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Course-Specific Information 
 
 
 
The Business School expects that you are familiar with the contents of this 
course outline. You must also be familiar with the Course Outlines Policies 
webpage which contains key information on: 

• Program Learning Goals and Outcomes 
• Academic Integrity and Plagiarism 
• Student Responsibilities and Conduct 
• Special Consideration 
• Student Support and Resources  

 
This webpage can be found on the Business School website: 
https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies 
 

School of Marketing 
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COURSE-SPECIFIC INFORMATION 
 
1 STAFF CONTACT DETAILS 
Lecturer-in-charge: Jake An 
Email: jake.an@unsw.edu.au 
Consultation Times – by appointment 
 
A full list of tutors will be posted on Course Website. 
 
 
2 COURSE DETAILS 

2.1 Teaching Times and Locations 
Classes run during U1C teaching period, which has six teaching weeks (04/12/2017 - 
28/01/2018) with a teaching recess from 16/12/2017 – 1/01/2017. 
 
Lecture: Tue 16:00 - 18:00 (Weeks:1-2,3-6), Thu 16:00 - 18:00 (Weeks:1-2,3-6) 
Tutorial Class 1337: Tue 18:00 - 19:00 (Weeks:1-2,3-6), Thu 18:00 - 19:00 (Weeks:1-
2,3-6) 
Tutorial Class 1338: Tue 19:00 - 20:00 (Weeks:1-2,3-6), Thu 19:00 - 20:00 (Weeks:1-
2,3-6) 
 
Location: Central Lecture Block 3 
 
 
A full list of tutorials, times and tutors will be on the Course Website. 

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

2.3 Summary of Course  
 
This course explores the impact of the Internet, digital and social media, 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 digital technologies and their impact on 
marketing strategy, consumer behaviour, digital marketing, digital analytics and 
communication strategies. An emphasis is placed on the utilisation of contemporary 
digital marketing applications 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 
 
This course is offered as part of the marketing stream in the Bachelor of Commerce 
degree. A prerequisite for this course is MARK1012 Marketing Fundamentals. This 
course builds on the theory from MARK1012 and applies the knowledge to the digital 
environment. The course has a number of aims and objectives:  

1. Provide students with a clear understanding of Digital Business as a whole, 
including Digital Marketing and e-Commerce within that.  
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2. Promote knowledge of digital infrastructure requirements and the role of 
design for digital properties  

3. Identify key topics relating to online consumer behaviour  
4. Raise awareness of important issues concerning cyber-law and cyber-

security  
5. Provide students with an applied knowledge of website analytics. 

 

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

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

For more information on Program Learning Goals and Outcomes, see the School’s 
Course Outlines Policies webpage available at 
https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies  

The following table shows how your Course Learning Outcomes relate to the overall 
Program Learning Goals and Outcomes, and indicates where these are assessed (they 
may also be developed in tutorials and other activities): 
 
 

Program Learning Goals 
and Outcomes 

Course Learning Outcomes Course Assessment 
Item 

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

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

This learning 
outcome will be 
assessed in the 
following items: 

1. Knowledge Explain the concept of digital business 
and its relationship to broader 
marketing strategies. 
Explain the different types of data and 
approaches to analysis. 

Individual Assignment 
1 
Individual Assignment 
2 
 

2. Critical thinking and 
problem solving 

Analyse website data and integrate it 
with market information 
Identify relevant consumer behaviour 
using website analytics 

Class participation 
Individual Assignment 
1 
Individual Assignment 
2 
 

3a. Written 
communication 

Develop plans that reflect the overall 
digital and marketing strategies. 

Individual Assignment 
1 

https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies
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Individual Assignment 
2 
Group Report 

3b. Oral communication  Group Presentation 

4. Teamwork  Work collaboratively to complete the 
major group project. 

Team peer evaluation 

5a. Ethical, social and 
environmental 
responsibility 

Identify and assess legal and social 
considerations in digital marketing. 

Class participation 
 

5b. Social and cultural 
awareness 

Not specifically addressed in this 
course. 

 

 
 
3 LEARNING AND TEACHING ACTIVITIES 

3.1 Approach to Learning and Teaching in the Course 
 
The course will be delivered through both lectures and tutorials throughout the semester. 
Course delivery will consist of a 2hr lecture and a 1hr tutorial. Lectures will cover relevant 
theory from the text and may include guest speakers for specific topics. Tutorials will 
cover applied topics such as web analytics, digital marketing and campaign 
management. 

3.2 Learning Activities and Teaching Strategies 
 
This is a classroom-based course and, as such, the approach will be fairly instructive. 
However, we will try and vary the pace by having a mix of formal lectures, exercises, 
case studies and external guest speakers. 
 
The purpose of the lectures will be to provide frameworks for exploring the scope of 
digital marketing and web analytics, the various marketing concepts and theories, which 
will be supported with real-world examples and their managerial implications. The 
relevant reading(s), to be read prior to attending the lecture on the relevant topic, provide 
more detail about these concepts, theories of managerial issues.  
 
The tutorials will be used to reinforce material covered in lectures. The tutorials will not 
be a repeat of the lecture; they have been designed to help you explore and discuss the 
more challenging concepts, to become fluent in the use of marketing jargon and to learn 
through examples, research efforts and interaction with others. The tutorials will have 
various exercises such as discussions, problem solving or case analyses.  
 
You will also be completing a project as a team task. The purpose of the team based 
activities is to allow you to:  

• apply the concepts in learnt in the lectures and readings to a practical example; 
• enhance critical thinking and analytical skills;  
• enhance presentation skills; and  
• engage with others in the class.  

 
Discussion in the tutorial sessions, quizzes and collaborative activities such as team task 
and presentations will help you integrate, synthesize, apply and present materials that 
you learn in the course. To maximize learning, you are expected to have read the 
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prescribed material (e.g., text chapters, readings) prior to attending lectures and tutorials, 
and to have made note of any question, issue or example that you will like to bring up in 
discussion. Remember that readings only provide the basic framework and give a good 
sound start; you need to supplement and update lecture/tutorial materials by reading, 
thinking, discussing and debating. 
 
4 ASSESSMENT 

4.1 Formal Requirements 
In order to pass this course, you must: 

• achieve a composite mark of at least 50; and 
• make a satisfactory attempt at all assessment tasks (see below). 

4.2 Assessment Details 
 

Assessment Task Weighting Length Due Date 
Individual Assessment 

Class participation 7% In-tutorial Weeks 1-6 

Research 
Participation 

3% 30 minutes TBA 

Individual 
Assignment 1 

20% 2,000 words 
(max) 

4pm 2 Jan 2017 

Individual 
Assignment 2 

20% 2,000 words 
(max) 

4pm 25 Jan 2017 

Group Assessment 

Group Report 30% 3000 words 4pm 11 Jan 2017 

Group Presentation 20% 45 minutes TBA 

Total 100%   
 

4.2.1 Class participation (7% - individual) 
 

• You are expected to make thoughtful and constructive contributions to class 
discussion. You need to come to tutorials and class prepared to discuss 
readings, cases and exercises. The purpose of participation is to give you an 
opportunity to engage in discussion and share your thoughts; help you articulate 
and communicate a point of view; and also, in discussing your ideas in class, you 
will be assisting your fellow classmates to gain a better understanding of a topic 
areas. 

• Your regular and punctual attendance at lectures and tutorials is expected in this 
course. University regulations indicate that if students attend less than 80% of 
scheduled classes they can be refused final assessment (see Section 10.2, Part 
B) and requests for special consideration (see Section 11, Part B). 

 
 
4.2.2 Research participation (3% - individual) 
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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. Such research has implications for improved understanding of 
consumers, management practices, corporate organisation, and social policy 
directives. The established findings of academic research are the core basis of 
teaching and knowledge dissemination at the University. Being part of the university 
culture students are encouraged to explore the research environment at UNSW and 
experience the process of knowledge generation by participating in faculty 
administered research projects. These projects will likely relate closely to the topics 
studied in the course and represent the cutting edge of research in the topic area. 
Participation in the faculty administered research projects is encouraged, but is not 
compulsory. Students who choose to participate in a faculty run research project are 
entitled to 3% credit in the course. Please note that the 3% is part of course 
assessment, and not a bonus 3% on top of the 100%. To receive the 3% credit 
students must return a research participation receipt, signed by both the student and 
the research invigilator, to their tutor in the enrolled tutorial. The receipt acts as a 
record of a student’s participation in the research project. Students who choose not to 
participate in a research project earn the 3% credit by doing a piece of assessment, 
which is the standard requirement in the course. The alternative assignment is to write 
a summary & critique for one academic article (500 words for the article) related to the 
course content. Please see lecturer in determining article and topic of review.  
 
4.2.3  Individual Assignment 1 (30%) and 2 (30%): Journal article critiques 
 
There will be two journal articles reading assigned by the lecturer (3 in total) which will 
provide you with examples of how digital technologies impact on marketing strategy, 
consumer behaviour, digital marketing, digital analytics and communication strategies. 
You will be required to hand in a 2,000 word, (excluding references, 12pt font, double 
spaced) summary containing what you have learnt from each article. Marking criteria 
will include: communication of key insights from the journal article; level of critical 
reflection; creativity of application and future research 
 
Your critique should include: 
 
1) The basic objective and positioning of the research 
2) 3-4 main strengths of the paper 
3) 2-3 main limitations of the paper  
4) Assessment of contribution to the research area and practice 
5) 2-3 future research directions  
 
 
The purpose of the individual assignment 1 and 2 is: 

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

• For you to demonstrate an ability to synthesise and integrate course 
material; 

• To provide an opportunity for you to make links between ideas, theories, 
frameworks, and practical problems, drawing on material from within and 
beyond this course; 

• To show that you can work independently. 
 
4.2.4  Group Project (30% Group Report, 20% Group Presentation) 
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For the project, students will form groups of six (6) from within their tutorial. Groups will 
have the opportunity to undertake an online digital marketing course, create a report and 
deliver an engaging presentation. The objective of the report and the presentation is to 
explain the latest concepts and practices of the digital marketing, and share the newly 
acquired knowledge and understanding with peers in an engaging way. A marking guide 
will be provided during the session to guide students. More details will be presented in 
Week 1. 
 

4.3 Assessment Format 
 
Assignment 1 and 2 should not exceed 2,000 words (single-sided, 12-point font, 1.5-
spaced). Please make a copy of the papers for your records. Papers submitted without 
a reference list or bibliography conforming to either of these standards will not be 
graded.  

4.4 Assignment Submission Procedure 
All written assessments should be submitted in person and uploaded on Moodle by the 
due date. 
 

4.5 Assessing Individual Contributions for Group Case Study 
Presentation  

Group members are required to submit a peer evaluation on the day of their 
presentation.  

Each student will evaluate the contributions of their group members (not 
themselves) in Week 13, 26 October 2016, using the School of 
Marketing’s WebPA Peer Assessment on the course Moodle site.  20% of 
group marks, i.e. 6 of 30 marks, will be adjusted based on peer 
assessment results to reflect the contribution of each student to the 
project. 
WebPA is based on a detailed list of evaluation criteria to rate team work 
skills, an important program learning goal of undergraduate degrees 
offered by the UNSW Business School. Group members bring different 
strengths to a project, and this should be reflected in your ratings, i.e. do 
not give each group member exactly the same score.  
Each student’s contribution score will be the average of the points 
received from their group members. Adjustments to individual marks 
will occur where an individual student’s peer evaluation score falls 
below an acceptable level. 

 

4.6 Special Consideration, Late Submission and Penalties 
For information on Special Consideration please refer to the Business School’s Course 
Outlines Policies webpage. 
Late submission will incur a penalty of 10% of the percentage weight of the 
assessment component or part thereof per day (including weekends) after the due 
date, and will not be accepted after 5 working days. An assignment is considered late if 
either the paper copy or the electronic copy has not been submitted on time. 

https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies
https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies
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Quality Assurance 
The Business School 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 Business School programs. All material used for such processes will be 
treated as confidential. 

 
5 COURSE RESOURCES 
The website for this course is on Moodle at: http://moodle.telt.unsw.edu.au  
 
A list of readings will be available on Moodle at the commencement of the session. 
 
6 COURSE EVALUATION AND DEVELOPMENT 
 
Each year feedback is sought from students and other stakeholders about the courses 
offered in the School and continual improvements are made based on this feedback. 
UNSW's Course and Teaching Evaluation and Improvement (CATEI) Process is one of 
the ways in which student evaluative feedback is gathered. In this course, we will seek 
your feedback through end of semester CATEI evaluations. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://moodle.telt.unsw.edu.au/
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7 COURSE SCHEDULE 
 

COURSE SCHEDULE 

Week Lecture Topic Tutorial Topic References Other Activities/ 
Assessment 

Week 1 
5 Dec 

Course Overview & 
introduction to digital 

marketing & web 
analytics 

TUTORIAL 1.1 See Moodle  

Week 1 
7 Dec 

Digital Marketing 
Customer Acquisition TUTORIAL 1.2 See Moodle  

Week 2 
12 Dec 

Digital Marketing 
Customer Retention TUTORIAL 2.1 See Moodle  

Week 2 
14 Dec 

Digital Marketing 
Customer Development TUTORIAL 2.2 See Moodle  

Mid-semester break: 16/12/2017 – 1/01/2017 

Week 3 
2 Jan 

Digital Marketing 
Competitive Advantage 

TUTORIAL 3.1 See Moodle 
Individual 

Assignment 1 
Due 

Week 3 
4 Jan 

Digital Marketing 
Product TUTORIAL 3.2 See Moodle  

Week 4 
9 Jan 

Digital Marketing Price TUTORIAL 4.1 See Moodle  

Week 4 
11 Jan 

Digital Marketing 
Promotion 

TUTORIAL 4.2 
Group Presentation See Moodle Group Report 

Due 

Week 5 
16 Jan 

Digital Marketing Place 
TUTORIAL 5.1 

Group Presentation See Moodle  

Week 5 
18 Jan 

Legal and Social 
Issues, and Cyber 

Security  

TUTORIAL 5.2 
Group Presentation See Moodle  

Week 6 
23 Jan 

The Future of Digital 
Marketing and 

Analytics 

TUTORIAL 6.1 
Group Presentation See Moodle  

Week 6 
25 Jan 

Course Review 
TUTORIAL 6.2 

Group Presentation See Moodle 
Individual 

Assignment 2 
Due 
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UNSW key dates for Summer Term: 

Summer Term U1 U1C U1B 

Teaching period 27 Nov 2017 – 2 Feb 2018 4 Dec 2017 – 25 Jan 2018 2 – 25 Jan 2018 

Study period 3 – 8 Feb 2018 27 Jan – 1 Feb 2018 27 Jan – 1 Feb 2018 

Exam period 9 – 12 Feb 2018 2 – 6 Feb 2018 2 – 6 Feb 2018 

    
Holidays & Observances:  
Christmas shutdown: 20 Dec 2017 - 1 Jan 2018 
‘Australia Day’ holiday: Friday 26 Jan 2017 

 
 

https://student.unsw.edu.au/calendar
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