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PART A: COURSE-SPECIFIC INFORMATION 
 

1 STAFF CONTACT DETAILS 
 
Lecturer-in-charge: Marion Burford 
Room: Quad building 3013 
Phone No: 9385 3739 
Email: m.burford@unsw.edu.au 
Consultation Times –  Monday 2:00 to 3:00 pm (or by appointment) 
 
1.1 Communication with Staff and Peers 
The first point of contact with me is the scheduled teaching times. It is very important 
that you attend all lectures / workshops as this is where the directions are given. Also, I 
invite you to post questions of a general nature on our Blackboard site.  This is a very 
timely way to get help - often other students will have similar questions or issues. 
Students are encouraged to help each other by answering any queries and I will try 
check regularly to see if there are any unanswered problems. Should you have an 
issue or question of more personal nature then please contact me directly. 
 

2 COURSE DETAILS 

2.1 Teaching Times and Locations 
Lectures start in Week 1(to Week 12): The Time and Location are: CLB 8 

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  
To make viable marketing decisions an organization needs to understand its 
customers, potential customers and the current and potential markets. Market analysis 
assesses product demand, characteristics of current and prospective buyers and 
users, the behaviour and profitability of market segments, as well as the competitive, 
social, and technological environment. Students who complete this course will have a 
good understanding of how and why consumers purchase products in the fast moving 
goods arena, and the forces that can affect the performance of market offerings. They 
will also have a good understanding of key concepts and procedures for the planning 
and management of customer audits and market analysis.  
 
Customer and market analysis has a strong focus on developing an understanding of 
how marketers and market researchers set about getting to know their markets. For 
example, how can we tap into our customers’ needs and wants if we do not know what 
makes them tick? Gaining an awareness of the fundamentals in a consumer’s 
behaviour will help guide just what aspects of the more general consumer market an 
organizations needs to measure and monitor. Given the current business environment 
where changing communication technologies are shaping how we consume then there 
will be some discussion of how traditional consumer behaviour theories apply to 
decision making in the on-line world.  
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2.4 Course Aims and Relationship to Other Courses 
Customer and Market Analysis is one of two disciplinary core courses for any student 
wishing to obtain a Marketing specialization within the MCom. COMM5002 is a co- 
requisite or pre-requisite for this course. The knowledge you gain in this course will be 
applied in each marketing course that follows. Please note as this is a core course the 
current course has been based on a course developed by Dr Jennifer Harris. This 
course should be completed towards the beginning of the program. 
Exclusions: MARK5930, MARK5942 
 
This course aims to give students insight into how a greater understanding of the 
individual can help in informing marketing decision making within an organization.  
A secondary aim is to foster an increased awareness of marketing activities in the 
current Australian environment.   

2.5 Student Learning Outcomes  
By the end of this course you should: 

1. Be able to reflect an understanding of the basic concepts and major research 
that has relevance to consumer behaviour through an analysis of a consumer 
market. (ASB Graduate attribute 4 and 5) 

2. Be able to discuss examples of how marketers use their knowledge of consumer 
behaviour in marketing strategies and to critically evaluate the applications 
evident in current practice. (ASB Graduate attribute 1 and 4) 

3. Have improved written (including academic referencing) and oral communication 
skills so that you can communicate competently and confidently in discussions 
related to research and expression of personal viewpoints (ASB Graduate 
attribute 2) 

4. Be able to work efficiently and effectively in a teamwork environment to achieve 
specific outcomes  ((ASB Graduate attribute 3) 

5. Be able to confidently and empathetically evaluate work and ideas presented by 
peers (ASB Graduate attribute 3 and 4) 

6. Have improved skills in finding and accessing information effectively and 
evaluating its quality and relevance, particularly with respect to its use by 
marketers (ASB Graduate attribute 1 and 5) 

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 2 to 5 aim to enhance your capacity in the sort of skills valued in 
marketing. These are skills that have clear application in any area of management 
though teamwork and communication are particularly important in the marketing 
discipline. 
To see how the ASB Graduate Attributes relate to the UNSW Graduate Attributes, refer 
to the ASB website (Learning and Teaching >Graduate Attributes). 
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3 LEARNING AND TEACHING ACTIVITIES 

3.1 Approach to Learning and Teaching in the Course 
My philosophy on teaching is based on encouraging and developing students as self-
motivated learners. The course engages theoretical aspects through the assessment 
activities and through encouragement of a heightened awareness of the student’s own 
environment. A group project based on initial individual work fosters skills required by a 
marketing executive: researching, contextualising theory, applying analytical 
frameworks, and synthesising and communication the results through oral and written 
communication. I expect that students should feel challenged and at times outside their 
comfort zone, however this is a safe environment to take risk in your learning and for 
you to set your own challenges. After all a ‘willingness to try’ is the first step in 
achieving your own leaning goals.  
 
The session will include a lecture component supported with in-class activities and 
group presentations. These presentations are designed to extend the basic lecture 
material helping to demonstrate the relevance of theory in helping to analyse and 
understand the current Australian milieu. Issues in the broader environment will also be 
addressed where relevant. Pre-class preparation (e.g. read the relevant text chapter/s) 
is mandatory for all students – irrespective of whether you are presenting or not.  

3.2 Learning Activities and Teaching Strategies 
The lecture component will cover the major concepts and theories in each topic and 
provides some examples of how a marketer makes use of these theories and 
implications for their strategy choices.  Students will be asked to provide examples, 
comments and opinions on various issues to enhance class understanding.  On 
occasions, small group discussions will be used to provide an opportunity for students 
to reflect and exchange views. Videos will be used to illustrate how an organization 
uses various aspects of consumer behaviour in their day to day operations and their 
overall strategies. 
 
The aim of the presentations is to provide you with an opportunity to explore a 
particular concept / issue in consumer behaviour in more depth, to further improve your 
oral communication skills by presenting your thoughts in a structured form to peers and 
to facilitate more extensive discussion in a relaxed environment.  
 
There is not enough time in the meeting times to discuss all pertinent issues in depth.  
Therefore students are expected, outside of formal class time (up to 10 hours per 
week), to go beyond what is covered in these classes - to deepen their knowledge. 
These activities are seen to be key to developing self-learning skills. This can be 
achieved in a number of ways: 

 Pre-reading the respective chapters in the text (this expands on what is 
covered in lectures), taking notes and thinking of possible applications as 
you read; 

 Keeping up with current thoughts and issues in consumer behaviour through 
accessing professional and popular press, and academic journals e.g. 
Marketing, Journal of Consumer Behaviour, Journal of Marketing Research, 
Journal of Business Research, and by looking at various media: 
newspapers, Television e.g. Gruen Transfer, social network sites, 
billboards, etc.  and 

 Participating in any online discussion / exercise on Blackboard.  
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4 ASSESSMENT 
Assessment is an integral part of your learning. Small continuous assessment tasks 
would be ideal but impractical given the complex lives of Master’s students. Therefore 
the course is designed with relatively few formal (graded) assessment tasks. Students 
are however expected to routinely keep up with course material, follow up any 
questions themselves and to keep an inquisitive eye on the media for marketing related 
developments in for-profit and not-for-profit organizations. That way you will maximize 
what you gain from the course.    

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); and  
 achieve at least 50% in the individual components*  
 
* If you do not pass the exam then you will receive an unsatisfactory fail (UF) grade 
even if your overall mark is greater than 50/100. Based on your other performance 
there may be an opportunity to sit an alternative exam that would be scheduled at 
the time of the supplementary exams. This would be the only time this alternative 
exam is offered. Should you need to apply for special consideration please see Part 
B 3. for the new lodgement process.  

4.2 Assessment Details 
 

Assessment 
Task 

Weighting Learning 
Outcomes 
assessed 

ASB 
Graduate 
Attributes 
assessed 

Length Due Date 

1. Final 
Exam 

40% 1, 2 & 3  1 to 5 2 hours tba - formal 
exam time 

2. (i) 
Individual 

background  
for Project  

 
(ii) Group 

Presentation 
& Report for 

Project 

25% 
 
 

35%  
 

Total: 60% 
 

 
3, 4, 6 & 7 

 
1, 2 & 5 

(i) 
Individual: 
4-6 pages 
 
(ii) Group:  
25 mins, &  
7-10 pages  

(i) 
Individual 
due week 6 
 
(ii) Each 
Group due 
at the time of 
their 
presentation 

3. Quiz’s 1 to 
3 

0% Self-testing feedback Week 4, 7 & 12 

4. Attendance 
& Online 
peer feedback 
 

0% You need to attend and participate. Should you fall below 
the university minimum of 80% you may be refused 
permission to sit the final exam. In the weeks that your 
group is not presenting you are asked to give carefully 
considered / constructive online feedback on your peer’s 
presentations (6 in total).  

Total 100%     
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Assessment description 
 
1. Final Exam (40%) 
The final exam will cover all course material. The final exam will take place in the 
formal exam period (8/6/2010– 25/6/2010, exact time/place to be advised through the 
student information site).  It will be a 2 hour, closed book exam and will consist of a mix 
of short answer and application questions. The aim for the exam is to encourage you to 
review your course material for the semester and to do so in ways that are analytical, 
evaluative and problem-solving. The exam will not only test your understanding of 
various theoretical concepts, but it will ask you to communicate clearly and to think 
creatively about how you could apply concepts from the course to particular situations. 
It will draw on work covered in lectures, discussions, guest lectures, videos and your 
project. More details will be discussed during the formal lecture times, and in the review 
class in Week 12. Past exam papers are not available, however throughout the course 
we will have reviewed a number of examples of exam-type questions and discuss how 
to approach answering them (self test quiz).  
 
All students are expected to sit for the final exam at the specified time. Please do not 
ask for other arrangements to be made because of work or travel commitments.  
If you cannot sit for the final exam due to extenuating circumstances, you must 
promptly lodge a Special Consideration Form with Student Central (not School of 
Marketing staff) and you will be notified of the decision (see Section 3, Part B).  
 

2. Project (60%) – see separate detailed brief for this assessment. It will be discussed 
in detail in Week 1 and groups, products and topics assigned in Week 2. Individual 
reports due Week 6 and the Group Report and Presentation will be in one of the 
Weeks 8 to 11 (see separate project brief to be handed out in Week 1).  
 
The project  
 

This Customer and Market Analysis project provides an opportunity for students to “put 
into practice” what has been discussed in class, as well as gaining experience at 
presenting their in-depth understanding of an aspect of consumer behaviour within the 
context of a particular product market. The project aims to develop your own secondary 
research skills, your written communication skills as well as your team-work, critical 
thinking and oral communication skills. 
 
Scenario: You are moving into a product manager’s role for one of the Unilever brands 
in Australia.  You are asked to do two different but related tasks: (1) Individual 
Background Report (25%) and (2) Group Presentation and Report (35%).  
 
(1) The first is to develop an understanding of the marketing situation in Australia for 
your assigned product. This will require you to individually analyse the market for your 
product using the categories and questions listed in the consumer behaviour audit as a 
framework (see Table 1.1, Quester, Pettigrew & Hawkins, 2011, p.14). You are not 
able to use any internal (company) data; only secondary publicly available sources can 
be used. 
 
(2) The second task is to work with your group to give a brief overview of the product 
market in Australia and to then discuss how the theoretical issues of your assigned 
consumer behaviour topic relate to this particular product situation. The report will 
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contain the detail, and the presentation will highlight those points that you think 
characterise or summarise that main issues for a manager in your market.  
 
The marking criteria for these tasks are a follows: 
Individual Background Report 
Marking Criteria: 
 Presentation in a clear, interesting and professional manner. 
 Depth and veracity of your research (reliability of sources)  
 Quality of overall insights into the consumer behaviour in that product category   
 Clarity and interest of your communication. 
 Adherence to page limits 
 Referencing of ALL secondary information - in Harvard style – in-text and 

appendices 
 Presenting an idiosyncratic assignment (i.e. not matching anyone else’s!) and  
 The wow factor (sorry hard to explain …). 
Group Report Marking Criteria:  

 Presentation in a clear, interesting and professional manner. 
 Seamlessly integrated the different reports 
 Depth and veracity research (reliability of sources)  
 Quality of overall insights.   
 Clarity and interest of your communication. 
 Adherence to page limits 
 Referencing of ALL secondary information - in Harvard style – in-text and 

appendices 
 Presenting an idiosyncratic assignment (i.e. not matching anyone else’s!) 

and  
 The wow factor (sorry hard to explain …). 

Group Presentation Marking Criteria:  
Presentation (60%) 

 Presented in a clear, interesting and professional manner.  
 Kept the audience engaged / interested 
 Stay within time allocated 
 Appropriately used analytical tools and evaluation 
 Seamlessness of group interaction in telling the story (equal sharing 

evident) 
Content (40%) 

 Depth and veracity of your research  
 Clear case solutions / options 
 Depth of analysis - overall insights.   

Recommendation clear and logically supported 
 

4.3 Assessment Format 
 
Please see above for general details. A separate project brief will be provided in Week 
1. All reports are to be typed, 12pt, at least 1½ spacing, 2.5cm margins.  It is not 
necessary that the hard copy reports be bound; however, they must be secured well to 
avoid any pages becoming displaced. PLEASE ensure that you keep a copy of what is 
submitted. Students are expected to attach the signed cover page provided by the 
School of Marketing for the group report.  This can be downloaded from Blackboard, 
the School of Marketing Current students’ website or collected from the shelves near 
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the essay boxes on the 3rd floor of Quadrangle building. Please note Harvard style 
referencing is required. 

4.4 Assignment Submission Procedure 
 
The ‘Individual Project’ is to be submitted online through Mark 5800 Turnitin link and 
handed to the Lecturer in Week 6. A cover sheet is not required for the individual 
project. ‘Group Projects’ should also be delivered to the lecture by 6:00pm of your 
group’s scheduled week (Weeks 8  to 11). Before submitting, please make sure you 
have attached the required signed group cover sheet. Submissions required for the 
workshop are to be given in at the time of your presentation / workshop.  

4.5 Late Submission 
 
Information about late submission of assignments, including penalties, is available on 
the School of Marketing’s website  A late penalty of 10% will apply.  

http://www2.marketing.unsw.edu.au/nps/servlet/portalservice?GI_ID=System.LoggedO
utInheritableArea&maxWnd=_Current_Policies 
 
 
 
 
 
 

5 COURSE RESOURCES 
For example: 
The website for this course is on UNSW Blackboard at: 
http://lms-blackboard.telt.unsw.edu.au/webapps/portal/frameset.jsp 
   
The textbook for this course is: 
 
Quester, P.G., Pettigrew, S. and Hawkins, D.I. 2011 Consumer Behaviour: Implications 
for marketing strategy, McGraw-Hill, Australia Pty limited, North Ryde, Australia.    
 
 
Prescribed watching 
Gruen Transfer – ABC http://www.abc.net.au/tv/gruentransfer/  
 
Sources for additional reading: 

There are many consumer behaviour texts available in the library that you may find 
useful for many of the areas discussed in the course.   
Other reference books: 

Assael, Pope, Brennan and Voges  Consumer Behaviour, 2007, Wiley 
Neal, Hawkins and Quester  Consumer Behaviour, Implications for 

Marketing Strategy, 4th Edition, 2004, 
McGraw Hill 

Peter, J.P., Olsen, J.C., 2008,  Consumer Behaviour & Marketing, 8th  
edition, McGraw-Hill/Irwin New York. 

Solomon, M. Consumer Behaviour: Buying, Having and 
Being, 2007, Prentice Hall 

Marketing journals, for example: 
Journal of Consumer Research      Journal of Marketing Research 

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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Australasian Marketing Journal   Harvard Business Review 
Journal of the Academy of Marketing Science Business Review Weekly 
Journal of Marketing   Marketing 

       
 
       Useful databases:  Euromonitor, Factiva 

Useful Internet sites:  http://ami.org.au Australian Marketing Institute 
    http://abs.gov.au Australian Bureau of Statistics 

 
 
 

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 
(http://www.ltu.unsw.edu.au/ref4-5-1_catei_process.cfm) is one of the ways in which 
student evaluative feedback is gathered. Significant changes to courses and programs 
within the School are communicated to subsequent cohorts of students.   
 
Based on student feedback and continual reappraisal of the desired outcomes for this 
course, the project presentation as an addition to the report has been introduced.  The 
marks for the project (individual) have been increased to address student concerns and 
better represent the time and effort needed to produce quality work. This individual 
component was added to recognise effort, encourage learning and risk taking. There is 
plenty of material for you to work on to keep your studies up to date during the course. 
If at any time you have any concerns with your progress or any aspects of the course, 
please feel free to contact the teaching staff to discuss your concerns.   
I hope you enjoy the course. 
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7 COURSE SCHEDULE 
COURSE SCHEDULE  

Week  Lecture Topic Lecture Activities 
 

References Assessment 

Week 1  
27 Feb 

Introduction Who is in your 
class? 

Ch.1   

Decision making process    -    See Text Part 1 

Week 2  
5 March 

Situational 
influences & 
Problem recognition   

Selecting your 
product and finding 

your group 

Ch. 2 & Ch. 3  

Week 3  
12 March 

Information search & 
Alternatives and 
choice 

Confirming 
product, topic and 
group membership 

Ch. 4 & Ch. 5 Submit list of group 
members (including 
all contacts), target 
product and topic 
(week presenting) 

Week 4 
19 March 

‘Where’ to buy & 
what happens after 
purchase 

Quiz 1 – self test 
feedback 

Ch. 6 & Ch. 7  

Internal influences    -    See Text Part 2  

Week 5 
26 March 

Perception, learning 
and memory 

 Ch. 8 & Ch. 9  

Week 6 
2 April 

Motivation, 
personality, emotion 
and attitudes  

 Ch. 10 & Ch. 11 Individual 
Background 
Report 

Mid-Session Break  -  Week 9-13 April 
External influences    -    See Text Part 3 

Week 7 
16 April 

Group project 
discussion 

Quiz 2 – self test 
feedback 

Group project 
workshops 

 Important to 
attend these 
planning sessions 

Week 8 
23 April 

Demographics, 
lifestyle, household 
structure and 
behaviour 

Online peer 
feedback on 
presentation 

Ch. 12 & Ch. 13 Groups 1, 2 & 3 
Presentation and 
Report 

Week 9 
30 April 

Subculture & Social 
Class; Reference 
Groups & family 

Online peer 
feedback on 
presentation 

Ch. 14 & Ch. 15 Groups 4, 5 & 6 
Presentation and 
Report 

Week 10 
7 May 

Culture and cross-
cultural variation 

Online peer 
feedback on 
presentation 

Ch.16 Groups 7, 8 & 9 
Presentation and 
Report 

Week 11 
14 May 

Society influences, 
consumer decision 
making revisited 

Online peer 
feedback on 
presentation 

Ch. 18 &        
Ch.s 2 - 7 

Groups 10, 11 & 12 
Presentation and 
Report 

Week 12 
21 May 

Review: Revisiting 
main topics. 
Exam details 

Exam question 
techniques 

Quiz 3 – self test 
feedback 

  

Week 13 
28 May NO LECTURE 
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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 

 
Note: ALL sources need to be acknowledged – ideas as well as 
quotes. 
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:  
http://www.asb.unsw.edu.au/learningandteaching/stu
dentservices/resources/Pages/referencingandplagiari
sm.aspx 
 
 

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’. 

o 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. 
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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.  

o 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.  

o 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 
 

o 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/. 

o 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). Then 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/academiclife/StudentCentralKensington.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.  
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3. Applications will not be accepted by teaching staff. The lecturer-in-charge will 
be automatically notified when you lodged an online application for special 
consideration. 

4. Decisions and recommendations are only made by lecturers-in-charge, 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. 

 

 
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) (www.business.unsw.edu.au/edu) 
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   

 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   

 
 

 
 


