policy and 
Procedures for Final Exams for Undergraduate Courses is available at:  
http://www.asb.unsw.edu.au/currentstudents/resources/forms/Documents/supplementa
ryexamprocedures.pdf. 

 

 
12 STUDENT RESOURCES AND SUPPORT  

 
The University and the ASB provide a wide range of support services for students, 
including: 
 

 ASB Education Development Unit (EDU) 
http://www.asb.unsw.edu.au/learningandteaching    Click on ‘Student Services’. 
Academic writing, study skills and maths support specifically for ASB students. 
Services include workshops, online resources, and individual consultations. 
EDU Office: Room GO7, Ground Floor, ASB Building (opposite Student 
Centre); Phone: 9385 5584; Email: edu@unsw.edu.au. Visit us on Facebook:  
www.facebook.com/educationdevelopmentunit. 

 ASB Student Centre http://www.asb.unsw.edu.au/requests 
Advice and direction on all aspects of admission, enrolment and graduation. 
Ground Floor, West Wing, ASB Building; Phone: 9385 3189 

 Blackboard and Moodle eLearning Support: For online help using 
Blackboard or Moodle, follow the links from 
http://teaching.unsw.edu.au/elearning to / Support for Students. For technical 
support, email: itservicecentre@unsw.edu.au; Phone: 9385 1333. For Moodle 
support specifically, please contact externalteltsupport@unsw.edu.au or 9385 
3331. 

 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  

 IT Service Centre: Technical support for problems logging in to websites, 
downloading documents etc. https://www.it.unsw.edu.au/students/index.html 
UNSW Library Annexe (Ground floor). 

 UNSW Counselling and Psychological Services  
http://www.counselling.unsw.edu.au Free, confidential service for problems of a 
personal or academic nature; and workshops on study issues such as ‘Coping 

http://www.asb.unsw.edu.au/currentstudents/resources/forms/Documents/supplementaryexamprocedures.pdf
http://www.asb.unsw.edu.au/currentstudents/resources/forms/Documents/supplementaryexamprocedures.pdf
http://www.asb.unsw.edu.au/learningandteaching
mailto:edu@unsw.edu.au
http://www.facebook.com/educationdevelopmentunit
http://www.asb.unsw.edu.au/currentstudents/resources/forms/Pages/default.aspx?utm_source=Student%2BCentre&amp;utm_medium=marketing%2Bmedium&amp;utm_campaign=requests
http://teaching.unsw.edu.au/elearning
mailto:itservicecentre@unsw.edu.au
mailto:externalteltsupport@unsw.edu.au
http://www.lc.unsw.edu.au/
http://info.library.unsw.edu.au/web/services/services.html
https://www.it.unsw.edu.au/students/index.html
http://www.counselling.unsw.edu.au/
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with Stress’ and ‘Procrastination’. Office: Level 2, Quadrangle East Wing; 
Phone: 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; Phone: 9385 4734. 

 
 

http://www.studentequity.unsw.edu.au/

