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PART A: COURSE-SPECIFIC INFORMATION 
 
1 STAFF CONTACT DETAILS 
 
Lecturer-in-charge: Dr. Nitika Garg 

        Room: Quad 3022 
        : 02-9385-3387 
         : n.garg@unsw.edu.au*  
        Consultation: Thursday 9:30 –10:30 am or by appointment 

*The best way to contact me is via email. I check it regularly and will get back to you as soon 
as possible, unless it is a weekend or holiday. 
 
Course Tutors:        Betina Crooks 
          UNSW Sport & Recreation 

        : b.crooks@unsw.edu.au  
        Consultation: Friday 12:00 – 1:00 pm or by appointment 
 
        Gavin Northey 

          School of Marketing, Australian School of Business 
        : g.northey@unsw.edu.au  
        Consultation: Friday 12:00 – 1:00 pm or by appointment 

            
If you need to contact any of us outside our posted consultation times, please send an email 
from your unimail address (z3xxxxx@student.unsw.edu.au). Communications from other 
email addresses (yahoo, hotmail, gmail etc.) will not be answered. 

 
2 COURSE DETAILS 

2.1 Teaching Times and Locations 
Lectures start in Week 1(to Week 12): Thursdays, 2 - 4 pm in Science Theatre.  
Tutorials start in Week 2 and run through to Week 11: Times and locations as below-- 
Thu 10-11   RedC 2035 501  Betina Crooks 
Thu 16-17   MatSc G10 514  Betina Crooks 
Fri 10-11  Webst 250 506  Betina Crooks 
Fri 11-12  Webst 250 505  Betina Crooks 
Fri 13-14  Quad G025 507  Gavin Northey 
Fri 14-15  Quad G025 508  Gavin Northey 
Please refer to the current timetable for room location and tutorial/lecture times: 
http://www.timetable.unsw.edu.au/current/MARK2053.html 

2.2 Units of Credit 
The course is worth 6 units of credit. 

2.3 Summary of Course  
This course is designed to introduce students to integrated marketing communications (IMC), 
with a focus on issues related to advertising and promotions management.  It aims at relating 
the elements of the marketing mix (4P’s) to the various aspects of communications that take 
place between the firm and its customers.  At the same time, this course lends itself to studying 
both “applied” and “theoretical” issues to give students both a real-world view of advertising and 
promotions, as well as frameworks for understanding such real-world decisions.  An emphasis 
will also be placed on gaining consumer insights as a way to skilfully manage advertising and 
promotions. 
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2.4 Course Aims and 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.  You are assumed to have successfully completed the prerequisite 
course. 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.  

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. 

2.5 Student Learning Outcomes 

By the end of this course, you should be able to: 

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

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

c. Describe the different ways in which marketers communicate with their target 
audiences. 

d. Apply this understanding to marketing communications in business, social and 
governmental contexts. 

e. Analyse specific marketing communications problems, and devise sound and 
practical solutions to these problems. 

f. Collaborate effectively with your team members to plan marketing 
communications in a comprehensive and integrated manner. 

g. Develop analytical and creative skills necessary to prepare a marketing 
communications plan. 

h. Clearly articulate each component of the marketing communications plan. 

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

j. Critically analyse the issues and controversies in the field of marketing 
communications. 
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ASB Graduate Attributes 
This course contributes to your development of the following Australian School of Business 
Graduate Attributes, which are the qualities, skills and understandings we want you to have by 
the completion of your degree.  

 

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 

 
More information on the ASB Graduate Attributes and how they align with the UNSW Graduate 
Attributes (2010) is available on the ASB website (Learning and Teaching >Graduate Attributes). 
 
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 course will be delivered through a mix of formal lectures, exercises, along with individual 
and group activities. 
 
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 

http://www.asb.unsw.edu.au/learningandteaching/aboutlearningandteaching/graduateattributes/Pages/default.aspx�
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academics. It is to be hoped that in looking at these frameworks we can 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 – they will be helpful in helping you link theory to 
practice. 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%; 
• achieve satisfactory performance on each assessment; 
• score at least 50% in the Final Exam, and 
• attend at least 80% of all lectures and tutorials (as per university regulations) 

and actively participate in tutorials.  

4.2 Assessment Details 

Assessment Task Weight Learning 
Outcomes 
assessed 

ASB 
Graduate 
Attributes 
assessed 

Due Date 

In-Class & Out-of-Class 
Activities 

- 3 Self-tests 
- Worksheets 
- Other activities 

 
 

 3% 
 3% 
 4% 

(a), (b), (c), 
(d) 

4, 5 On-going 
(refer to the 
course 
schedule for 
details) 

Marcoms Plan 
- Short Pitch 
- Report 

 
 7% 
40% 

(a), (b), (c), 
(d), (e), 
(f),(g), (h) 

2, 3, 4, 5, 
6 

11 Oct 2012 

Final Exam 40% (a), (b), (c), 
(d), (i), (j) 

1, 4, 5 University 
exam period 

Research Participation  3% (d), (i) 1, 4 TBA 

Total 100%    
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Information about these assessments is provided below and more detail will be provided via 
separate hand-outs and postings on Blackboard. Your tutors will offer further guidance 
regarding assessments and grading schemes. 

In-class and out-of-class activities: These serve as an indicator of your engagement in the 
learning process and your understanding of course material. These activities will be completed 
on an individual basis. For some activities, you may be asked to complete work out-of-class for 
classroom discussion whereas others will be completed in class. There will be a total of 10 such 
activities throughout the session. Completion of 8 out of these 10 activities, including the 3 
out-of-class worksheet submissions, will give you the full 10%. As such, no make-up will 
be allowed for a missed activity. Please see the course schedule below for the dates. 
Below are some more details about the part components involved: 

Three self-test quizzes (non-graded) which will be held during tutorial to give you 
regular feedback regarding your understanding and mastery of the course material (A5). 
The score on each quiz will not be part of the formal assessment but you will be required to 
hand it in to your tutor at the end of the test to ensure you get credit for it.  

Three out-of-class worksheet submissions which will help you to understand and 
keep up with the requirements of the IMC plan (A4, A5). The worksheet will be made 
available on the Blackboard in Week 1 along with further details regarding the submissions. 
The submissions should be typed and submitted on Blackboard on the day of your 
tutorial and a hardcopy of the same submitted during tutorial. Late submissions will 
not be collected and a score of 0 will be awarded for that assignment. 

Four remaining in-class/out-class activities will require you to hand in a one-page 
write-up during tutorial and discuss your response in-class (A4). For details, please see the 
course schedule.  

 
IMC (Integrated Marketing Communications) Project:  Each student will participate in a 
project as a member of a five (4, if needed) person team. The purpose of the project is to 
develop a new integrated marketing communications strategy for a real brand/business/non-
profit or government organization agreed upon by all team members and approved by the 
instructor.  You are welcome to think of the brand/business/organization on your own.  It will be 
up to you to find an appropriate contact person in the organization (You will need to provide 
evidence of support from the contact person within your organization (e.g., email contact 
agreeing to work with group is sufficient).  You will be required to collect some data in 
developing your analysis, so please take location and accessibility of contact person (such as 
email contact, face-to-face meetings etc.) into account when choosing your brand for the 
project. Also note that you will develop a new IMC strategy which must be sufficiently different 
from, and hopefully better than, the brand’s current strategy.  
 
You should choose your brand/ business/ organization as soon as possible and no later 
than week 3. If more than one team in a tutorial chooses the same brand/ business/ 
organization for their IMC campaign, the team that is first able to gain co-operation from the 
company contact will be allowed to use that brand/ business/ organization and the second 
requesting team will need to use an alternative. The IMC project is comprehensive and contains 
two elements: Short Pitch, and Report. Briefing documents will be provided in tutorials and 
on Blackboard for full details on the IMC Project as well as each individual component. 
Both components will be due in class on October 11th. Below are some more details about the 
part components involved: 
 

Short Pitch will require you to imagine that you are working at an ad agency. A 
company (your selected brand/organization) has approached your agency (your team) to 
develop a new campaign for them. However, you are not the only agency they have 
approached. You have to first pitch your ideas to the company’s board and marketing 
department to win their business. They are meeting with several different agencies so you 
only have five minutes to present your best idea. This scenario, whether it be to win an ad 
campaign pitch or presenting ideas to your boss and his/her superiors, will likely happen to 
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you at some point early in your career and is the set-up for the start of the IMC project. The 
pitch should be fun, but also intense to the extent that you must convey your best idea and 
why your pitch is the best for the company/brand/organization in five minutes (A2, A3, A4, 
A6). On the due date of Oct 11th, you will submit your pitch as a brief Powerpoint 
presentation.   

 
Final report should be a distillation of your marcoms plan, taking not more than 15 

pages (single-sided, 12-point font, 1.5-spaced) (A3, A4, A5, A6). A printed copy of your 
written report should be handed in at the start of the lecture, accompanied by a signed 
Assignment Cover Sheet. 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 5 pm on 11th October. Excessive use of non-original work will 
result in penalties. Paraphrase completely and reference every source. 

 
Peer evaluation and project grade adjustment: Note that your individual project grades will 
also be influenced by your team members’ evaluations of your personal contribution level to the 
project.  To ensure that each team member participates equally in the project and that the 
project grade that each student receives reflects the actual amount of work that he/she put into 
the project, the project grades will be individually adjusted, if need be. Between week 12 and 
13, you will complete an online evaluation form (available on Qualtrics.com – link will be 
emailed to you and/or made available on Blackboard) in which you will rate the performance of 
each of your teammates. There will be a penalty of 5% of a student’s project grade (worth 
47%) if he/she does not turn in the peer evaluations on time.  The questions on the peer 
evaluation form will be made available on Blackboard. Please read them closely before week 12 
and let me know if you have any questions about it. 
 

Tips for Group Work 
Past experience has shown that effective groups are those that are able to: 
• meet regularly; 
• develop and follow a work plan; 
• divide the work according to each member's strengths, and as evenly as possible; 
• encourage open communication, participation and the sharing of ideas; and 
• have fun! 
 
Students are expected to work in groups throughout the semester, and to divide work amongst 
group members equally. When groups meet for project work during the semester, it is 
suggested that a diary be kept by one of the group members, highlighting meeting times, 
attendance, issues discussed, and delegation of work to group members. If student groups are 
having problems with one or more group members not meeting group obligations, they should 
first try and work out differences amongst the group, and if unsuccessful, set up a meeting with 
the tutor as soon as possible. It is not a good idea to wait until problems escalate, so please 
come and see the tutor immediately if problems exist. At the end of the project, group members 
will be asked to complete a peer evaluation of each group member (See Blackboard site to 
download peer evaluation form). Ideally, each member of the group will be allocated the grades 
earned by the group as a whole.  However, if there are consistently poor evaluations of group 
member(s), marks for poorly performing students may be adjusted accordingly. It is therefore in 
your interest to make your group work effectively to ensure that it delivers high quality output.  
Working in groups is always challenging, but this is how marketing happens in reality.  Students 
also tend to learn a great deal from fellow group members as the course progresses. 
 
Research Participation (optional): The faculty at the UNSW School of Marketing, in addition 
to their teaching interests, are actively engaged in pursuing original research interests that push 
the boundaries of the Marketing discipline. You will have a choice of participating in a faculty run 
research project when such a project becomes available. Available research projects will be 
announced in the class. When the research project becomes available and you decide to 
participate, you will receive 3% credit in the course as incentive for taking part in and sufficient 
completion of the research project (A1, A4).  
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Participation in the faculty administered research projects is encouraged, but is not compulsory. 
If you decide not to participate in the research project you will hand in a two page review of one 
academic article that relates to the course (to be assigned by the instructor). The article review 
should critically discuss the main findings and arguments put forward in the article. Details will 
be made available on Blackboard, once the research project becomes available.  

4.3 Late Submission 
Information about late submission of assignments, including penalties, is available on the 
School of Marketing’s website. In accordance with School of Marketing policy, late submissions 
will attract a 10 % per day penalty.  

 
 
 
 
 
 
 
 
 
 
5 COURSE RESOURCES 
5.1 Textbook 
You are advised to purchase and read the following textbook:  

• Required Textbook: Belch, George E., Belch, Michael A., Kerr, Gayle & Powell, Irene 
(2012) Advertising and Promotion: An Integrated Marketing Communications 
Perspective (2e), McGraw-Hill, Sydney, NSW Australia (ISBN: 978-0070997981) 

Blackboard will be used for communication purposes. Copies of lecture slides will be posted on 
Blackboard. However, note that many of the examples included in the slides during class 
will not be included in the posted slides due to the size of files when doing so. Therefore, 
you are responsible for all material covered in class and not just that which may be 
posted on Blackboard. 

5.2 Supplementary Readings 

I will assign book chapters or other popular press materials to be read out of class to 
supplement the text and classroom discussion.  These articles and additional materials will be 
distributed via Blackboard or in class.  

5.3 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. 

5.4 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: 

• 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 

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. 
 



 

MARK 2053   8 

the offer. Before you throw out the inserts that fall-out 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. 

5.5 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 Part B: Section 1). 
 
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.).  
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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. 
 
 
6 COURSE EVALUATION AND DEVELOPMENT 
Each year feedback is sought from students about the courses offered in the School and 
continual improvements are made based on this feedback. In this course we will seek your 
feedback through UNSW's Course and Teaching Evaluation and Improvement (CATEI) 
Process. We also welcome informal feedback during the course and, if appropriate, will adjust 
the course as it progresses in line with this feedback.  
 
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. 
 
 
7 COURSE SCHEDULE 

Week Date Lecture Readings Tutorial 
1 
 

19 July Course Introduction and 
Syllabus Overview 
 
Marcoms Today 

Course Outline 

Ch. 2 

Background Reading: Ch. 1 

No Tutorials 
 
 

 
I. Frameworks for Developing IMC 

2 
 

26 July Communication Process 
- Basic Models 
- Source & Message 

Factors 

Ch. 4 
Focus: Getting to know each other 
Discuss IMC project basics 

3 
 

2 Aug Refresher on Consumer 
Insights 

- Decision Process 
- Consumer Learning 
- Brand Relationships 

Ch. 5 & Ch. 6 (partly) 
 

DUE: Out-of-class activity -   Watch 30 
minutes of TV (including advertisements). 
React to advertisements you remember. 
Why? (Details on Blackboard).  
Admin (Groups/ Brand selection) 

II. Developing IMC 

4 9 Aug Situational Analysis 
- Segmentation, Targeting, 

Positioning 
Planning for IMC 

- Objectives 

Ch. 7 & Ch. 8 (partly) DUE: In-class activity – Self-test Exam 1 
 
Discuss Worksheet (P1 – P3) 

5 16 Aug Creative Strategy I 
- Creative Process 
- Brand Capsule/ Slogan 
- Major Selling Idea 

 

Ch. 9 DUE: Out-of-class activity – Worksheet 
(P1 – P3) 
Bring in one or more magazines that 
have print ads 
Q. Describe and/or bring in an example of 
“brand image” as a major selling idea (in-
class activity) 

6 
 

23 Aug Creative Strategy II 
- Appeals & Execution 
- Tactics 
- Media Plan  
- Media Characteristics 

Ch. 9 (cont.) & Ch. 10 (partly) Bring in one or more magazines that 
have print ads 
 Q. What is one advertisement that uses 
rational appeal and one that uses emotional 
appeal? Why is the appeal type (in) 
appropriate? (in-class activity) 
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7 30 Aug Creative Strategy III 
- Media Choices 
- Evaluating Options 
- Alternative Media 

 

Ch. 11 No Tutorials 

Mid-session Break (3 – 9 Sep) 

8 13 Sep Promotions Mix I 
- Direct Marketing 
- Interactive Marketing 

Ch. 13 & Ch. 14 DUE: Out-of-class activity – Worksheet 
(P4 – P6) 
DUE: In-class activity – Self-test Exam 2 

9 20 Sep Promotions Mix II 
- Public Relations 
- Sales Promotion 

 

Ch. 15 & Ch. 16 Q. Bring in one piece of effective direct 
marketing that you have received. Why was 
it effective? Why do you think the 
company picked this type of direct 
marketing over others?  (in-class activity) 
 
Discuss Worksheet  

10 
 

27 Sep Promotions Mix III 
- Sales Promotion (cont.) 
- Personal Selling 

 

Ch. 16 & Ch. 17 No Tutorials 
 

III. Wrap-up 

11 
 

4 Oct TBA Group Work  DUE: Out-of-class activity – Worksheet 
(P1 – P7) 
DUE: In-class activity – Self-test Exam 3 

12 11 Oct Review & Catch-up 
Briefing for Final Exam 

 No Tutorials 
DUE: SHORT PITCH & FINAL 
REPORTS  

Week 13 – No lectures, tutorials, or Consultations 
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PART B: KEY POLICIES, STUDENT RESPONSIBILITIES AND 
SUPPORT 
 
1 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!). 

 
2 STUDENT 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. 
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’. 
 
It is your responsibility to ensure that: 
 
1. You are recorded by the University as being correctly enrolled in all your courses.   
2. You have successfully completed all prerequisite courses. Any work done in courses for 
which prerequisites have not been fulfilled will be disregarded (unless an exemption has been 
granted), and no credit given or grade awarded. 
3. You abide by key dates:     
Monday 16th July is the first day of Semester 2 lectures.  
Sunday 22nd July is the last day you can change your enrolment and timetable via myUNSW, 
and is also the due date for Semester 2 fees. 
Friday 31st August (end Week 7) is the last day to discontinue without financial penalty 
(census date). Applications to start FEE-HELP must also be lodged well before this date. 
Sunday 2nd September (end Week 7) is the last day to discontinue without academic penalty. 
4. 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 
semester’s examination period. The scheduling of examinations is controlled by the University 

http://www.lc.unsw.edu.au/plagiarism/index.html�
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.html�
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�
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administration. No early examinations are possible. The examination period for Semester 2, 
2012, falls between Friday 26th October and Tuesday 13th November (provisional dates 
subject to change). 
5. When the provisional examination timetable is released, ensure that you have no clashes or 
unreasonable difficulty in attending the scheduled examinations.  
6. Schools in the ASB schedule a common date for any supplementary exams that may be 
required. For Semester 2, these are:  
  28th November 2012 – exams for the School of Accounting 
  29th November 2012 – exams for all Schools other than Accounting and Economics 
  30th November 2012 – exams for the School of Economics 

2.1  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. 

2.2 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).  

2.3 General Conduct and Behaviour 
This course should be exciting and challenging, while fun for everyone. To encourage a positive 
learning environment, there are certain rules about your conduct in the classroom: 

• Turn your cell phones off or on silent before class begins. Texting is unacceptable 
classroom behavior. If I see you texting or otherwise using your phone during 
class time, I reserve the right to 1) ask you to put your phone away, 2) take your 
phone until class ends, or 3) ask you to leave the classroom for the remainder of 
the class session.  If you must take a call for any reason, notify me prior to the start of 
class that such a call may occur and leave the classroom to take the call. 

• When you come to class be prepared to actively participate. You should have read 
that day’s material BEFORE coming to class. In addition, the classroom is not the 
place to sleep, read the paper, do crossword puzzles or Sudoku, etc.  

• Be respectful when your classmates are speaking – let other people finish when they 
speak and carefully listen to what they have to say. You do not have to agree with 
everything others say, but you should respect their opinion.  

• You are exposed to advertising (and promotions) daily, more than you realize. 
Therefore, your observations and experiences as a consumer give you valuable 
knowledge and insights. Therefore, you should share your thoughts during class 
discussions.  During discussions, I will act as a facilitator, which may mean calling on 
students who are not participating or passing over students who have already 
participated. It is also important to ask about anything that you are not clear about. If 
you don’t understand, then others may also find clarification helpful.  
 

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

2.4 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/  

2.5 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. 
 
 
3 SPECIAL CONSIDERATION AND SUPPLEMENTARY 

EXAMINATIONS 
 
You must submit all assignments and attend all examinations scheduled for your 
course. You should seek assistance early if you suffer illness or misadventure which 
affects your course progress.  
 
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, 
please study carefully 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 lodged 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: 

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�
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html�
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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 50% on all components 
completed and meeting the obligation to have attended 80% of your classes. 

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, 2012 are: 
28 November 2012 – exams for the School of Accounting 
29 November 2012 – exams for all Schools except Accounting & Economics 
30 November 2012 – exams for the School of Economics 
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 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. 
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4 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) 
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   

• 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; Ph: 9385 3189 

• 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  

• 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 With Stress’ and ‘Procrastination’.  
Office:  Level 2, Quadrangle East Wing; Ph: 9385 5418 

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