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PART A: COURSE-SPECIFIC INFORMATION 

 

1 STAFF CONTACT DETAILS 

 

Lecturer-in-Charge   Haodong Gu 

Office    Quad Room 3021 

Phone    (02) 9385 9709 

Email     h.gu@unsw.edu.au 

Consultation Times   Online consultation time: Tuesday 15:00-16:00 

 

 

 

2 COURSE DETAILS 

2.1 Teaching Times and Locations 

 

Lectures start from 9
th
 December 2013 to 31

st
 January 2014. This course is an online course. All 

lecture materials, discussion, consultation, and group work are done via Internet. However, 

students come to UNSW to attend the final exam. Therefore, students should have (1) an 

Internet connectable computer, (2) Java enabled and updated webpage browser (preferably 

Internet Explorer), and (3) sound device and microphone to be able to attend the courses. 

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  

 

Marketing is a process by which organisations create, communicate, and deliver value to 

customers, build strong customer relationships, and capture value from customers. Elements of 

Marketing (MARK5700) examines how to manage and maintain profitable customer 

relationships by understanding observed and latent customer needs, translating these needs into 

offerings that customers want, creating awareness, communicating and delivering the benefits of 

the offerings, and capturing value back to the organisation. An overview of marketing theories 

and concepts is provided with discussions of marketing practice. 

2.4 Course Aims and Relationship to Other Courses 

 

Elements of Marketing (MARK5700) is one of the two compulsory gateway courses of the 

Master of Commerce (Marketing) program. The primary aim of this course is to provide 

students with an understanding of (1) basic marketing theories and concepts, (2) relevant 

techniques and frameworks used in the marketing field, and (3) how the marketing process is 

used to effectively create, deliver, and exchange value with customers. By presenting a broad 

overview of the marketing process, this course also provides students with a foundation upon 

which to build and develop more in-depth knowledge and skills through subsequent courses 

offered in the program. Elements of Marketing is an introductory course and is relevant to all 

students who wish to obtain a general understanding of marketing, irrespective of prior 

background and knowledge.  
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2.5 Student Learning Outcomes  

 

At the end of the course, upon participating fully in learning activities and successfully 

completing the assessment items, students should be able to: 

1. Identify and describe the key concepts in marketing and the marketing process. 

2. Apply techniques and frameworks to evaluate and analyse real life marketing problems 

and marketing decisions with respect to various marketing situations. 

3. Use resources (e.g., marketing research, research studies) in an informed and skilful 

way as part of the process of developing a marketing plan. 

4. Develop an appreciation for ethical practices and social responsibility in application of 

elements of marketing. 

5. Work individually and as an effective member of a team. 

6. Effectively communicate marketing knowledge in oral and written contexts. 

 

The following table shows how the Student Learning Outcomes of this course relate to the 

overall ASB Postgraduate Program Learning Goals and Outcomes (listed below), and indicates 

where these are assessed: 

 
Program Learning Goals 

and Outcomes 
Course Learning Outcomes 

Course Assessment 

Item 

This course helps you to 

achieve the following learning 

goals for all ASB postgraduate 

coursework students: 

On successful completion of the course, you 

should be able to: 

This learning outcome 

will be assessed in the 

following items: 

1 Knowledge 

 

 

 

1. Identify and describe the key concepts in 
marketing and the marketing process. 

2. Apply techniques and frameworks to 

evaluate and analyse real life marketing 

problems and marketing decisions with 

respect to various marketing situations. 

• Lecture Videos 

• Forum Discussion 

• Case Study 

• Group Project 

• Final Exam 

2 Critical thinking and 

problem solving 

 

2. Apply techniques and frameworks to 

evaluate and analyse real life marketing 

problems and marketing decisions with 

respect to various marketing situations. 

3. Use resources (e.g., marketing research, 

research studies) in an informed and skilful 

way as part of the process of developing a 

marketing plan. 

• Forum Discussion 

• Case Study 

• Group Project 

• Final Exam 

3a Written communication 6. Effectively communicate marketing 

knowledge in oral and written contexts. 
• Forum Discussion 

• Case Study 

• Group Project 

• Final Exam 

3b Oral communication 

 

6. Effectively communicate marketing 

knowledge in oral and written contexts. 
• Group Project 

4 Teamwork  

 

5. Work individually and as an effective 

member of a team. 
• Group Project 

5a Ethical, environmental 

and sustainability 

responsibility 

4. Develop an appreciation for ethical 
practices and social responsibility in 

application of elements of marketing. 

• Lecture Videos 

5b Social and cultural 

awareness 

2. Apply techniques and frameworks to 

evaluate and analyse real life marketing 

problems and marketing decisions with 

respect to various marketing situations. 

• Forum Discussion  

• Group Project 
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ASB Postgraduate Coursework Program Learning Goals and Outcomes 

 
1. Knowledge: Our graduates will have current disciplinary or interdisciplinary knowledge applicable in local 

and global contexts. 

You should be able to identify and apply current knowledge of disciplinary or interdisciplinary theory and 

professional practice to business in local and global environments. 

 

2. Critical thinking and problem solving: Our graduates will have critical thinking and problem solving skills 

applicable to business and management practice or issues.  

You should be able to identify research and analyse complex issues and problems in business and/or management, 

and propose appropriate and well-justified solutions. 

 

3. Communication: Our graduates will be effective communicators in professional contexts.  

You should be able to: 

a. Produce written documents that communicate complex disciplinary ideas and information effectively for the 

intended audience and purpose, and 

b. Produce oral presentations that communicate complex disciplinary ideas and information effectively for the 

intended audience and purpose. 

 

4. Teamwork: Our graduates will be effective team participants.  

You should be able to participate collaboratively and responsibly in teams, and reflect on your own teamwork, and on 

the team’s processes and ability to achieve outcomes. 

 

5. Ethical, social and environmental responsibility: Our graduates will have a sound awareness of ethical, 

social, cultural and environmental implications of business issues and practice.  

You should be able to:  

a. Identify and assess ethical, environmental and/or sustainability considerations in business decision-making 

and practice, and  

b. Consider social and cultural implications of business and /or management practice. 

6. Leadership: Our graduates will have an understanding of effective leadership. (MBA and MBT programs 

only). 

You should be able to reflect on your personal leadership experience, and on the capabilities necessary for 

leadership. 

 

For more information on the Postgraduate Coursework Program Learning Goals and Outcomes, 

see Part B of the course outline.   

 

 

3 LEARNING AND TEACHING ACTIVITIES 

3.1 Approach to Learning and Teaching in the Course 

 

“Elements in Marketing” is aimed at helping students developing the knowledge and skills 

required to create, deliver, and exchange value with customers. The course will be delivered 

online. Students can download videos for lectures and a commentary video on the key 

knowledge points for the chapters. After finish the assigned text reading, extra cases, articles, 

and business news are provided for discussion on an online forum. Lecturer will participate in 

and facilitate the discussion on the forum by asking leading questions, challenging students’ 

comments to elicit self-reflection and more market research, encouraging different opinions, and 

marking each student’s forum discussion performance. Students finish assignment both 

individually and in a group (4-5 members) to practically use the classroom knowledge to form 

managerial solutions or suggestions for companies or write marketing plan based on a new 

product. Final exam will be conducted during 7
th
 Feb 2014 to 11

th
 Feb 2014. More details such 

as exact time and location, will be announced through myunsw. 

 



4 
MARK5700 – Elements of Marketing 

To obtain full benefits from the course, students are encouraged to prepare by reading the 

required readings and materials and by actively searching for and accessing information 

regarding the topics discussed from online sources and academic journals. Students are also 

encouraged to become aware of their surrounding environment from a marketing perspective, 

plan and execute the various assessment tasks, and work cohesively in their assigned groups 

online. These are generic skill that will help with future marketing courses where there is a 

strong emphasis on team work and experience-based learning.  

3.2 Learning Activities and Teaching Strategies 

Video Lectures and Comments 

The lectures will outline the theoretical concepts and elements used in marketing. Definitions of 

core marketing concepts and frameworks as well as relevant issues will be provided according 

to each lecture topic. Examples of existing firms’ marketing practices and relevant video and/or 

audio supplements will be provided to enhance student understanding. Lectures are delivered 

through online videos. The lecturer in charge will provide a commentary video on the lecture 

contents to help students gain another perspective and more understanding of the lectures. 

Discussion Forum 

In addition to the lectures, classroom discussion is an important component of the course aimed 

to help students apply the concepts discussed in the main lectures to concrete marketing 

problems and also encourage active peer learning. For this summer course, a virtual classroom 

is used for students to discuss freely. This form of classroom discussion offers more time for 

students to think about the issue and organise their opinions. It also facilitates the peer 

comments owing to the more precise understanding of one’s point. Classroom discussions are 

designed to help students explore and discuss marketing issues, become more fluent in the use 

of marketing typologies, and learn through examples, research efforts and interactions with peer 

students. To maximise the learning experience and enable active and effective learning, students 

are expected to read all relevant materials beforehand. Case discussion, individual assignments, 

and collaborative activities will help students integrate, synthesise, apply and communicate the 

elements discussed throughout the course. 

 

Online Consultation 

Lecturer offers online consultation each week. The consultation will take the form of both 

public / private voice board where students can login and listen to others’ questions and join the 

discussion if they want. Or students can initiate a private dialogue with the lecturer to talk about 

more specific issues. Questions regarding the lecture content and discussion forum are 

encouraged to help students fully understand the knowledge points and purpose of each session. 

 

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 least 50%) at all assessment tasks (see below). 
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4.2 Assessment Details 

 

Assessment Task Weight Length Due Date 

I. Individual work 

� Case study 

� Forum discussion 

30% 

(20%) 

(10%) 

 

Max 10 pages 

10 times 

 

Week 3 (10
th
 Jan 5:00pm) 

Throughout the course 

II. Group project 
� PPT slides 

� Presentation 

30% 

(15%) 

(15%) 

 

Max 40 pages 

30 minutes 

Week 6 (31
st
 Jan 5:00pm) 

III. Final Exam 40% 2 hours 
7
th
 Feb 2014 to 11

th
 Feb 2014 

(Exact Date TBA) 

 

 

I. Individual Work (30%) 

Case Study (20%) 

In Week 1 (9
th
 Dec 2013), students will receive a case for an individual case study task. Case 

study aims at demonstrating students’ ability to apply the concepts and frameworks discussed 

during the lectures to solve real marketing problems. A case study tutorial will be provided 

online to help students understand how to do case analysis and write report accordingly. This 

task must be finished individually. It is extremely important that students refer to sources if 

they cite someone else’s work in the case study report. The case study report will be submitted 

in a Microsoft Word document format. The maximum length of the case study report is 10-page 

1.5 line space. Detailed requirements, such as format, marking criteria, tips and suggestions, 

can be accessed online through Moodle. 

 

The case study report is due on 10
th
 Jan 2014 17:00 pm. Please use Moodle to submit the report 

online before the deadline. Case report feedback will be provided during Week 4 (13
th
 Jan).  

Discussion Forum (10%) 

Integrating and assimilating ideas from many sources requires the development of specific 

skills.  Reflecting on and talking about difficult to understand ideas helps to bring clarity to 

your understanding. The online course brings difficulty for us to deploy the normal form 

classroom discussion, which is an indispensable part of teaching activities for business schools. 

Fortunately, with the technical support from Moodle, we are able to provide an online 

discussion forum to carry out the discussion. I will briefly introduce how this online forum 

works: 

 

Requirements: 

Forum discussion is a mandatory part of the course (10% of the total mark, 1% for each topic). 

There are ten discussion topics for the course. Each topic will form a separate thread where 

students can post comments on. Students should attend all ten discussion threads. Each student 

should at least provide one “creative” and “informative” comments on either the case or 

comments from other students. 

 

How to post comments: 

Login to your Moodle: http://moodle.telt.unsw.edu.au. Find a session under course MARK5700 

called “Tutorial Forums”. Read the instructions by the instructor first, and then read the related 

materials. The materials can be a case, an article, an industry report, etc. These materials will be 

made available to you in the lecture materials folder on Moodle. There will be leading 

questions to initiate the discussion. However, students can provide question unrelated 

comments as long as they are still pertinent to the topics. Students can also comment on others’ 
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comments by identifying your position (agree or disagree) towards the comments and provide 

evidences to back up your position. 

 

When to post comments: 

The new forum topic will be opened on each Tuesday and Friday 7:00 am (East time or 

UTC+10:00) and will be opened for 48 hours. The forum will be closed by 7:00 am on each 

Thursday and Sunday. Although you can post your comments at any time when the forum is 

open, to facilitate the discussion, students are strongly recommended to be online for discussion 

from 14:00-15:00 every Tuesday and Friday. The instructor will be online during this peak hour 

to participate in the discussion and interact with students. 

 

How your comments will be marked: 

There are only two major criteria for evaluating your comments: creative + informative. To 

make creative comments, students should not provide very simple comments such as “Yes, I 

agree”, “This is a good practice”, “The company is not doing their job” etc. You should not 

copy and paste others’ comments either. The comments should be meaningful while providing 

a different perspective. To make informative comments, students need to find support for their 

comments either in the provided materials or from external and credible sources. Baseless 

arguments are not recommended. One’s comments should not contain any personally 

confronting and assaultive messages. There are five levels of marking for students’ comments 

in each thread. They are: Fail (not attending the discussion at all, providing meaningless 

comments or assault classmates using inappropriate language), Pass (participate in discussion 

but provide no creative or informative comments), Credit (participate in discussion and provide 

some creative and informative comments), Distinction (participate in discussion and provide 

very constructive ideas that help classmates learn), High Distinction (lead the discussion and 

provide excellent analysis on the topic or do extra research and share with classmates). 

 

 

II. Group Project (40%) 

Four to five students will form a group to finish this group project task. The Group Project 

consists of (1) developing a marketing plan (report), (2) write up the plan in Microsoft 

PowerPoint slides, and (3) present the marketing plan using the recording function of Microsoft 

PowerPoint. Slides and oral presentations will be assessed at the group level and peer 

evaluations will be conducted at the individual level. Developing a marketing plan will 

demonstrate students’ abilities to apply the concepts, frameworks, and techniques discussed 

throughout the semester from the perspective of an organisation’s marketing team. Oral 

presentations will demonstrate students’ abilities to effectively communicate their chosen 

strategies in a clear, concise and creative manner and peer evaluations will demonstrate each 

group member’s ability to work collaboratively as an effective team participant.  

 

You work in the marketing department for a firm that has decided to introduce a well-known 

overseas product/service to Australia. The potential market for your product or service consists 

of post-graduate university students.  

 

Your task is to: 

 

1. Provide support for the choice of product. 

2. Identify and analyse the relevant macro and micro factors that should be considered as 

impacting upon the firm’s activities over the next two years. 

3. Segment your target market and choose the most viable target market. Provide support for 

your choice. 

4. Create a value proposition and provide support for your decision. 
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5. Create a marketing program, detailing the various marketing strategies you will be 

undertaking and provide support. Organise the discussion around the marketing mix.  

 

Each group is required to submit a PowerPoint file (max 30 pages excluding cover page, 

appendices, and references) of their marketing plan. The report should include all of the tasks 

described above in an organised and effective manner. The emphasis is not on bulk writing but 

on clear, concise, and well supported arguments, as well as creative ideas. The complete report 

should be written for the mangers of the chosen organisation. Since the PowerPoint file is your 

final report for the project, you should include all useful information on the slides. These slides 

not only serve as guidelines of your presentation, but also serve as the final report. An example 

will be provided to help you understand the task better. 

 

After writing up the reports using PowerPoint, each group should generate a voice presentation 

based on the slides. PowerPoint provides powerful slides recording function which enables one 

to attach voices to each slide easily. Each group member should participate in the presentation 

and identify yourself before you start talking. Help and tutorial will be provided through online 

consultation and voice email. 

 

Peer evaluations will be conducted towards the end of the semester. Evaluation forms will be 

available on Moodle. Peer evaluations will reflect individual student’s participation and 

contribution as a group member and indicate the student’s ability to work as an effective team 

participant. The total group project score will be adjusted according to individual peer 

evaluation scores. 

 

The PowerPoint file with your presentation voice is due on 31
st
 Jan 2014 17:00 pm.  

 

III. Final Exam (40%) 

Students will be advised on the structure of the final exam during the second half of the 

semester. The time and location of the final exam will be announced once the university exam 

timetable is released. 

4.3 Assessment Format 

 

All appendices must be relevant to the assignment and clearly referenced in the main body of 

the assignment. Any supplements with poor or incorrect referencing will be disregarded. Hand 

written assignments will not be accepted. The originality of your assignments will be checked 

by Turnitin
TM
. Please check Part B Section 1 of this course outline for more information on 

plagiarism. More information on Turnitin can be found at: 

http://telt.unsw.edu.au/turnitin/content/Turnitin_Student_Support.cfm?ss=0 

4.4 Assignment Submission Procedure 

 

Assignments are to be submitted before the due date through Moodle. If Moodle cannot handle 

the size of your PowerPoint file (> 200 MB) with built in voice, the lecturer in charge will open 

an online space for assignment submission. Please check with the lecturer in charge for more 

information regarding this alternative way of submission. Penalties apply for all late 

submissions. Students are encouraged to keep a copy of all work submitted for assessment.  

4.5 Late Submission 

 

Consistent with the School of Marketing policy, late submission of written assignments will 

attract a penalty of 10% per day or part thereof.  Late submission will be automatically detected 
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by the Blackboard. Please leave a comfortable window for the upload process (recommend 

submitting during the working hours to receive UNSW IT support if problems occur). Reasons 

such as technique problems on your end or no internet access will not be accepted for late 

submissions. 

 

 
 

 

5 COURSE RESOURCES 

 

• Textbook: 
- Kotler, P., Burton, S., Deans, K., Brown, L., & Armstrong, G. (2012) MARKETING, 9

th 

Ed., Pearson Education Australia. 

 

• Additional useful readings: 
- Blythe, J.  (2012) ESSENTIALS OF MARKETING, 5

th
 Ed., Pearson Education Australia. 

- Lamb, C.W., Hair, J.F., McDaniel, C., Summers, J., & Gardiner, M.  (2013) MKTG2, 

2
th
 Ed., Cengage Learning Australia. 

- Kerin, R., Hartley, S., Rudelius, W., & Steffes, E. (2012) MARKETING: THE CORE, 

5
th
 Ed., McGraw-Hill Education. 

- Kotler, P. & Armstrong, G. (2002). MARKETING: AN INTRODUCTION, 6
th
 Ed., 

Prentice Hall. 

 

• Case material: 
Case materials and additional hand-outs will be provided as hard copies distributed in class 

or as soft copies provided online. 

 

• Source of further information (academic journals): 
Marketing Science                Harvard Business Review 

Journal of Marketing Research  MIT Sloan Management Review  

Journal of Marketing   European Journal of Marketing 

Journal of Business Research  Management Science 

Journal of Consumer Research  Journal of Retailing 

Journal of Consumer Affairs  Journal of Advertising 

Journal of Marketing Management 

International Journal of Research in Marketing 

Journal of the Academy of Marketing Science 

 

 

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 

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. 
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evaluative feedback is gathered. Student feedback is valuable and can have a significant impact 

on the course improvement.  

 

 

7 COURSE SCHEDULE 

 

Week 
Starting 

Date 
Lecture/Discussion Topic, Assignment & Feedback 

01 09 Dec 

Lecture 1: Introduction to Marketing 

Tasks:  Watch video “Lecture 1” and “Lecture 1 Comments”. 

Read textbook Chapter 1-2. 

 Forum discussion “Your Working Experience”. 

 Read “How to Do Group Work Online”. 

Lecture 2: Strategic Planning 

Tasks: Watch video “Lecture 2” and “Lecture 2 Comments”. 

 Read textbook Chapter 3-4. 

 Forum discussion “HTC: Future Strategies”. 

 Talk with your group members about major project. 

 

02 16 Dec 

Lecture 3: Marketing Environment and Marketing Research 

Tasks: Watch video “Lecture 3” and “Lecture 3 Comments” 

 Read textbook Chapter 5-6. 

 Forum discussion “RET: Better Customer Insights in Real Time”. 

 Read “How to Do Case Studies”. 

Lecture 4: Consumer and Business Buyer Behaviour 

Tasks: Watch video “Lecture 4” and “Lecture 4 Comments”. 

 Read textbook Chapter 7-8. 

 Forum discussion “Emotions: How Marketers Use Them”. 

 Ask lecturer questions about the individual case study assignment 

 

03 06 Jan 

Lecture 5: Segmentation, Targeting, & Positioning 

Tasks: Watch video “Lecture 5” and “Lecture 5 Comments”. 

 Read textbook Chapter 9. 

 Forum discussion “Burberry: Repositioning the Brand”. 

Lecture 6: Products, Services, & Branding 

Tasks: Watch video “Lecture 6” and “Lecture 6 Comments”. 

 Read textbook Chapter 10. 

Prepare to submit individual case study assignment. 

 

04 13 Jan 

Lecture 7: New Product Development and Product Life Cycle 

Tasks: Watch video “Lecture 7” and “Lecture 7 Comments”. 

 Read textbook Chapter 11. 

 Forum discussion “Samsung: From Gallop to Run”. 

 Confirm product category for the major project. 

Lecture 8: Pricing 
Tasks: Watch video “Lecture 8” and “Lecture 8 Comments”. 

 Read textbook Chapter 12. 

 Forum discussion “Saks: Consequences of Price Cut”. 

 Attend the non-assessment quiz. 
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05 20 Jan 

Lecture 9: Place 
Tasks: Watch video “Lecture 9” and “Lecture 9 Comments”. 

 Read textbook Chapter 13-14. 

 Forum discussion “A Wild Child Goes Overseas”. 

Work on group major project (market research). 

Lecture 10: Promotion Part I 

Tasks: Watch video “Lecture 10” and “Lecture 10 Comments”. 

 Read textbook Chapter 15. 

 Forum discussion “Your Favourite Commercials”. 

Work on group major project (analysis and decision making). 

 

06 27 Jan 

Lecture 11: Promotion Part II 

Tasks: Watch video “Lecture 11” and “Lecture 11 Comments”. 

 Read textbook Chapter 16-17. 

 Forum discussion “Building a Business with Bricks and Clicks”. 

 Write and present the project (PPTs and recording). 

Lecture 12: Sustainable Marketing 

Tasks: Watch video “Lecture 12” and “Lecture 12 Comments”. 

 Read textbook Chapter 19. 

 No forum participation, prepare for major project submission. 

 

Final Exam: 7
th
 Feb 2014 to 11

th
 Feb 2014. More details TBA. 



11 
MARK5700 – Elements of Marketing 

PART B: KEY POLICIES, STUDENT RESPONSIBILITIES AND 

SUPPORT  

 

1 PROGRAM LEARNING GOALS AND OUTCOMES  

 

The Australian School of Business Program Learning Goals reflect what we want all students to 

BE or HAVE by the time they successfully complete their degree, regardless of their individual 

majors or specialisations. For example, we want all our graduates to HAVE a high level of 

business knowledge, and a sound awareness of ethical, social, cultural and environmental 

implications of business. As well, we want all our graduates to BE effective problem-solvers, 

communicators and team participants. These are our overall learning goals for you. 

 

You can demonstrate your achievement of these goals by the specific outcomes you achieve by 

the end of your degree (e.g. be able to analyse and research business problems and propose 

well-justified solutions). Each course contributes to your development of two or more program 

learning goals/outcomes by providing opportunities for you to practise these skills and to be 

assessed and receive feedback. 

 

Program Learning Goals for undergraduate and postgraduate students cover the same key areas 

(application of business knowledge, critical thinking, communication and teamwork, ethical, 

social and environmental responsibility), which are key goals for all ASB students and essential 

for success in a globalised world. However, the specific outcomes reflect different expectations 

for these levels of study. 

 

We strongly advise you to choose a range of courses which assist your development of these 

skills, e.g., courses assessing written and oral communication skills, and to keep a record of 

your achievements against the Program Learning Goals as part of your portfolio.  

 
ASB Postgraduate Coursework Program Learning Goals and Outcomes 

 

1. Knowledge: Our graduates will have current disciplinary or interdisciplinary knowledge applicable in local 

and global contexts. 

You should be able to identify and apply current knowledge of disciplinary or interdisciplinary theory and 

professional practice to business in local and global environments. 

 

2. Critical thinking and problem solving: Our graduates will have critical thinking and problem solving skills 

applicable to business and management practice or issues.  

You should be able to identify, research and analyse complex issues and problems in business and/or management, 

and propose appropriate and well-justified solutions. 

 

3. Communication: Our graduates will be effective communicators in professional contexts.  

You should be able to: 

a. Produce written documents that communicate complex disciplinary ideas and information effectively for 

the intended audience and purpose, and 

b. Produce oral presentations that communicate complex disciplinary ideas and information effectively for the 

intended audience and purpose. 

 

4. Teamwork: Our graduates will be effective team participants.  

You should be able to participate collaboratively and responsibly in teams, and reflect on your own teamwork, and on 

the team’s processes and ability to achieve outcomes. 

 

5. Ethical, social and environmental responsibility: Our graduates will have a sound awareness of ethical, 

social, cultural and environmental implications of business issues and practice.  

You should be able to:  

a. Identify and assess ethical, environmental and/or sustainability considerations in business decision-making 

and practice, and  

b. Consider social and cultural implications of business and /or management practice. 
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12

2 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)   
 

 

3 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’. 

 

3.1 Workload 

 

It is expected that you will spend at least 20 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.  

 
We strongly encourage you to connect with your Blackboard or Moodle course websites in the 

first week of semester. Local and international research indicates that students who engage early 

and often with their course website are more likely to pass their course. 

 

3.2 Attendance 

 

Your regular and punctual attendance at online discussion forum is expected in this course. 

University regulations indicate that if students attend less than 80% of scheduled classes they 

may be refused final assessment.  
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3.3 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 

 

3.4 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/. 

 

3.5 Keeping Informed 

 

You should take note of all announcements made in lectures, tutorials or on the course web site 

on Moodle. 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. 

 

 

4 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 lodge 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. 
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6. Special consideration requests do not allow lecturers-in-charge to award students 

additional marks. 

 

 

5 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 Click on ‘Student Services’. 

Academic writing, study skills and maths support specifically for ASB students. 

Services include workshops, online resources, and individual consultations. EDU Office: 

Room GO7, Ground Floor, ASB Building (opposite Student Centre); Phone: 9385 5584; 

Email: edu@unsw.edu.au. Visit us on Facebook: 

www.facebook.com/educationdevelopmentunit. 

• 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; Phone: 9385 3189. 

• Blackboard and Moodle eLearning Support: For online help using Blackboard or 

Moodle, follow the links from http://teaching.unsw.edu.au/elearning to / Support for 

Students. For technical support, email: itservicecentre@unsw.edu.au; Phone: 9385 1333. 

For Moodle support specifically, please contact externalteltsupport@unsw.edu.au or 

9385 3331. 

• 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; Phone: 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; Phone: 9385 4734. 


