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PART A. COURSE SPECIFIC INFORMATION 
 
1. STAFF CONTACT DETAILS 
 
Position Name Email Availability;  Phone 

Lecturer-in-charge Gavin Northey g.northey@unsw.edu.au Fri 1030-1130 tba 

 
 

2. COURSE DETAILS 
 
2.1. Teaching Times and Locations 
The lecture for this course takes place on Wednesday, in Mechanical Engineering, Room 304. 
Each session will run for 3 hours from 11am – 2pm, incorporating both lecture and tutorial in a 
seminar style. See the schedule on page 7 for dates. Also refer to the Tutorial Schedule 
available on the Blackboard site for this course. 

 
2.2. Units of Credit 
The course MARK 2084 is worth 6 UOC. 

 
2.3. Summary of Course  
This course explores the impact of the Internet, the World Wide Web, and emerging 
technological innovations on the marketing of goods and services. It examines consumer 
response to these innovations and factors that lead to the adoption of these new 
technologies. Students will examine electronic technologies and their impact on marketing 
strategy, consumer behaviour, market segmentation, positioning, and communication 
strategies in particular. An emphasis is placed on the utilisation of traditional marketing 
concepts within the emerging electronic environment. The changing technology 
environment means that marketers need to understand the way firms interact with the 
market, and how firms are taking advantage of new technologies to improve their 

marketing strategies. 
 
2.4. Course Aims and Relationship to Other Courses 
The general aims of this course are:  

 To provide an introduction into recent and expected technological changes and how 
these changes alter traditional marketing practices.   

 To understand the key concepts, issues, parameters and concerns when using e-
technologies like the Internet as a marketing tool.  

 To develop students’ ability to understand, analyse, and apply E-Marketing tools in a 
marketing context. 

Students should emerge from this course as knowledgeable business managers, capable of 
understanding how the Internet and other digital technologies can be used to provide added 
value to the consumer. Students will learn a great deal about the opportunities and limitations of 
the Internet and other electronic communications channels in business. Ideally, students should 
also be able to apply their knowledge in their personal, disciplinary, and professional 
endeavours while at the same time gaining valuable experience in the process.  
For most businesses, understanding the process involved in evaluating the e-marketing 
environment and the implications for strategic marketing is a major key to success. E-marketing 
strategy involves looking at how the Internet and other e-commerce technologies can be used in 
conjunction with traditional media to acquire and deliver services to customers, ultimately to 
improve managerial decision making across all areas of marketing. In this course we examine 
various marketing management concepts and models covered in other marketing courses and 
consider the impact of e-marketing technologies on traditional marketing concepts. Examining 
the impact of e-marketing for a broad array of marketing management decisions further 
complements the subjects taught in the BCom, marketing specialisation, and the BCom in 
general. 
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2.5. Student Learning Outcomes 

By the end of this course, you should be able to:  
1) Gain an understanding of the e-marketing concepts, theories and practices needed by 

the successful manager in today’s business environment  

2) Develop a basic knowledge of the role of the strategic marketing plan in business e-
decisions  

3) Understand the impact of the environment, the customer and the competition on the 
organization’s e-marketing strategy  

4) Formulate e-marketing strategies that offer value to customers while increasing 
organizational competitiveness and profits  

5) Acquire an in-depth knowledge of how the marketing variables of product, price, 
promotion and distribution are used in executing e-marketing strategies  

6) Understand how research methods can be used effectively on the Internet  

7) Develop skills in evaluating and applying electronic marketing strategies to improve 
analytical thinking and communication skills  

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 

1, 3-7 1 Critical thinking and problem solving 

4, 7 2 Communication 

4, 7 3 Teamwork and leadership 

1-3 4 Social, ethical and global perspectives 

1-7 5 In-depth engagement with relevant disciplinary knowledge 

4, 7 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). 

 

3. LEARNING AND TEACHING ACTIVITIES 
 
3.1. Approach to Learning and Teaching in the Course 
This course will involve not only lecture and reading material, but will draw upon the experience 
of both students and teaching staff to provide practical examples of e-marketing theories and 
concepts. This will be achieved by engaging students in classroom discussion, as well working 
through case studies in tutorials, and through presentation of ‘real-world’ examples by the 
lecturer and guest speakers. Students will also demonstrate their knowledge through an 
individual research project, thoroughly researching a current topic in e-marketing and presenting 
their findings. Finally, students will work in groups on a project for an industry client. This group 
project will require students to formulate e-marketing strategies for an industry client. In 
essence, this course will require students to combine both theoretical and conceptual 
knowledge to develop e-marketing strategies in a real-world context. 

 
3.2. Learning Activities and Teaching Strategies 
This course will be conducted on a discussion and lecture basis, with supplementary tutorials 
built into the lectures. The lectures will primarily summarise and synthesise the key points in the 

http://www.asb.unsw.edu.au/learningandteaching/aboutlearningandteaching/graduateattributes/Pages/default.aspx
http://www.asb.unsw.edu.au/learningandteaching/aboutlearningandteaching/graduateattributes/Pages/default.aspx
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chapters and readings and explain and/or elaborate upon the more difficult principles. 
Importantly, lectures will draw upon the experience of both students and lecturer, via classroom 
discussion, to provide relevance via real world examples of concepts and models. It is your 
responsibility to study the reading assignments prior to class in order that you may contribute, 
participate intelligently and thus gain maximum value from the course. Tutorials will be used to 
provide real world examples and managerial implications of theories, concepts and models. 
Furthermore there will be the occasional guest speaker from industry. Finally, the major project, 
an e-marketing strategic report will allow students to draw on their acquired research and 
application skills, to see how the various e-marketing concepts and theories can be applied to 
company strategy. 
The success of the subject is largely dependent on the involvement and contribution of students 
with respect to the questions and issues raised by themes covered in this subject. 

 

4. ASSESSMENT 
 
4.1. Formal Requirements 

In order to pass this course, you must: 
 achieve a composite mark of at least 50; and 

 submit for assessment all individual components of assessment. 

 Achieve at least 50% on each quiz 

If you do not receive at least 50% on each quiz, then you will receive a UF grade. 
 
4.2. Assessment Details 
 

Assessment Task Weighting Length Due Date 

1. Tutorial Assignments 10% To be advised Ongoing 

2. Individual Research Project 20% 5000 words 
Week10 
28

th
 Sep 

3. Quizzes (2 quizzes - 15% each) 30% total N/A 
Wk 7 - 31

st
 Aug 

Wk 13 – 19
th
 Oct 

4. Group Project 40% 10,000 words 
Week 13 

19
th
 Aug 

 
4.2.1 Individual Assessment Details 

 
Tutorial Participation/Assignments  
Tutorials are designed to allow students to work on specific cases/assignments in designated 
groups, and to interact with other classmates and the lecturer in a small forum. This will 
enhance group dynamics, and allow students to engage in critical thinking and problem solving 
relating to international marketing. Before each tutorial students will be expected to have read 
the assigned questions and prepared written answers as a basis for discussion prior to 
attending the tutorial (as per tutorial schedule on Blackboard).  During the tutorial, students may 
be called upon to answer questions, lead discussion and debate case related issues. The tutor 
reserves the right to collect written responses to assignment questions, so students 
MUST prepare written responses for EACH assignment. A minimum of three (3) 
assignments will be collected during the course.  
The assignments and cases are a critical part of the course learning and mandate full 
attendance and participation, as both are used in determining assessment of tutorial marks.  
It is a course requirement that all students attend a minimum of 80% of the tutorials to 
pass this component of the course.. 
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Individual Research Project  
Students are expected to conduct an individual research project (individual assessment). They 
may choose from a list of potential topic areas (see Research Project Topics below), or choose 
to conduct research on a topic of their choice, subject to an approved project proposal.    
Written papers should not exceed 5000 words A4 sized, 12 point font with 1.5 line spacing 
format, exclusive of attachments.  Papers must be fully referenced using Harvard Referencing 
or APA referencing standards. Papers submitted without a reference list or bibliography 
conforming to either of these standards will not be graded. The due date for the individual 
Research Project is Tuesday September 27 in week 10. A softcopy form must be uploaded 
via the Blackboard site using the Turnitin Inbox by 11.59pm on Tuesday 27

th
 September. A 

hardcopy is also to be given to the lecturer in the week 10 class. 
 
Marking guidelines will be supplied in the tutorial. 

 
Research Project Topics  

 Choose an industry and examine how e-marketing has changed the dynamics of that 
industry (e.g., through new customer interaction, new value proposition, shape and form 
of product offering, or distribution). 

 Looking at how e-technologies have impacted upon the distribution of 
products/services, discuss and apply models of disintermediation/reintermediation and 
the impact for a specific firm. This can be treated as a case study with a specific firm 

 Develop/Apply a promotions/communications model examining how e-marketing 
communication decisions should be made, and how firms might go through the media 
planning process. This can be done at the firm, industry or customer level. 

 Choose a retail sector that has an opportunity to develop an e-tailing environment, but 
has yet to fully embrace e-marketing. Develop an e-tailing strategy for a particular firm 
or industry and research the issues/benefits for that firm or industry. 

 Research how firms ‘do research’ on the web. What tools are available? What are the 
issues/concerns involved? What are the benefits? In doing so, you should actually 
develop a survey instrument and administer it to a small sample. Using this experience, 
you can then discuss the benefits/drawbacks and possible applications of such 
research tools. 

 Compare the effectiveness of current methods of online advertising including banner 
ads, site co-branding and sponsorship. This project would require you to research 
statistics, publications and media stories, etc. to examine how such tools are used, 
and/or talk with a firm who is currently using such methods to determine their 
effectiveness. Issues such as how to measure effectiveness (short and long term), as 
well as return on investment, ability to target audience should be discussed. 

 Explain the concept of a ‘virtual community’ and how such communities can be used as 
part of relationship marketing. This would require that you take part as a participant 
observer in a virtual community, documenting the relationship marketing process.  

 Provide a comprehensive analysis of the formation of e-marketplaces. What e-
marketplaces exist, how are they managed, what value do they provide, etc. You would 
need to first develop a set of criteria to evaluate e-marketplaces, then analyse a broad 
set of marketplaces along this set of criteria.  

 Other ideas? You have only been provided a short list of ideas for topics. Certainly 

there are many other potential topic areas. If students would like to develop a brief 
proposal to study an area outside the list of topics above, please submit your proposal 
by August 3rd in week 3. 

 
Course Quizzes   
There will be two (2) in-class quizzes that will be administered during the course to develop 
skills involved in scholarly enquiry and effective communication of the acquired knowledge 
throughout the course. Each quiz will be a 1.5 hour, closed book assessment, and will draw on 
work covered in lectures, discussions, textbook material and course readings.  The structure of 
each quiz will be a combination of multiple choice, essay and short answer questions. Course 
quiz 1 will cover the first six weeks of material (chapters 1-6, plus lecture notes, readings, etc.), 
and will be conducted in week 7 on August 31st. Course quiz 2 will cover the remaining five 
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weeks of material (chapters 7-12, plus lecture notes, guest lectures, readings, etc.), and will be 
conducted in week 13 on Oct 19th. Students must obtain a minimum of 50% on each quiz to 
pass the course.  

4.2.2 Group Assessment Details 
The group project will expect in-depth engagement with a company which is in the process of 
developing e-marketing strategies. This project involves the development of an e-marketing 
strategic plan for an actual company, and is expected to help students build skills required for 
collaborative and multidisciplinary work. Students are expected to form project groups (3-4 
students per group only) and to identify a project within the first week of class. The company 
has provided a list of projects for student groups to choose from. Once students form into 
groups in week 1, the lecturer will distribute the list of project briefs and ask groups to nominate 
or prioritise the choice of projects. The lecturer will then assign groups to projects at the end of 
week 1 lecture. 
 
A project brief will be given out in week one with guidelines on completing the assignment, 
format requirements, tips on effective group work, submission requirements and a marking 
guide.  

 
4.3. Assessment Format 
Refer to the Group Project Brief that will be distributed in class and via Blackboard for details on 
assignment format. 

 
4.4. Assignment Submission Procedure  
Refer to the Group Project Brief that will be distributed in class and via Blackboard for details on 
assignment submission procedures.  

 

4.5. Late Submission 
Each piece of course assessment is due on the date indicated in the respective course outline. 
Late submission will incur a penalty of 10% of the percentage weight of the assessment 
component per day after the due date and will not be accepted after 5 working days. Extensions 
will only be granted on medical or compassionate grounds under extreme circumstances, and 
will not be granted because of work and other commitments. Requests for extensions must be 
made to the lecturer prior to the due date. Medical certificates or other evidence of extreme 
misfortune must be submitted through a special consideration form and must contain 
information that justifies the extension sought. 
 

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. 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 end of semester CATEI evaluations. 
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6. COURSE RESOURCES    
 

6.1 Prescribed Text 

Chaffey, D., Ellis-Chadwick, F., Mayer, R., and Johnston, K., 2009. Internet marketing: 
Strategy, Implementation and Practice (4th ed.). Pearson Education, Harlow, Essex.  

Textbook website: http://wps.pearsoned.co.uk/ema_uk_he_chaffey_intmark_4/ 

The text that is required for this course is available from the University Bookshop:  
 

6.2 Suggested Additional Readings 

Chaffey, D., 2008, eMarketing eXcellence: Planning and Optimising Your Digital Marketing, 3rd 
ed. Burlington: Elsevier, 2008. [electronic resource via Library] 

Hanson, W. A. and Kalyanam, K., 2007. Internet marketing & e-commerce. Thomson South-
Western, Mason, Ohio. 

Harris, L. 2007, Marketing the e-Business, Second Edition, Hoboken: Taylor & Francis, 
[electronic resource via Library]. 

Krishnamurthy, S., 2006, Contemporary research in e-marketing.Volume 2, Hershey, PA: Idea 
Group Pub., [electronic resource via Library] 

Mohammed, R. A., Fisher, R. J., Jaworski, B. J., and Paddison, G. J., 2004. Internet marketing: 
building advantage in the networked economy (2nd ed.). McGraw-Hill/Irwin, New York. 

Moran, M., 2008. Do it wrong quickly: How the web changes the old marketing rules. Pearson 
Education, Crawfordsville, Indiana. 

Roberts, M. L., 2008. Internet marketing: Integrating online and offline strategies (2nd ed.). 
Atomic Dog, Thomson, Mason, Ohio. 

Strauss, J., and Frost, R., 2009. E-marketing (5th International ed.). Pearson Prentice Hall 

 
6.3 Suggested Journals 

Electronic Markets 

Electronic Business 

Electronic Commerce Research 

International Journal of Electronic Business Management 

International Journal of Internet Marketing and Advertising (IJIMA) (not at UNSW yet) 

Journal of Database Marketing & Customer Strategy Management 

Journal of E-Business www.journalofe-business.org  

Sydney Morning Herald – Technology section 

Note: There are a number of other useful electronic marketing texts on the market and new 
ones are being released on a regular basis. 

 

6.4 Blackboard 

 Lecture notes, handouts and course materials are available via Blackboard. 

 Online discussion is encouraged especially if it is regarding general course information 
relevant to all students. Rather than emailing the Lecturer with questions, post your 
questions on Blackboard as there may be other students that can assist you. This way, 
everyone in the course can benefit from the information. 

 
 
 

http://wps.pearsoned.co.uk/ema_uk_he_chaffey_intmark_4/
http://www.journalofe-business.org/
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7. COURSE SCHEDULE 
 

Week Date Lecture Content/Topic Tutorial  

1 20
th

 July 
Introduction to E-Marketing, Course Outline, 

Assessment, Group Formation, Project Allocation 
Chapter 1 

2 27
th

 July 
- The micro-environment of E-Marketing 
- Presentation of project briefs for industry partner 

Chapter 2 

3 3
rd

 Aug 
- The macro-environment of E-Marketing 
- Individual Research Project proposal due 

Chapter 3 
Reading 1 

4 10
th

 Aug - E-marketing Strategy  
Chapter 4 
Reading 2 

5 17
th

 Aug - The Internet & the marketing mix 
Chapter 5 
Reading 3 

6 24
th

 Aug - Relationship marketing using the Internet  Chapter 6 

7 31
st

 Aug - QUIZ 1 (chapter 1-6, lecture notes, readings)  

  
Mid-semester break 

3rd Sep – 11th Sep 
 

8 14
th

 Sep - Delivering the online customer experience  
Chapter 7 
Reading 4 

9 21
st

 Sep - B2B and B2C Internet marketing 
Chap 11 & 12  

Reading 5 

10 28
th

 Sep 
- Planning a campaign for digital media  
- Individual Research Projects Due 

Chapter 8 
Reading 6 

11 5
th

 Oct - Communications using digital media channels Chapter 9 

12 12
th

 Oct 
- Evaluation and improvement of digital channel 
performance 

Chapter 10 

13 19
th

 Oct 
- QUIZ 2 (chapter 7-12, notes, guest lectures, readings)  
- Group Projects Due   
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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 and ELISE Plus tutorials for all new UNSW students: 
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm. 
 

To see if you understand plagiarism, do this short quiz: 
http://www.lc.unsw.edu.au/plagiarism/plagquiz.html 

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

For the ASB Harvard Referencing Guide, see the ASB Referencing and Plagiarism webpage 
(ASB >Learning and Teaching>Student services>Referencing and plagiarism)   

 

 
2. STUDENT RESPONSIBILITIES AND CONDUCT 
 
Students are expected to be familiar with and adhere to university policies in relation to class 
attendance and general conduct and behaviour, including maintaining a safe, respectful 
environment; and to understand their obligations in relation to workload, assessment and 
keeping informed.  
 
Information and policies on these topics can be found in the ‘A-Z Student Guide’: 
https://my.unsw.edu.au/student/atoz/A.html. See, especially, information on ‘Attendance and 
Absence’, ‘Academic Misconduct’, ‘Assessment Information’, ‘Examinations’, ‘Special 
Consideration’, ‘Student Responsibilities’, ‘Workload’ and policies such as ‘Occupational Health 
and Safety’. 
 

 
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 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 and punctual attendance at lectures and seminars is expected in this course. 
University regulations indicate that if students attend less than eighty per cent of scheduled 
classes they may be refused final assessment.  
 

2.3. General Conduct and Behaviour 
 
You are expected to conduct yourself with consideration and respect for the needs of your 
fellow students and teaching staff.  Conduct which unduly disrupts or interferes with a class, 
such as ringing or talking on mobile phones, is not acceptable and students may be asked to 
leave the class. More information on student conduct is available at: 
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html 

http://www.lc.unsw.edu.au/plagiarism/index.html
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm
http://www.lc.unsw.edu.au/plagiarism/plagquiz.html
http://www.lc.unsw.edu.au/onlib/ref.html
http://www.asb.unsw.edu.au/learningandteaching/studentservices/resources/Pages/referencingandplagiarism.aspx
https://my.unsw.edu.au/student/atoz/A.html
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html
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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. 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 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 50% on individual assessments, 80% attendance 

for lectures and tutorials, and satisfactory performance on the group project team. 

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: 

http://www.ohs.unsw.edu.au/
https://my.unsw.edu.au/student/academiclife/StudentCentralKensington.html
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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 

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/supplementaryexamp
rocedures.pdf. 
 

4. 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) 

http://www.asb.unsw.edu.au/learningandteaching/studentservices/Pages/default.aspx  
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 Centre: :  https://www.it.unsw.edu.au/students/index.html 

Technical support for problems logging in to websites, downloading documents etc.: UNSW 

Library Annexe (Ground floor); Ph: 9385 1333. 

 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:  Quadrangle Building, Level 2, 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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