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PART A: COURSE-SPECIFIC INFORMATION 
 
1 STAFF CONTACT DETAILS 
 
Lecturer-in-charge: Dr Jack Cadeaux 
Room: Quad Building Rm. 3024 
Phone No: 9385 1436     
Email: j.cadeaux@unsw.edu.au 
Consultation Times – Tuesday 2pm-4pm (or by appointment) 
 
It is always best to contact me by e-mail. You should use your UNSW e-mail address in 
all official contact for this course. 
 
2 COURSE DETAILS 

2.1 Teaching Times and Locations 
Lectures start in Week 1 (20 July) to Week 12(12 October):  
The Time and Location are: 
 
Fridays from 2pm-5pm  
Electrical Engineering G24. 
 

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

2.3 Summary of Course  
The development and commercialisation of new products and new services is an 
important business function for many organisations. This course builds on knowledge 
of basic marketing concepts and complements this knowledge by developing a deeper 
understanding of strategic managerial and marketing aspects of innovation. It involves 
not only an application and extension of basic marketing concepts within the context of 
strategic innovation management, but also the further development of consumer 
market analysis skills in technical areas of product development research.  
 

2.4 Course Aims and Relationship to Other Courses 
The purpose of this course is to develop an understanding of new product and new 
service development from a strategic marketing and management perspective.  The 
topics cover a) the strategic basis for product development including sources and types 
of innovation, market entry timing, product market structure and competition, disruptive 
and entrepreneurial innovation, and developing new services and service bundles; b) 
marketing research techniques for new product development including user and lead 
user analysis and conjoint analysis; and c) managing the new product development 
process including collaboration and networks as well as strategies for launching and 
marketing new products and services. 
 
The student must have previously completed MARK1012.  
 



New Product and New Service Development 
MARK 3091 Semester 2, 2012 
Course-specific content  2012 Jack Cadeaux 
  

3 

 
 

2.5 Student Learning Outcomes  
 
Beyond the discussion of conceptual material and cases which are to be examined 
in the final exam, the market description and strategic market analysis assignments 
(as described in more detail later in this outline) add a second dimension to the 
learning process, that of focused application of concepts and analytic methods. 
These tasks contribute to student development in terms of scholarly inquiry, 
disciplinary knowledge, analytic and critical thinking, independent and reflective 
leaning, and information literacy.  In a number of places, text and lecture 
presentations will consider formal models for depicting strategies and processes for 
new product and service development. All students should expect to gain some 
practice in applying such models, when appropriate, in class discussions and in the 
assignment. These activities contribute to student development in terms of 
scholarly inquiry and disciplinary knowledge.  Students must also expect to work 
effectively in teams and to prepare formal written assignments in a clear and logical 
manner and to present their findings to the class. Thus, this course aims not only  
to develop the student’s critical understanding of a range of substantive strategic 
marketing phenomena, but also to encourage the student to present their analyses 
in a logical and convincing manner and to clearly show how their conclusions are 
based on evidence acquired through research (particularly, secondary research). 
These tasks contribute to student development in terms of scholarly inquiry, 
disciplinary knowledge, analytic and critical thinking, independent and reflective 
learning, information literacy, collaborative work, and effective communication. 
 
In light of the teaching strategies described above and the topics to be covered in 
the timetable for lectures and tutorial discussion described later in this outline as 
well as the required readings and assignments, the expected  student learning 
outcomes (SLOs) of this course are as follows: 

1. To develop a mature and critical understanding of concepts, theories, and 
evidence for effective strategic management of new product and new 
service development from a marketing perspective. 

2. To understand how market analysis tools and selected marketing research 
tools can be applied to assess new product and new service development 
opportunities. 

3. To understand the factors that underlie innovation performance and how 
these vary across different types of strategic product and service 
innovations. 

4. To be able to describe and present the market opportunity for a new product 
or service in terms of its potential users, as well as its competing and 
complementary products and services. 

5. To be able to analyse and present the market opportunity for a new product 
or new service in terms of the dynamics of entry timing and the likely 
trajectory for market development and potential for product-market 
disruption and/or entrepreneurial transformation. 
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6. To develop a basic awareness of how public policy, infrastructure, and 
social and organisational contexts might operate to either facilitate or inhibit 
product or service innovation.  

 

 
ASB Graduate Attributes 
 
The table below shows how the above six learning outcomes are related to five of 
the six attributes for graduates of the Australian School of Business: 
 

Student 
Learning 
Outcomes 

ASB Graduate Attributes 

1, 3, 4, 5, 
6 

1. Critical thinking and problem solving 

4, 5 2. Communication 

6 3. Social, ethical and global perspectives 

1, 2, 3, 4, 
5, 6 

4. In-depth engagement with relevant disciplinary knowledge 

1, 2, 4, 5 5. Professional skills 

 
To see how the ASB Graduate Attributes relate to the UNSW Graduate Attributes, refer 
to the ASB website (Learning and Teaching >Graduate Attributes). 
 
 
3 LEARNING AND TEACHING ACTIVITIES 

3.1 Approach to Learning and Teaching in the Course 
 
The class consists of informal lectures combined with class discussions of assigned 
text readings, cases, and journal articles. The purpose of the informal lectures is to 
present a critical discussion and assessment of assigned text and journal readings 
supplemented by a presentation of additional conceptual material. While the 
emphasis in lectures is the presentation of theory, the emphasis of tutorials is the 
application of this theory in the discussion of business cases. Lectures and are not 
a substitute for reading the assigned text chapters and cases. 

3.2 Learning Activities and Teaching Strategies 
 
The teaching strategy is to present a critical overview of conceptual, empirical and 
case material with an emphasis on theories and findings that are based on 
research evidence and coherent argument rather than the opinions and views of 
practitioners, be they successful or not. Students will develop and present a market 
description and a formal strategic marketing analysis for a new product or service in 
an industry context of their choice. The purpose of this assignment (as should be 
evident from the detailed assignment content and structure described later in this 
outline) is to allow the student to extend and reinforce their understanding of a wide 

http://www.asb.unsw.edu.au/learningandteaching/aboutlearningandteaching/graduateattributes/Pages/default.aspx�
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range of conceptual material within a particular business or industry setting (to 
complement the cross-business and industry approach generally taken in the text 
and in most of lectures and tutorials).  
 
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). 
• attend a minimum of 80% attendance in classes 

 

4.2 Assessment Details 
 

Component Value ASB Graduate 
Attribute(s) to Which 
Assessment Component 
is Related 

Class Participation   
(as recorded by participation tokens 
in account). 

10% (7% if participating 
in school research 
project) 

1, 2, 4 

Market Description for a New 
Product or New Service 
(See requirements later in this 
outline.) 
This individual assignment is a 
written description (max 400 words) 
due Week 5 (17 August) at start 
of class.  

15% 1, 2, 4, 5 

Strategic Market Analysis for a New 
Product or New Service   
(See comprehensive requirements 
later in this outline.) 
This assignment consists of a 
formal individual written assignment  
(max 1000 words) due Week 10 
(28 September) at start of class.   

25%     

 

1, 2, 4, 5 

Research participation  
(see details below) 

3% (optional) 4 

Final examination: Three Hours  
(Essay Format. Study questions 
available in Week 11 (5 October) 

50% 
 

1, 3, 5, 6 
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Final Examination (50%) 
 
The final exam is scheduled during the official exam period as set by the 
examinations unit. It will be a 3-hour written exam that will ask the student to 
critically analyse concepts and, in part, to apply those to cases we have discussed 
in class. Study questions for the exam will be circulated in Week 11 (5 Oct) and 
discussed in class in Week 12 (12 Oct). Preparation for and participation in the 
exam are related to ASB Graduate Attributes 1 Critical thinking and problem 
solving, 3 Social, ethical and global perspectives and 5 In-depth engagement with 
relevant disciplinary knowledge. 
 
All exams are scheduled and conducted in accordance with the UNSW Rules for 
the Conduct of Examinations and it is the student’s responsibility to be familiar with 
these rules. 
 
Class Participation (7-10%) 
 
Students must not only attend class but must also have read and analysed all of 
the assigned readings, cases, and discussion questions for each class. Thus, 
students are expected to participate in class discussion and be able to comment 
thoughtfully on the material provided. At the instructor’s sole discretion, 
“participation token” sheets will from time to time be given to students who make 
particularly thoughtful comments, answers, and remarks during the class session. 
The student must record their name and student number on the token paper and 
return it to the instructor immediately at the conclusion of the class. The instructor 
will use the accumulated account of tokens received for each student as a major 
input in preparing the final class assessment mark. Attendance at 80% of classes is 
a basic requirement. Since .8*12=9.6, more than two (2) unexcused absences 
may be reason in itself for failure in the course. 
 
Research Participation (3%) - Optional 
 
Students have a choice of participating in a faculty run research project when such a 
project becomes available. Available research projects will be announced in class.  The 
student will receive full marks for 3% credit in the course for reasonably attempting the 
research component, in which case the class participation component will be reduced 
to 7%. Alternatively, if the student does not participate in an authorised school research 
project, the student’s class participation mark weight will be 10%. 
 ` 

Background and School Policy for Research Participation in Class: 
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. 
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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. To receive the 3% credit students must return a 
research participation receipt, signed by both the student and the research invigilator, 
to the lecturer in charge. The receipt acts as a record of a student’s participation in the 
research project.  

Students should not participate in more than one research project in any one 
course.  
 
 

5 COURSE RESOURCES 

5.1 The core resources 
The prescribed materials for this course are: 
 
• Melissa A. Schilling, Strategic Management of Technological Innovation, (3rd 
      Edition), 2010, McGraw-Hill.   
• Six cases and one HBR article available via Blackboard under the UNSW ASB 

licensing agreement with Harvard Business School Press. Use the link on 
Blackboard to print a copy for yourself. 

• The MARK3091 Journal Article Readings shown later in this outline, all of which are 
available to individually download from the UNSW library Sirius e-Journal system. 
Due to copyright requirements, these must be downloaded from Sirius and can’t be 
posted on Blackboard 

 
MARK3091 Journal Article Readings (available to download from Sirius)  

• Ali, A. (1994), “Pioneering versus Incremental Innovation: Review and Research 
Propositions,” Journal of Product Innovation Management, 11, 46-61. 

• Atuahene-Gima, Kwaku (1996), “Differential Potency of Factors Affecting 
Innovation Performance in Manufacturing and Service Firms in Australia,” Journal 
of Product Innovation Management, 13, 1 (January), 35-52. 

• Bayus, Barry (1994), “Are Product Life Cycles Really Getting Shorter?”, Journal of 
Product Innovation Management, 11, 300-308. 

• Cadeaux, Jack (1997), “Counter-revolutionary Forces in the Information Revolution: 
Entrepreneurial Action, Information Intensity and Market Transformation,” European 
Journal of Marketing, 31, 11/12, 768-785. 

• Cadeaux, Jack (2008), “Transition Strategies between Product Space and Service 
Time: User Assets, Search Characteristics, and Co-production,” Journal of 
Strategic Marketing, 16 (1) February, 75-87. 

• Daneels, Erwin (2004), “Disruptive Technology Reconsidered: A Critique and 
Research Agenda,” Journal of Product Innovation Management, 21, 4 (July), 246-
258. 

• Day, George, Allan Shocker, and Rajendra Srivastava (1979), “Customer-Oriented 
Approaches to Identifying Product Markets,” Journal of Marketing, Fall, 8-19. 

• Franke, Nikolaus and Eric von Hippel (2003), “Satisfying Heterogeneous User 
Needs via Information Toolkits: The Case of Apache Security Software,” Research 
Policy, 32, 7, 1199-1215. 
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• Franke, Nikolaus, Eric von Hippel, and Martin Schreier (2006), “Finding 
Commercially Attractive User Innovations: A Test of Lead-User Theory,” Journal of 
Product Innovation Management, 23, 301-315. 

• Green, Paul, Abba Krieger, and Yoram Wind (2001), “Thirty Years of Conjoint 
Analysis: Reflections and Prospects,” Interfaces, 31, 3, Part 2 of 2, S56-S73. 

• Guiltinan, Joseph P. (1987), “The Price Bundling of Services: A Normative 
Framework,” Journal of Marketing, 51 (April), 74-85. 

• Gupta, Samir, Jack Cadeaux, and Arch Woodside (2005), “Mapping Network 
Champion Behavior in B2B Electronic Venturing,” Industrial Marketing 
Management, 34, 495-503. 

• Henard, David and David Szymanski (2001), “Why Some New Products are More 
Successful than Others,” Journal of Marketing Research, 38, 3 (August), 362-375. 

• Herstatt, C. and Eric von Hippel (1992), “”From Experience: Developing New 
Product Concepts via the Lead User Method: A Case Study in a ‘Low-Tech’ Field,” 
Journal of Product Innovation Management, 9, 3, 213-221. 

• Kerin, Roger, P. Varadarajan, and Robert Peterson (1992), “First-Mover 
Advantage: A Synthesis, Conceptual Framework, and Research Propositions,” 
Journal of Marketing, October, 33-52. 

• Shocker, Allan, Barry Bayus, and Namwoon Kim (2004), “Product Complements 
and Substitutes in the Real World: The Relevance of ‘Other Products’” Journal of 
Marketing, 68, (January), 28-40. 

• Sood, Ashish and Gerard Tellis (2005), “Technological Evolution and Radical 
Innovation,” Journal of Marketing, 69, (July), 152-168. 

• Song, Michael X., Anthony Di Benedetto, and Lisa Z. Song (2000), Pioneering 
Advantage in New Service Development: A Multi-Country study of Managerial 
Perceptions,” Journal of Product Innovation Management, 17, 378-392. 

• Srinivasan, Raji, Gary Lilien, and Arvind Ramaswamy (2004), “First in, First out? 
The Effects of Network Externalities on Pioneer Survival,” Journal of Marketing, 68 
(January), 41-58. 

• von Hippel, Eric (2000), “User Toolkits for Innovation,” Journal of Product 
Innovation Management, 18, 4 (July), 247-257. 

• Wind, Jerry, Paul Green, Douglas Shifflet, and Marsha Scarbrough (1989), 
“Courtyard by Marriot: Designing a Hotel Facility with Consumer-Based Marketing 
Models,” Interfaces, 19, 1 (January/February), 25-47. 

• Yli-Renko, H. and R. Janakiraman (2008), “How Customer Portfolio Affects New 
Product Development in Technology-Based Entrepreneurial Firms,” Journal of 
Marketing, 72 (September), 131-148. 
 

Blackboard 
The Blackboard site for this course includes such resources as lecture notes, 
timetables, updates, links, and announcements.  

 

5.2 Other useful resources 
Jeremy Davis and Timothy Devinney, The Essence of Corporate Strategy: Theory for 
Modern Decision Making, (1997), Allen and Unwin. 
 
William Moore and Edgar Pessemier, Product Planning and Management: Designing 
and Delivering Value, (1993), McGraw Hill. 
 
Glen Urban and John Hauser, Design and Marketing of New Products (2nd ed.), 1993, 
Prentice Hall. 
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Orville Walker, Harper Boyd, John Mullins, and Jean-Claude Larréché, Marketing 
Strategy: A Decision-Focused Approach (4th ed.), 2003, McGraw Hill. 

 
 
 
Journals 
 
Research articles about new product and new service development and the strategic 
marketing of innovations can be found in the following journals, to name a few: 
 
European Journal of Marketing 
International Journal of Research in Marketing 
Journal of Business Research 
Journal of Macromarketing 
Journal of Marketing 
Journal of Marketing Research 
Journal of the Academy of Marketing Science 
Journal of Product Innovation Management 
Journal of Strategic Marketing 
Industrial Marketing Management  
Management Science  
Marketing Science 
Research Policy 
Strategic Management Journal 
 
 
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.”  Although not necessarily 
in response to feedback, this session, MARK3091 includes three new HBSP cases and 
a significant revision of the class program as well as the major assignment structure. 
Positive feedback from earlier years led to the retention of most other components. 
 
 
 
 
 

7 COURSE SCHEDULE 
 
{the course schedule is only available in the complete outline} 
  



 
[Course Code – Course Name]   
 

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 
web page:  (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’, ‘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.  
 
Information on expected workload: 
https://my.unsw.edu.au/student/atoz/UnitsOfCredit.html 
 

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 80% of 
scheduled classes they may be refused final assessment.  

http://www.lc.unsw.edu.au/plagiarism/index.html�
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm�
http://www.lc.unsw.edu.au/plagiarism/plagquiz.html�
http://www.lc.unsw.edu.au/onlib/ref.html�
http://www.asb.unsw.edu.au/learningandteaching/studentservices/resources/Pages/referencingandplagiarism.aspx�
http://www.asb.unsw.edu.au/learningandteaching/studentservices/resources/Pages/referencingandplagiarism.aspx�
https://my.unsw.edu.au/student/atoz/A.html�
https://my.unsw.edu.au/student/atoz/UnitsOfCredit.html�
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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 
 

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). Submit the originals or certified copies of your 
completed Professional Authority form (pdf) 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 lodge an online application for special 
consideration. 

https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
http://www.ohs.unsw.edu.au/�
https://my.unsw.edu.au/student/academiclife/ProfessionalAuthority.pdf�
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html#Supportingdocumentation�
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html#Supportingdocumentation�
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html�
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4. Decisions and recommendations are only made by lecturers-in-charge (or by 
the Faculty Panel in the case of UG final exam special considerations), not by 
tutors. 

5. Applying for special consideration does not automatically mean that you will be 
granted a supplementary exam or other concession. 

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

 
ASB Policy on requests for Special Consideration for Final Exams in 
Undergraduate Courses: 
The policy of the School of Marketing  is that the lecturer-in-charge will need to be 
satisfied on each of the following before supporting a request for special consideration: 

1. Does the medical certificate contain all relevant information? For a medical 
certificate to be accepted, the degree of illness, and impact on the student, 
must be stated by the medical practitioner (severe, moderate, mild). A 
certificate without this will not be valid. 

2. Has the student performed satisfactorily in the other assessment items? 
Satisfactory performance would require at least a passing mark of 50 in all 
other assessment items and meeting the obligation to have attended 80% of 
tutorials. 

3. Does the student have a history of previous applications for special 
consideration? A history of previous applications may preclude a student 
from being granted special consideration. 

 
Special Consideration and the Final Exam: 
Applications for special consideration in relation to the final exam are considered by an 
ASB Faculty panel to which lecturers-in-charge provide their recommendations for 
each request. If the Faculty panel grants a special consideration request, this will entitle 
the student to sit a supplementary examination. No other form of consideration will be 
granted. The following procedures will apply: 

1. Supplementary exams will be scheduled centrally and will be held 
approximately two weeks after the formal examination period. The dates for 
ASB supplementary exams for Session 1, 2012 are: 
28 November 2012 – exams for the School of Accounting 
29 November 2012 – exams for all Schools   except Accounting and 
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. 
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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. 

 
 
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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