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1  STAFF CONTACT DETAILS 

 

Lecturer-in-Charge 

Dr. Heather Crawford 

School of Marketing, Australian School of Business 

Room 3030, Quadrangle Building East Wing (E15 on the campus map) 

Email: h.crawford@unsw.edu.au   

Consultation time: immediately after lectures (without appointment) or Tuesdays 1.00-
2.00pm (by appointment). Please make use of official consultation times. There will be no 
consultations during the mid-session recess (w/c 5th September) and Week 13 (w/c 17th 
October). 

Course Tutors 

Betina Crooks 

UNSW Sport & Recreation 

Email: b.crooks@unsw.edu.au   

Consultation time: Monday 5-6 (or by appointment) 

 

Kaye Chan 

School of Marketing, Australian School of Business 

Email: kaye.chan@unsw.edu.au  

Consultation time: Friday 12 - 1pm (by appointment) 

 

Gavin Northey 

School of Marketing, Australian School of Business 

Email: g.northey@unsw.edu.au  

Consultation time: Friday 10.30 – 11.30 (by appointment) 

 

Contact outside of consultation and class times 

For general questions about the course, please send an email to the lecturer-in-charge at the 
address above. More specific questions about tutorials and assignments should be directed 
to your tutor. We will endeavour to respond to enquiries promptly. However, we may be 
teaching other classes or working on research projects when you make an enquiry, and 
therefore there may be a delay in getting back to you. Email correspondence will be dealt 
with periodically – not 24/7. 
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2 COURSE DETAILS 

2.1 Teaching Times and Locations 

Lectures will commence in Week 1 (18th July) and run through to Week 12 (12th October), 
taking place on Thursday s 10am-12pm in the Central Lecture Block 7). Typically, full use will 
be made of the two hour period, with a 10-minute break in the middle.  

Tutorials will commence in Week 2 (25th July) and run through to Week 12 (10-14 October), 
taking place at the following times and locations: 

 

Mon 10-11:30 Quad 1045 510 Heather Crawford 

Mon 14-15:30 ASBus 219 513 Betina Crooks 

Mon 15:30-17 ASBus 219 514 Betina Crooks 

Tue 09-10:30 ASBus 107 515 Gavin Northey 

Tue 10:30-12 ASBus 107 516 Gavin Northey 

Thu 13-14:30 ASBus 215 501 Kaye Chan 

Thu 13-14:30 ASBus 207 502 Gavin Northey 

Thu 14:30-16 ASBus 215 503 Kaye Chan 

Thu 14:30-16 ASBus 207 504 Gavin Northey 

Fri 09-10:30 ASBus 219 505 Gavin Northey 

Fri 10:30-12 ASBus 219 507 Kaye Chan 

 

You should enrol in a tutorial through myUNSW (www.my.unsw.edu.au ). A cap has been 
placed on the size of each tutorial. Over-enrolment is not permitted because of the nature of 
the tutorial exercises. This may mean your preferred time is not available and we ask for 
your cooperation in this matter. Tutorial activities and presentation/submission dates are 
summarised on the course schedule.   

In addition to attending tutorials, Advanced Marketing Stream (AMS) students will meet with 
the Lecturer-in-Charge on five occasions. These meetings are scheduled for Tuesdays 2.30-
4.00pm in Weeks 4 (9th August), 6 (23rd August), 8 (13th September), 10 (27th September) 
and 12 (11th October) (venue: School of Marketing, Room, 3054, Quadrangle Building East 
Wing).  

2.2 Units of Credit 

For students enrolled before 2010 this is a core course for the Marketing Major on the 
Bachelor of Commerce degree. The course carries six units of credit. 

2.3 Course Aims 

We aim to give you an understanding of the various decisions and principles that marketing 
managers have to consider when developing communications and promotions plans. An 
integrated approach is adopted, providing an appreciation and understanding of the role of 
media advertising, direct marketing, interactive communications, promotions, public 
relations, event sponsorship, etc. The need to make use of both creative and analytical 
processes is explored and, to achieve this, the course builds on your prior knowledge of 
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consumer behaviour and the analytical skills of marketing research. These skills come 
together in the preparation of a marcoms plan, which is the major assessable task. 

2.4 Summary of Course 

Three sets of themes are addressed: 

Part 1: Integrated Marketing Communications.  

Part 1 is designed to introduce the marketing communications environment and establish the 
importance of planned integrated marketing communications (IMC). IMC highlights the 
integration of media advertising, direct marketing, interactive communications, promotions, 
public relations, event sponsorship, etc. in a marcoms plan. From this discussion it is evident 
that media advertising is not the be all and end all of marketing communications, despite 
popular perceptions to the contrary. However, the course is biased toward media advertising 
in relation to the managerial planning process that is introduced in Part 2. One consequence 
of this is that personal selling, as a form of marketing communication, will not be considered 
in this course. 

Part 2: Step-by-Step Through the Marcoms Planning Process 

Part 2 is designed to explain each step of the communications planning process: the setting 
of marketing objectives, budgeting, target audience selection and action objectives, 
communications objectives, creative strategy, media strategy, execution, advertising 
research and evaluation. This process is looked at initially in relation to above-the-line media 
advertising and web-based communications, but with forays into additional communications 
channels such as direct marketing, public relations, promotions, etc. Consideration of the 
planning process is the main substantive part of the course and this will be used as a guide 
for the major assessable task of preparing a marcoms plan. 

Part 3: Special Topics in Marketing Communications 

Part 3 examines a number of current issues in the world of the marcoms industry. 
International developments are considered, both from the viewpoint of the marcoms industry 
and from the perspective of target audience responses to marcoms in different parts of the 
world.  We take a closer look at new interactive media and re-visit some IMC issues in the 
light of new technologies. The changing nature of client-agency relations is considered, with 
specific attention given to pitching for business, relationship building, regulation and industry 
codes of practice, ethical and legal aspects of marcoms practice. Timing constraints mean we 
have to be selective about precisely which topics to consider. 

2.5 Relationship to Other Courses 

Level  

Marcoms is a Level Two course, as such it is assumed all students have successfully 
completed the introductory marketing course, MARK1012 (Marketing Fundamentals).  
Ideally, you should have studied MARK2051 (Consumer Behaviour) and MARK2052 
(Marketing Research) before embarking on this course. However, the structure of the 
Services Marketing, Tourism & Hospitality Management program is such that students may 
be exempted from completing MARK2052 (Marketing Research) prior to MARK2053. 

You are assumed to have successfully completed all prerequisite courses. Any work 
undertaken in courses for which prerequisites have not been fulfilled will be disregarded 
(unless an exemption has been granted) and no credit will be given nor grade awarded.  
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Synergies 

You are encouraged to make linkages with previous studies, particularly consumer behaviour 
and marketing research. Your learning is likely to be more effective when prior experiences 
and prior knowledge are explicitly recognised and built upon. You should take responsibility 
for doing this.   

To prevent duplication of material, this course focuses quite narrowly on marketing 
communication themes. This means the managerial aspects of, say, brand management and 
new product development, are reserved for other courses – specifically MARK3091 and 
MARK3092. In practice this is an artificial distinction – business issues do not present 
themselves in neat and discrete compartments. 

2.6 Student Learning Outcomes 

The course provides: 

a. An understanding of the elements of contemporary marketing communications – the 
tools, the players, the scope and future direction of the marcoms industry. 

b. A solid grounding in the principles of marketing communications and promotions 
management. 

c. An awareness of the different ways in which marketers communicate with their target 
audiences. 

d. The application of this understanding to marketing communications in business, 
social and governmental contexts. 

e. A capacity to analyse specific marketing communications problems, and devise sound 
and practical solutions to these problems. 

f. An appreciation of the need to plan marketing communications in a comprehensive 
and integrated manner, doing so as part of an effective team. 

g. Development of the analytical and creative skills necessary to prepare a marketing 
communications plan. 

h. An ability to present each component of the marketing communications plan. 

i. An understanding of some of the research that marketers need to undertake to 
develop and evaluate the effectiveness of their communications. 

j. An appreciation of some of the issues and controversies in the field of marketing 
communications. 

The relationship between outcomes and ASB Graduate Attributes is shown in the following 
table: 
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Course Learning 
Outcomes 

ASB Graduate Attributes 

(i), (j) 
1. Critical thinking and problem solving 

(h) 
2. Communication 

(f), (g) 
3. Teamwork and leadership 

(d) 
4. Social, ethical and global perspectives 

(a), (b), (c) 
5. In-depth engagement with relevant disciplinary knowledge 

(e), (f), (g), (h), (i) 
6. Professional skills 

 

Once equipped with this knowledge you should be able to address both theoretical matters 
(e.g., “how do marcoms work?”) and practical issues (e.g., “how should the communications 
budget be allocated across different media and channels?”). As a result, you ought to feel 
confident about managing both strategic and tactical aspects of contemporary marcoms and 
be well placed to appreciate the role and scope of marcoms in the rapidly changing media 
and marketing landscape.  

3 LEARNING AND TEACHING ACTIVITIES 

3.1 Approach to Learning and Teaching in the Course 

This course has been designed to be: 

 Rigorous and informed, in that we consider what is known about marcoms through 
business practice, research and scholarship.  

 Encouraging of critical and independent thinking, including an assessment of the 
validity of claims made about marcoms. 

 Professionally relevant – by looking at workable frameworks, industry best practices, 
and developing knowledge/skill that will be of value in the workplace. 

 Engaging, in the sense of actively having to resolve theoretical and practical problems 
through written assignments, cases, exercises, classroom/group discussions. 

 Diverse in the use of learning and assessment methods, from conventional exams to 
hands-on exercises. 

 Reflective, by relating formal approaches to marcoms to experiences in daily life (we 
are, after all, bombarded with marketing communications messages). 

3.2 Learning Activities and Teaching Strategies 

This is a classroom-based course and, as such, the approach will be fairly didactic. However, 
we will try to vary the pace by having a mix of formal lectures, exercises, case-studies and 
external speakers. 

The purpose of the lectures is to give you some frameworks for the management of 
marcoms. These frameworks draw on the accumulated wisdom of both marketing 
practitioners and academics. It is to be hoped that in looking at these frameworks we can 
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focus on best practice, rather than merely hold up a mirror to what is found in the Australian 
marketplace at large. It is not enough simply to describe current practices. 

Tutorials are an important component of the course. They provide a forum for a more 
hands-on approach to the tasks involved in marcoms planning. Marcoms is a lively, fast-
paced and evolving industry, and participation in the tutorials is important for you to gain as 
much from this course as you can. This is your opportunity to apply the material presented 
in lectures and to use knowledge gleaned from readings and experiences. Some tutorial work 
will be undertaken in groups, and it will be necessary to engage in group study outside 
formal working hours. Also, use these meetings to clarify ideas and issues that are unclear to 
you – do not wait until the end of session and then have a last minute panic before the final 
examination.  

Self-study is important too. You cannot expect to develop the desired level of knowledge and 
skill from merely attending lectures and tutorials. There is a course textbook – read it! Also, 
your attention is drawn to supplementary readings – you are not expected to read all of 
these, but you should study a selection of them. In particular, many of the readings will 
highlight alternative perspectives and they will help you hone your skills in making critical 
evaluations. 

4 ASSESSMENT 

4.1 Formal Requirements 

In order to pass this course, you must: 

 achieve a composite mark of at least 50%; 

 score at least 50% for the Marcoms Plan (i.e., at least 50% of 48%); and  

 score at least 50% in the Final Exam (i.e., at least 50% of 49%). 

4.2 Assessment Details 

Assessment comprises: 

Assessment 
Task 

Weight Learning 
Outcomes 
assessed 

ASB 
Graduate 
Attributes 
assessed 

Individual or 
Group Task 

Due Date 

IMC Exercise   3% (a), (b), (c) 5 Pairs Week 3 

Marcoms Plan 

 

48% (a), (b), (c), 

(d), (e), (f), 

(g), (h) 

2, 3, 4, 5, 
6 

Group Weeks 6, 8, 
10 & 12 

Final Exam 49% (a), (b), (c), 

(d), (i), (j) 

1, 4, 5 Individual Within 
exam 
period 

 

Information about these assessments is provided below and more detail will be provided via 
separate handouts and postings on Blackboard. Your tutors will offer further guidance 
regarding assessments and grading schemes. 
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You will be notified of grades for the initial exercise early on – this is to give you some early 
feedback. There are several components to the marcoms plan – for most of these 
components you will know your grades before the final exam, but this does not necessarily 
apply to your grade for the final component (this will depend on timing of the final exam and 
our ability to coordinate across multiple tutors). 

(1) IMC Exercise 

In the first tutorial (Week 2) you will be given an exercise to complete. This will set you 
thinking about marcoms issues and integrated marketing communications in particular. In 
pairs, you are expected to prepare a 2-page (single-sided, 12-point font, 1.5-spaced) answer 
to the questions that we ask. For general guidance on written assignments, see Section 8.5.  

You will be expected to submit your written answer in Week 3 (beginning 1st August) – at 
the start of your tutorial. Keep a copy so you can refer to this during the tutorial itself – this 
will form the basis of your contribution to general discussion in that tutorial.  

The following grading system will be used: no report, 0%; unsatisfactory report, 1%; 
satisfactory report, 2%; outstanding report, 3%. Late reports will be treated the same way 
as “no report”.  

(2) Marcoms Plan 

Your task is to prepare a marketing communications plan in response to a brief. To 
undertake this task you are required to work in a group consisting of 3-4 members (no 
more). Briefing documents will be provided in tutorials.   

Assessment of the Marcoms Plan 

You are required to submit a couple of progress reports: a Goals & Objectives report in Week 
6 (22-26 August) and a Media Plan in Week 10 (29th September). In Week 8 (12-16 
September) you will formally present your creative ideas. These three components will be 
assessed – 6%, 10% and 12% being allocated to these, with grades provided in whole 
numbers. You forfeit 2% for every day the assignment is late (up to a maximum loss of 6%, 
10% or 12% respectively).   

At other stages in the course you may be asked to present or undertake related tasks. 
Although these activities will not directly contribute to your final grade their purpose is to 
help you manage your time and give you the opportunity to gain feedback. It is in your best 
interest to treat these activities seriously – it is better to identify and resolve problems early 
than to let these carry across into your final report. 

The final report is due in Week 12 (13th October) – by 11am. This should contain a 
distillation of your marcoms plan, taking not more than 15 pages (single-sided, 12-point font, 
1.5-spaced). A printed copy of your written report should be handed in at the start of the 
lecture, accompanied by a signed Assignment Cover Sheet. “By 11am” does not mean 
11.15am during the middle of the lecture! In addition, you will be required to submit a copy 
of your final plan through Turnitin via Blackboard. Only one person should submit on behalf 
of their group and it must be uploaded before 12 noon on 13th October. Excessive use of 
non-original work will result in penalties. Paraphrase completely and reference every source. 

Please make a copy of the report for your records. This will account for 20% of your grade. 
Once again, you forfeit 2% for every day the assignment is late (up to a maximum loss of 
20%). See Section 8.5 for general information on the preparation and submission of written 
work.  

The purpose of the major assignment is to help you: 
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 Connect the general frameworks discussed in lectures to realistic problems in specific 
marketing contexts. 

 Analytically and creatively respond to a marcoms brief. 

 Prepare detailed plans for every major step in a marcoms plan. 

 Present your plan convincingly, in writing and verbally. 

 Work effectively in a group environment. 

(3) Final examination 

This will be a 3 hr, closed-book examination, undertaken individually. Essay-style questions 
will have to be completed, requiring you to apply and contextualise course material. Details 
and example questions will be discussed in class and placed on Blackboard. 

The rationale for the final examination is: 

 For us to assess your comprehension and understanding of the course material; 

 For you to demonstrate an ability to synthesize and integrate course material; 

 To provide an opportunity to make links between ideas, theories, frameworks, and 
practical problems in the field of marcoms; 

 To show you can work independently. 

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 and will not be related to course 
grades. 

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.html  

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)    

Note that the rules on plagiarism apply equally to Web-based sources. Give as precise a 
reference as possible so that another reader could find the section you have quoted. Also, do 
not solely rely on web-based sources – despite the best efforts of Google not everything is to 
be found on the web (yet!). 
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6 COURSE RESOURCES 

6.1 Textbook 

You are advised to purchase and read the following textbook:  

Rossiter, John & Bellman, Steven (2005) Marketing Communications: Theory and 
Applications, Pearson/Prentice Hall, Frenchs Forest, NSW Australia (ISBN: 1-74103-
269-5) 

This book offers a managerial perspective on the subject of marketing communications and 
promotions management. Throughout, the book is grounded in a deep appreciation of 
consumer behaviour and marketing principles. In the course outline you will find a note of 
which chapters to read for each lecture. Please follow this advice. Do not allow the textbook 
to gather dust until study week and then hope to read it all in a couple days – it isn’t 
designed for cramming! 

Keep in mind that Rossiter & Bellman generally aim to present and discuss “best practice”. In 
the field you will find clients and agencies that fall far short of the ideal and/or who see the 
world differently from these authors. In some instances there is serious debate about these 
best practices and where appropriate we will discuss these different viewpoints. This means 
that sometimes the lecture material will be at odds with the textbook. We see this as a sign 
of healthy intellectual debate – but on occasion it might be confusing. You have been 
warned! 

It has to be said that the textbook is quite sober and serious and, as such, it stands apart 
from many of the popular (glossier) alternatives. Some of these alternatives are listed on the 
Sources of Further Information sheet on Blackboard and you should refer to these if you are 
having difficulty with the textbook.  

If you really cannot stomach Rossiter & Percy, a good alternative is the following Australian 
adaptation of a US best-seller: 

Belch, George E., Belch, Michael A., Kerr, Gayle & Powell, Irene (2009) Advertising 
and Promotion: An Integrated Marketing Communications Perspective, McGraw-Hill, 
Sydney, NSW Australia (ISBN-13: 978-007471766-0; ISBN-10: 007471766-9) 

6.2 Supplementary Readings 

For most topics in this course several supplementary readings are listed on Blackboard. 
Supplementary readings are not mandatory, but they should be read selectively to give you a 
broader, deeper and more critical understanding of the material presented in this course. 
Keep in mind that these readings are merely a selection of the relevant papers. They have 
been chosen to illustrate a point or provide a perspective on a subject under discussion, but 
you should try to track down additional readings. 

6.3 Sources of Further Information 

For the main assignment you are encouraged to read widely. Textbooks, specialist books, 
popular books, case-histories, journals, web-sites, blogs, etc. – all these can be of help. See 
the aforementioned list of further sources provided on Blackboard. In addition, media rates 
will be supplied for the media planning section of the course. 

6.4 Informal Learning 

Typically, you will gain much more from this course by trying to get below the surface of the 
subject. So, do not only rely on formal lectures, assignments, textbooks, etc. Here are a few 
suggestions on how to do this: 
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 Keep your ears and eyes open. Look at the bus-shelter ads at Eddy Avenue and 
billboards along South Dowling Street. “Deconstruct” television commercials on pay and 
free-to-air television stations. Flick through glossy magazines – from Vogue to Clio. Read 
some of the classified adverts in your community newspaper. Check-out ads on the web. 
Next time you receive a direct-mailing from Westpac, David Jones or American Express 
examine the letter and the offer. Before you throw out the inserts that cascade from the 
middle of the Sunday paper, have a look at them and determine their marcoms goals. 
Consider the “money-off” signs when pushing your shopping trolley around Coles or 
Woolworths. In all these cases, think about the management of these communications – 
what were the goals, who were the intended audiences, how much did it all cost, and 
was it effective? 

 Develop the habit of scanning the relevant trade magazines such as B&T Weekly, 
AdNews, Professional Marketing, Admap, etc. These tend to have a lot of industry gossip, 
but they also give you a feel for how the industry operates and an idea of the challenges 
it faces. Also read the business pages of the Sydney Morning Herald, the Marketing and 
Media section of the Financial Review and Marketing and Media sections in The 
Australian. These are useful for up-to-date developments and brief IMC case-histories. 
Furthermore, discounted student rates are available in some instances.   

 Success in this field is not a purely intellectual matter. It is skills-based as well. Media-
buying is a skill. Copy-writing an advert or press release is a skill. Direct selling is a skill. 
You cannot learn these skills simply by attending lectures, so if possible try to practice 
your skills outside the classroom. Offer to help a student society prepare a press release. 
Help a student newspaper to sell advertising space. Undertake some commercial radio 
broadcasting – there are plenty of community-based stations in Sydney. If you are 
working part-time at Novotel or Target, consider how these organisations communicate 
with their customers and other stakeholders (including employees). 

These are just a few of the ways in which you can help to make the themes of this subject 
come alive. Of course, you need to have the formal knowledge, otherwise you will merely 
have a long list of anecdotes, gut-feelings and war-stories. 

7 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. By all means give me comments 
during the course as well. 

In response to previous CATEI evaluations of this course, changes have been made to the 
timing of lectures, the allocation of lecture theatres, the structure of the main assignment, 
the amount of assessed work (it is now less), whether or not to assess participation, the 
provision of specific advice on required reading, and the mix of topics (certain themes have 
been given more airtime and others less). Note, however, not everything is within the control 
of your lecturer – lecture times, room allocations, and examination times are controlled 
centrally. 

8 YOUR RESPONSIBILITIES AND CONDUCT 

The extent to which the goals of this course are achieved partly depends on us, but 
overwhelmingly it depends on you. You are responsible for managing the workload, reading 
the course material, attending classes, engaging constructively in discussions, etc. 
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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’, ‘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 outside of university 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 attendance at lectures and tutorials is expected in this course. The right is 
reserved to set exam questions based solely on lecture material and tutorial discussion, 
rather than the textbook. University regulations indicate that if students attend less than 
80% of scheduled classes they may be refused final assessment. An attendance register will 
be kept for tutorials. 

Be punctual – late entry is very disruptive to other members of the class (especially as the 
doors to the lecture theatre tend to clatter!) and it puts you at a disadvantage (it means you 
would have missed the initial overview).  

8.3 General Conduct and Behaviour 

Class participation is welcome, providing it is constructive, to the point, and directed through 
the lecturer/tutor. Wise-cracks are permitted, providing they are truly incisive and amusing! 
Other forms of participation and background chatter are not acceptable – if you have an 
urge to discuss last night’s episode of Desperate Housewives  or MasterChef please do so 
before or after class (we’ll make exceptions when referring to TVCs, product placement and 
The Gruen Transfer – in fact the latter should be seen as compulsory viewing for this 
course). 

Please turn off mobile phones during lectures/tutorials. Also, the recording or filming of 
lectures/tutorials/consultations is not permitted without prior consent. 

More generally, 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 is not acceptable and you may be asked to leave the class. More 
information on student conduct is available at: 

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

8.4 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/  
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8.5 Written Work 

Writing style 

It is not the purpose of this course to turn you into copywriters. Nevertheless, it is worth 
keeping in mind the discipline of a good copywriter – to be brief, concise and succinct, and 
to write clearly in a way that communicates to the intended audience. It helps to keep in 
mind the reaction of a busy senior manager to your work – s/he wants to know the key 
points quickly and succinctly. 

Failure to write clearly will have an impact on your grade, especially if it is impossible to 
assess your understanding of marketing concepts because of problems with your written 
English. It is not the job of your lecturers/tutors to “decipher” or “translate” your work. In 
short, be professional in both content and presentation. 

Use of sources 

You are encouraged to read widely and draw on different sources of information. However, 
when doing this you MUST reference your sources. Guidelines on how to do this are provided 
through the links in Section 5 above. For example, if you make a direct quotation, you must 
fully cite the source and give page numbers. Failure to do so is plagiarism, and this will result 
in the loss of your written assignment grades (see Section 5). 

Submission of written material 

Observe the submission deadlines. Penalties apply if submissions are late. 

All written material should be submitted in hardcopy – do not submit using email. Use A4 
paper, leave at least a 2cm margin, use 12-point font size and 1.5-spaced lines, and number 
all pages. Do not hand in written work where each page is enclosed in a clear plastic 
envelope – this makes it hard for us to give feedback.  

The final report is also to be submitted electronically through Turnitin via Blackboard. 

Observe the page limits for each written assignment, but feel free to include appendices – 
relevant appendices might raise your grade, whereas irrelevant ones might detract from your 
grade.   

Avoid the use of bulky folders – these will not fit into our assignment boxes and they are 
awkward for us to carry and return to you. The exception to this is the final marcoms plan 
where you are permitted to provide supporting material in a folder (e.g., exhibits, brochures, 
mock adverts, DVDs, etc.).  

You are advised to make a copy of all work submitted for assessment, and keep returned 
marked assignments and essays. 

Confidentiality of material 

Assignment material will be treated in confidence and only seen by those who are directly 
involved in assessment – unless you, the author, agree otherwise. If something is 
particularly confidential you may wish to highlight the fact on your cover sheet when 
submitting the work. 

Feedback on work 

The assignments and activities are structured in such a way that you will obtain some early 
feedback. The initial IMC exercise has to be submitted in Week 3 and feedback will be 
provided shortly after that. Components of the marcoms plan have to be submitted from 
early in the course, so you will be getting feedback to help move you onto the next stage. 
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Some of this feedback will be verbal, in tutorials, and you are encouraged to note down the 
advice you receive. 

8.6 Special Consideration 

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. For assessments worth 20% or more, all applications for special consideration must go 
through UNSW Student Central 
(https://my.unsw.edu.au/student/academiclife/StudentCentralKensington.html) and be lodged 
within 3 working days of the assessment to which it refers; 

2. Applications will not be accepted by teaching staff, but you should notify the lecture-in-
charge when you make an application for special consideration through UNSW Student 
Central; 

3. Applying for special consideration does not automatically mean that you will be granted 
a supplementary exam; 

4. Special consideration requests do not allow lecturers-in-charge to award students 
additional marks. 

ASB Policy on requests for Special Consideration for Final Exams: 

The policy of the School 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 in each assessment item specified in the 
Course Outline 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 dates for ASB supplementary exams for 
Session 2, 2011 are: 

30 November 2011 – exams for the School of Accounting 

  1 December 2011 – exams for all Schools other than Accounting and Economics 

  2 December  2011 – exams for the School of Economics 
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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. 

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 are too ill to perform reasonably on the final exam, do not attend the final and 
apply for a supplementary instead. However granting of a supplementary exam in such 
cases is not automatic. If a student attends the regular final, s/he is unlikely to be 
granted a supplementary exam. 

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/supplementaryexamprocedu
res.pdf 

8.7 Grades 

Grades are non-negotiable. Do not waste your time and ours by trying to haggle. 

If you have not performed as well as you expected, re-double your efforts to understand the 
course material, read more about the subject, talk through the material with your peers and 
tutors, give more time to course preparation, edit and revise written work before you submit 
it, revise and practice more thoroughly before the examination. Taking these courses of 
action will be more productive than attempting to have your grades altered. 

8.8 Keeping Informed 

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

You are expected to keep the university informed of all changes to your contact details. 

8.9 Key Dates 

It is your responsibility to ensure that: 

 You are recorded by the University as being correctly enrolled in all your courses. The 
last day you can enrol in a Semester 2 course is Sunday 24th July. The last day you can 
discontinue without financial penalty is Sunday 24th July and the last day to discontinue 
without academic penalty is Sunday 4th September. 

 You organise your affairs to take account of examination and other assessment dates 
where these are known. Be aware that your final examination may fall at any time during 
the session’s examination period. The scheduling of examinations is controlled by the 
University administration – (sadly) your lecturer-in-charge has no control over the 
scheduling process. University rules prohibit early examinations. The examination period 
for Semester 2, 2011 falls between 28th October and 15th November. 

 When the provisional examination timetable is released at the end of September, ensure 
that you have no clashes or unreasonable difficulty in attending the scheduled 
examinations. Work, travel and social commitments do not constitute an “unreasonable 
difficulty”. The final examination timetable will be released at the beginning of October. 
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 Should a supplementary exam be needed for this course, it will take place on 30th 
November. Special consideration cases will be assessed through the centralised ASB-wide 
system (see Section 8.6). Approval should not be regarded as automatic.   

A full list of UNSW Key Dates is located at: 
https://my.unsw.edu.au/student/resources/KeyDates.html  

8.10 Marcoms Material 

The marcoms material discussed in this course comes from public sources – commercial 
television, product web-sites, magazines, newspapers, billboards, etc. It would have been 
prepared with a specific target audience in mind, and not necessarily an audience with the 
same sensibilities as you. It is possible that you, or certain sections of society, may find 
some of the material offensive. Where we believe there are cases of sexism, racism, 
stereotyping, bad taste, deception, shock, etc. in marcoms we will endeavour to discuss the 
issue, rather than pretend that such material does not exist. Strong or coarse language may 
be used in the marcoms that we discuss.   

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 the Current 
Students/Resources/Student Feedback page here 

Blackboard eLearning Support: For online help using Blackboard, follow the links from 
 www.elearning.unsw.edu.au to UNSW Blackboard Support / Support for Students. For 
technical support, email: itservicecentre@unsw.edu.au; ph: 9385 1333 

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) 

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 
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disadvantage that interferes with their learning.  Office: Ground Floor, John Goodsell 
Building; Ph: 9385 4734   

10 YOUR TEACHING TEAM 

Lecturer-in-Charge:  Heather Crawford, School of Marketing, UNSW 

Heather is a Lecturer for several subjects in the School of Marketing at UNSW, having also 
taught at Sydney University, Macquarie University, UTS and UWS. She has specialised in 
international marketing, consumer behaviour and marketing communication, including e-
marketing. Heather’s research focuses on cross-cultural communication, studying humour in 
advertising. Prior to joining UNSW, Heather worked in senior roles in marketing and sales in 
media, tourism and hospitality.  

Tutor: Betina Crooks 

Betina Crooks is the current Marketing and Customer Relations Manager at UNSW Sport and 
Recreation. She studied in America at McNeese State University completing three degrees: 
Bachelor of Science (Management and Marketing), Masters of Business Administration, and 
Master of Exercise Physiology. Since returning to Australia she has worked in a variety of 
settings focusing on customer service and marketing services in the health industry. During 
this time she was also a full-time semi-professional triathlete with her sights set on the 2012 
London Olympics but unfortunately a career-ending injury ruled her out of the sport and she 
had to get “a real job”! 

Tutor: Kaye Chan 

Kaye has 12 years working in the pharmaceutical industry.  She has worked in a number of 
senior roles in marketing and sales, which have involved the development and 
implementation of marketing and business plans in a large variety of product categories. 

Kaye has completed a Bachelor of Science and Masters of Commerce (Marketing) from the 
UNSW and is currently working towards a PhD at UNSW, with a specific focus on marketing 
communication effectiveness in the online environment. 

Tutor: Gavin Northey 

Gavin is a marketing professional who has worked in marketing for over 15 years and holds 
a number of degrees including a Bachelor of Business, a Master of Commerce and a Diploma 
of Market Research from the MRSA.  

His experience involves some of Australia's largest media organisations in television, 
newspapers, online and radio. Along with his teaching at UNSW, Gavin has consulted with 
organisations in various industries including Engineering, Sport and Market Research. Gavin's 
major areas of interest include e-marketing, media selection, consumer behaviour, social 
media and ATL communications. 
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11  COURSE SCHEDULE 

Lecture dates, topics, chapter readings and tutorial themes are shown in the following table. 
In the required reading column R&B refers to the Rossiter & Bellman (2005) textbook – see 
Section 6.1 and Blackboard. 

Week Date Lecture 
(Thur 11 - 1) 

Tutorial Required 
Reading 

 
Integrated Marketing Communications 
 
1 21.07.11 Marcoms Today 

 
IMC 
 
Course Overview 
 

No Tutorials Course Outline 

2 28.07.11 The Communications 
Challenge 
 
Theories of How 
Marcoms Work 
 

Marcoms Today 
 
Briefing for IMC 
Exercise 
 
Housekeeping 

R&B 1&2 
 

 
Step-by-Step Through the Marcoms Planning Process 
 
3 04.08.11 Marcoms Planning  

 
Organisational Goals 
 

Submission of IMC 
Exercise + 
Discussion  
Briefing for 
Marcoms Plan 

R&B 2 
 

4 11.08.11 Marcoms Budgeting  
 
Target Audience 
Selection 
 

Marcoms Plan -  
Key Issues 
Discussion 

R&B 13 
R&B 3&4 
 

5 18.08.11 Brand Positioning  
 
Action & 
Communications 
Objectives 
 

In-Class 
Positioning & 
Communication 
Exercise 

R&B 5&6 

6 25.08.11 The Creative Idea 
 
Creative Execution 
Tactics & Planning 
Grids 
 

Submission of 
Goals & Objectives 
Report  + 
Presentation 
 

R&B 7 

7 01.09.11 Attention Tactics 
 
Associative Matching & 
Conveyors 
 

In-Class Creative 
Exercise 
 

R&B 8 



MARK2053   Page 20 

 
Mid-session recess – No lectures, tutorials or consultations 3 – 11 September 
 
8 15.09.11 Media Planning 

 
Media Types 
 

Presentation of 
Creative Ideas 
 

R&B 9& 11 

9 22.09.11 Media Scheduling Presentation of 
Creative Ideas 
(carry-over as 
required) 
 
Media Plan 
Consultations 
 

R&B 11 & 12 

10 29.09.11 Submission of Media 
Plan at start of lecture: 
10am sharp 
 
Pre-Testing Concepts 
 
Campaign Monitoring & 
Evaluation 
 

Concept Screening 
& Executional 
Improvements 
 
Consultations for 
Final Reports 
 

R&B 10 & 14 

 
Special Topics in Marketing Communications 
 
11 06.10.11 Publicity, Public 

Relations & Public 
Affairs 
 
Consumer & Trade 
Promotions 

No tutorial  

12 13.10.11 Submission of Final 
Report at start of 
lecture: 11.00am sharp 
 
Future Marcoms: 
digital, interactive, viral, 
mobile, search 
 
Briefing for Final Exam 
  

No Formal 
Tutorials 
 
Tutors available for 
Revision & Final 
Exam Prep 

 

 
Week 13 – No lectures, tutorials or consultations 
 
Study 
Period 

22.10.11-
27.10.11 
 

You will need this period to revise for the Final Exam 

Exam 
Period 

28.10.11-
15.11.11 
 

Final Exams may fall at any time during this period 

 


