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1  STAFF CONTACT DETAILS 

Lecturer-in-Charge 

Dr. Heather Crawford 

School of Marketing, Australian School of Business 

Room 3030, Quadrangle Building East Wing (E15 on the campus map) 

Email: h.crawford@unsw.edu.au   

Consultation time: Mondays 2.00-3.00pm (by appointment). Please make use of official 
consultation times. There will be no consultations during the mid-session recess (w/c 5th 
September) and Week 13 (w/c 17th October). 

Course Tutors 

Gavin Northey 

School of Marketing, Australian School of Business 

Email: g.northey@unsw.edu.au   

Consultation time: Friday 11.30 – 12.30 (by appointment) 

Contact outside of consultation and class times 

For general questions about the course, please send an email to the lecturer-in-charge at 
the address above. More specific questions about tutorials and assignments should be 
directed to your tutor. We will endeavour to respond to enquiries promptly. However, we 
may be teaching other classes or working on research projects when you make an enquiry, 
and therefore there may be a delay in getting back to you. Email correspondence will be 
dealt with periodically – not 24/7. 

2 COURSE DETAILS 

2.1 Teaching Times and Locations 

Lectures will commence in Week 1 (18th July) and run through to Week 13 (17th October), 
taking place on Mondays 6pm – 7.30pm in the Central Lecture Block room 7. Typically, full 
use will be made of the time period, with a 10-minute break in the middle.  

In the first week of the course, the lecture will run for 3 hours i.e. 6pm – 9pm. For the 
remaining weeks, the lecture will be 6pm – 7.30pm with tutorials running before and after 
the lecture. See the Schedule on page 18 for dates. 

Tutorials will commence in Week 2 (25th July) and run through to Week 10 (26 September), 
taking place at the following times and locations: 

Mon 16:30-18  CivEng 713 

Mon 19:30-21 CLB 2 

You should enrol in a tutorial through myUNSW (www.my.unsw.edu.au ). A cap has been 
placed on the size of each tutorial. Over-enrolment is not permitted because of the nature of 
the tutorial exercises. This may mean your preferred time is not available and we ask for 
your cooperation in this matter. Tutorial activities and presentation/submission dates are 
summarised on the course schedule.   

2.2 Units of Credit 

The course carries six units of credit. 
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2.3 Course Aims 

The aim of MARK5801 Marketing Management is to develop an appreciation and 
understanding of the more advanced aspects of marketing management. The course is 
relevant to those of you who want to understand a market strategic competition from a 
managerial point of view. The aim is to prepare you for a future role as marketing 
managers, consultants or advisors. The goal is to improve your ability to understand, 
critically analyse, and apply current research in marketing to concrete management 
problems.  

2.4 Summary of Course 

Marketing Management (MARK5801) is a disciplinary core subject offered under the Master 
of Commence program. It builds on the basic marketing and consumer behaviour concepts 
of MARK5800. This course takes a strategic perspective on market competition and strives to 
apply the marketing management concepts within that strategic framework. Although the 
course is designed primarily with a marketing focus, it may be of interest to students 
seeking a major in other disciplines (e.g.: economics, management, accounting, or finance) 
who have a particular interest in management and strategic market competition.  

2.5 Student Learning Outcomes 

By the end of the course, participants should be able to: 

1. Understand the importance of marketing in relation to strategic planning processes. 

2. Understand the key concepts, issues, parameters and concerns when undertaking 
marketing planning. 

3. Develop skills in planning and evaluating marketing strategies. 

4. Develop skills in integrating marketing strategies with broader business strategies. 

5. Develop skills with respect to team-work and presentations. 

6. Develop the ability to critically review marketing concepts in a broader social context. 

The relationship between outcomes and ASB Graduate Attributes is shown in the following 
table: 

Course Learning 
Outcomes 

ASB Graduate Attributes 

1 - 6 1. Critical thinking and problem solving 

3,4,5,6 2. Communication 

5,6 3. Teamwork and leadership 

6 4. Social, ethical and global perspectives 

1 - 6 5. In-depth engagement with relevant disciplinary knowledge 

5 6. Professional skills 

 

Once equipped with this knowledge you should be able to address both theoretical matters 
(e.g., “how does marketing work?”) and practical issues (e.g., “how should the budget be 
allocated across different product markets?”). As a result, you ought to feel confident about 
managing both strategic and tactical aspects of contemporary marketing management and 
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be well placed to appreciate the role and scope of marketing in the rapidly changing 
business and marketing landscape. 

More information on the ASB Graduate Attributes and how they align with the UNSW 
Graduate Attributes (2010) is available on the ASB website (Learning and Teaching 
>Graduate Attributes). 

3 LEARNING AND TEACHING ACTIVITIES 

3.1 Approach to Learning and Teaching in the Course 

This course has been designed to be: 

 Rigorous and informed, in that we consider what is known about marketing through 
business practice, research and scholarship.  

 Encouraging of critical and independent thinking, including an assessment of the 
validity of claims made about marketing. 

 Professionally relevant – by looking at workable frameworks, industry best practices, 
and developing knowledge/skills that will be of value in the workplace. 

 Engaging, in the sense of actively having to resolve theoretical and practical 
problems through written assignments, cases, exercises, classroom/group 
discussions. 

 Diverse in the use of learning and assessment methods, from conventional exams to 
hands-on exercises. 

 Reflective, by relating formal approaches to marketing to experiences in daily life. 

Marketing Management is designed to challenge you, encourage you to think for yourselves 
and even take responsibility for your own learning. The course is delivered in a seminar 
form, where mutual discussion, analysis and application of key concepts and recent research 
findings are crucial to development of a deeper understanding of strategic market 
competition.   

To obtain full benefits from this course, I suggest you extend yourself… beyond your 
comfort zone. That means proactively participating in the discussions and the seminars. The 
textbook readings are supplemented by case study readings. These case studies provide the 
opportunity for you to apply concepts discussed in the lectures.   

3.2 Learning Activities and Teaching Strategies 

This is a classroom-based course and, as such, the approach will be fairly didactic. However, 
we will try to vary the pace by having a mix of formal lectures, exercises, case-studies and 
external speakers. 

The three hour class period each week is divided into: 

 A formal lecture which will introduce the relevant concepts and theory of Marketing 
Management as well as addressing ethical implications and social responsibility 
involved in applying marketing management concepts in the marketplace . 

 This will be interspersed with tutorials based around student presentations exploring 
specific marketing issues in a case study format. The presentation will be followed by 
discussion where the presenters will be expected to lead a thorough class discussion 
of the issues. 

Discussion during class is encouraged because it leads to deeper understanding of concepts 
and issues in marketing management. These discussions are important because they 
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reinforce the course concepts introduced during the lectures and emphasize deep, rather 
than surface, understanding. For each class discussion, you will need to prepare by reading 
the case study assigned for that week.  

The success of the subject is largely dependent on the involvement and contribution of 
students with respect to the questions and issues raised by themes covered in this subject. 

4 ASSESSMENT 

4.1 Formal Requirements 

In order to pass this course, you must: 

 achieve a composite mark of at least 50%; and 

 achieve at least 50% from the individual components of assessment. 

If you do not pass the individual component, then you will receive a UF grade. 

4.2 Assessment Details 

Performance will be assessed at both group and individual level over the duration of the 
semester as follows: 

Assessment 
Task Weighting 

Learning 
Outcomes 
assessed 

ASB 
Graduate 
Attributes 
assessed * Length Due Date 

Case Analysis 
Paper 20% 1 - 6 1,2,4,5,6 3000 words See Schedule 

Discussion 
leadership 10% 5 2,3,6 

25-30 
minutes See Schedule 

Group Project 30% 1 - 6 1 - 5 4000 words 17 October 

Class 
Participation* 10% 1 - 6 1 - 5  Ongoing 

Final 
examination 30% 1,2,3,6 1,2,5 formal,  

3 hours Exam period 

*A section of the class participation worth 5% of the total marks in the course can be exchanged for 
participation in a faculty run research project.  

 

Individual Assessment 

Case Analysis Paper and Discussion [30%*] 

*Of which 10% will be awarded for presentation and the balance for the written paper. 

Students will be assigned case studies from those listed in the Schedule and the papers are 
to be undertaken on an individual basis. As there will be more than one student presenting 
each case, those assigned to that case must coordinate a coherent presentation/discussion. 

Case analysis papers should include analysis of both theoretical and practical considerations 
for the company on the key issues facing their business. See the handout ‘How to analyse a 
case study’ for more details. Simple description is not an adequate response – there must be 
critical analysis and recommendations. 
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It is expected that all members of the course will have read the case study prior to coming 
to class and will be in a position to contribute to the discussion of it. Those assigned to 
prepare a paper and make a presentation on the case are expected to have read widely in 
the area. No marks will be awarded for a paper that merely summarises or recapitulates the 
main argument or issue put forward in the case. The emphasis in assessment will be on 
critical analysis and interpretation rather than description. This will enable students to 
demonstrate all of the objectives of the course. 

Written case papers should not exceed 3000 words at not less than 11 point font with 1.5 
line spacing format, exclusive of attachments.  Papers must be fully referenced using 
Journal of Marketing, Harvard Business Review or footnote (not endnote) citation 
and referencing standards. Papers submitted without a reference list or bibliography 
conforming to either of these standards will not be graded. 

The presenting group should prepare a presentation/discussion providing a rigorous 
coverage of the topic over a period of approximately 30 to 40 minutes. The ability to 
stimulate class involvement and convey useful knowledge to your classmates will constitute 
the majority of the presentation mark. You forfeit this mark if you are not in class to present 
your paper when scheduled. See the attached marking sheet for details.  

Presenters should get together before the lecture to develop a consistent and high quality 
group presentation. The presenting group should submit a full copy of their presentation to 
the lecturer at the end of the presentation. 

Class participation mark [10%] 

Participation marks above zero will be awarded based on individual contribution to 
discussions during the semester. This means making intelligent comments, asking relevant 
questions, and providing arguments related to the discussion topics. Merely being in the 
room is not sufficient.  

Optional Research Participation [5%] 

You 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 
together with information on how to become involved in each project. If you decide 
to participate you will receive 5% credit in the course (part of tutorial participation) 
as incentive for taking part in the research project. See Section 4.5 for more details. 

Final Examination [30%] 

The final examination, held during the formal examination period, will focus on the material 
covered in lectures, Readings and tutorials.  Details of the structure and content of the exam 
will be provided in class during semester.  

The duration of the final examination is 3 hours.  

Note: a student who obtains less than a Pass (50%) in the examination will receive a grade 
of Fail even if the total assessment mark in the subject is above 50% (ie it is 
necessary to pass the final examination). 
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Group Assessment  

Marketing Plan [30%] 

For this project, participants are to work in groups. Each team is limited to five persons. The 
grade assigned to the group is the grade given to every individual in that group, unless it is 
made clear that the group believes the distribution of work was uneven. The group project 
requires the development of a managerially sound marketing plan in the context of a 
business plan outline.  

The written report is limited to a maximum of 4000 words [excluding executive summary, 
reference list and appendices; typed in 1.5 line spacing on one side only of single sheets of 
A4 using at least 11pt font with normal margins]. 

The first part of this paper is a two page outline of a business plan developed for a real 
company. You will be working with secondary data, so can select any company in which you 
are interested and for which you can find information. Choice of a listed company may make 
finding information easier. This section is brief and designed to illustrate how the marketing 
plan fits into the broader business plan. 

The second part of the report is the expanded marketing plan and should include sound 
marketing strategy and related marketing mix tactics that show how you would implement 
your strategy. Please keep in mind that the focus will be on both developing a sound 
marketing strategy and related marketing mix tactics. When preparing your report, please 
take into account the following particulars: 

 Assume that you are the Marketing Manager of an organisation and the head of your 
management committee has approached you for advice on marketing related 
matters the organisation faces in a REALISTIC situation (this may be a new product 
or service launch, a review of a product range, or any other marketing related issue). 
The two of you agree that the best approach to reporting back to the Management 
Committee is by preparing a formal Marketing Plan for the organisation that will be 
presented and critically discussed. 

 You realise the necessity of developing an effective customer- and competitor-
oriented marketing strategy. To ensure that your marketing plan is well constructed 
and resourced you decide to utilise the help of your marketing team members in 
researching and developing aspects of the plan. This will assist you in providing a 
comprehensive marketing plan that includes important aspects such as the marketing 
strategy and the essential product, pricing, distribution and communications 
arrangements. 

 To formalise your findings you will develop a written report that states your proposed 
marketing strategy and relevant marketing mix tactics as well as how you derived 
them. 

Your report must clearly demonstrate how marketing frameworks have been applied to the 
development of your marketing plan. The design of both marketing strategy and marketing 
mix should reflect your ability to critically analyse the issue at hand. It should be founded in 
theory, supported by sound analysis and based on a logical structure. A key-aspect for 
demonstrating a sound application of marketing frameworks is the integration of REAL 
marketing information; this requires undertaking, mainly, secondary marketing research.  

While the report is assessed according to how well the group applied marketing frameworks 
to the specified situation, the clarity and readability is considered in marking the projects as 
is grammar, spelling and presentation format. The subject Blackboard site will include a 
Marketing Plan Guide, which assists in approaching the project and writing the report. 
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The assessment of the project will be based on both the integration and analysis of relevant 
information and an application of appropriate marketing frameworks and theory. See 
Marking Guide for more details. 

Groups are required to submit a one-page project proposal to the instructor as soon as 
possible. A draft report may be submitted in Session 7, and the instructor in charge will 
provide feedback by Session 8. The final group project report will be due in Session 13.  

If you have any questions regarding this report, please contact your tutor and clarify any 
issues. 

Important note: Professional work in the discipline of marketing is highly dependent on 
making an effective contribution in teams. You are expected to effectively manage the group 
workload within your team. If there is a problem with one or more students not making a 
broadly equal contribution, an adjustment of individual marks from the group mean, based 
on peer evaluation of your individual performance and contribution to group work, may be 
undertaken. In the event of such an unfortunate event occurring, two group members 
should approach their tutor so this can be recorded and peer evaluation assessment sheets 
will be issued to that group. These sheets will be used to evaluate the overall contribution to 
group work of each of that team’s members.  

4.3 Assignment Submission Procedure  

Unless otherwise stipulated, reports are to be handed into the Tutor at the beginning of the 
Tutorial in the Week the assessment is due, together with the appropriate School of 
Marketing Assignment cover sheets.  

In addition, you are required to submit your assignment through Turnitin via Blackboard by 
9.00pm on the due date. For the Marketing Plan, only one person should submit on behalf 
of their group and it must be uploaded before 12 midnight on 17th October. Excessive use of 
non-original work will result in penalties. Paraphrase completely and reference every source. 

All papers submitted must be proof read before being handed in. As word processing 
packages (eg those available in Faculty computer laboratories) now have spell check and 
grammar check programs, marks will be deducted for mistakes in spelling and grammar. 
Australian spelling is expected, rather than U.S. English. 

Comments and marks for assignments will be provided through Turnitin within two weeks of 
submission.  

It is your responsibility to keep a copy of all work submitted for assessment. 

4.4 Late Submission 

Each piece of course assessment is due on the date indicated in the respective course 
outline. Late submission will incur a penalty of 10% of the percentage weight of the 
assessment component per day after the due date and will not be accepted after 5 working 
days. 

Extensions will only be granted on medical or compassionate grounds under extreme 
circumstances, and will not be granted because of work and other commitments. Requests 
for extensions must be made to the lecturer prior to the due date. Medical certificates or 
other evidence of extreme misfortune must be submitted through a special consideration 
form and must contain information that justifies the extension sought. 
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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. 

4.5 Research Participation 

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 closely relate to the topics studied in the course and represent the 
cutting edge of research in the topic area. Participation in the faculty administered research 
projects is encouraged, but is not compulsory. Students who choose to participate in a 
faculty run research project are entitled to 5% credit in the course. To receive the 5% credit 
students must return a research participation receipt, signed by both the student and the 
research invigilator, to the Lecturer-in-charge of their subject. 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 semester. 
Students who choose not to participate in a research project earn the 5% credit by 
engaging in a piece of assessment, the standard requirement in the course. 

5 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 Plus tutorial for all new UNSW students: 
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.html  

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:  
http://wwwdocs.fce.unsw.edu.au/fce/EDU/harvard_ref_guide.pdf  

Note that the rules on plagiarism apply equally to Web-based sources. Give as precise a 
reference as possible so that another reader could find the section you have quoted. Also, 
do not solely rely on web-based sources – despite the best efforts of Google not everything 
is to be found on the web (yet!). 
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6 COURSE RESOURCES 

6.1 Textbook 

You are advised to purchase and read the following textbook:  

Hooley, G., N. F. Piercy, & B. Nicoulaud. 2008. Marketing strategy and competitive 
positioning. 4th ed. Harlow, Essex: Financial Times Press. 

Companion website: http://www.pearsoned.co.uk/hooley 

6.2 Supplementary Readings 

For most topics in this course several supplementary readings are listed on Blackboard. 
Supplementary readings are not mandatory, but they should be read selectively to give you 
a broader, deeper and more critical understanding of the material presented in this course. 
Keep in mind that these readings are merely a selection of the relevant papers. They have 
been chosen to illustrate a point or provide a perspective on a subject under discussion, but 
you should try to track down additional readings. 

6.3 Suggested Additional Resources 

Aaker, M. (2008). Strategic Market Management. (8th ed.), Wiley (or an earlier edition)  

Cravens, D. W., & Piercy, N. F. (2009). Strategic marketing (9th ed.). New York, NY: 
McGraw-Hill/Irwin. 

Donnelly, J. H., & Peter, J. P. (2009). Marketing Management: Knowledge and skills (9th 
ed.). New York, NY: McGraw-Hill/Irwin. 

Iacobucci, D. (2009). Marketing Management (1st ed.). Southwestern Cengage 

Kotler, P., Keller, K. L., & Burton, S. (2009). Marketing management (1st adaptation ed.). 
Frenchs Forest, N.S.W.: Pearson Prentice Hall. 

McDonald, M. (1995). Marketing Plans, How to Prepare Them, How to Use Them. 3rd Ed, 
Butterworth-Heinemann, Oxford.   

McDonald, M., and Payne, A. (2006). Marketing Plans for Service Businesses – A Complete 
Guide, Elsevier Butterworth Heinemann (if you have more of an interest in service 
organisations).  

Walker, O. C., Gountas, J. I., Mavondo, F. T., & Mullins, J. W. (2009). Marketing strategy: A 
decision-focused approach. North Ryde, N.S.W.: McGraw-Hill. 

7 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. By all means give me comments 
during the course as well. 

In response to previous CATEI evaluations of this course, changes have been made to the 
timing of lectures, the allocation of lecture theatres, the structure of the main assignment, 
the amount of assessed work (it is now less), whether or not to assess participation, the 
provision of specific advice on required reading, and the mix of topics (certain themes have 
been given more airtime and others less). Note, however, not everything is within the 
control of your lecturer – lecture times, room allocations, and examination times are 
controlled centrally. 
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8 YOUR RESPONSIBILITIES AND CONDUCT 

The extent to which the goals of this course are achieved partly depends on us, but 
overwhelmingly it depends on you. You are responsible for managing the workload, reading 
the course material, attending classes, engaging constructively in discussions, etc. 

Students are expected to be familiar with and adhere to university policies in relation to 
class attendance and general conduct and behaviour, including maintaining a safe, 
respectful environment; and to understand their obligations in relation to workload, 
assessment and keeping informed.  

Information and policies on these topics can be found in the ‘A-Z Student Guide’: 
https://my.unsw.edu.au/student/atoz/A.html. See, especially, information on ‘Attendance 
and Absence’, ‘Academic Misconduct’, ‘Assessment Information’, ‘Examinations’, ‘Special 
Consideration’, ‘Student Responsibilities’, ‘Workload’ and policies such as ‘Occupational 
Health and Safety’. 

8.1  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 outside of university 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. 

8.2 Attendance 

Your regular attendance at lectures and tutorials is expected in this course. The right is 
reserved to set exam questions based solely on lecture material and tutorial discussion, 
rather than the textbook. University regulations indicate that if students attend less than 
80% of scheduled classes they may be refused final assessment. An attendance register will 
be kept for tutorials. 

Be punctual – late entry is very disruptive to other members of the class (especially as the 
doors to the lecture theatre tend to clatter!) and it puts you at a disadvantage (it means you 
would have missed the initial overview).  

8.3 General Conduct and Behaviour 

Class participation is welcome, providing it is constructive, to the point, and directed through 
the lecturer/tutor. Wise-cracks are permitted, providing they are truly incisive and amusing! 
Other forms of participation and background chatter are not acceptable – if you have an 
urge to discuss last night’s episode of Desperate Housewives  or MasterChef please do so 
before or after class. 

Please turn off mobile phones during lectures/tutorials. Also, the recording or filming of 
lectures/tutorials/consultations is not permitted without prior consent. 

More generally, 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 is not acceptable and you may be asked to leave the class. More 
information on student conduct is available at: 

https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html  
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8.4 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.hr.unsw.edu.au/ohswc/ohswc_home.html  

8.5 Special Consideration 

You must submit all assignments and attend all examinations scheduled for your course. 
You should seek assistance early if you suffer illness or misadventure which affects your 
course progress.  

General Information on Special Consideration: 

1. For assessments worth 20% or more, all applications for special consideration must 
go through UNSW Student Central 
(https://my.unsw.edu.au/student/academiclife/StudentCentralKensington.html) and be 
lodged within 3 working days of the assessment to which it refers; 

2. Applications will not be accepted by teaching staff, but you should notify the lecture-
in-charge when you make an application for special consideration through UNSW 
Student Central; 

3. Applying for special consideration does not automatically mean that you will be 
granted a supplementary exam; 

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

8.6 Examinations 

Final examination procedures are governed by University rules. All students are expected to 
sit the final examination. If for any reason you cannot attend the final examination, then a 
special consideration form must be submitted (see section 8.7). If you fail to sit the 
examination and have not submitted a consideration form, or have your consideration 
turned down, you will have to terminate your enrolment in the course and repeat the 
following year. 

For examination rules, policies and procedures see: 

https://my.unsw.edu.au/student/academiclife/assessment/examinations/examinationrules.ht
ml  

Students may apply to use standard linguistic dictionaries, but prior approval is required 
from the Examinations Section. See the web-site listed above. 

8.7 Grades 

Grades are non-negotiable. Do not waste your time and ours by trying to haggle. 

If you have not performed as well as you expected, re-double your efforts to understand the 
course material, read more about the subject, talk through the material with your peers and 
tutors, give more time to course preparation, edit and revise written work before you submit 
it, revise and practice more thoroughly before the examination. Taking these courses of 
action will be more productive than attempting to have your grades altered. 

8.8 Keeping Informed 

You should take note of all announcements made in lectures, tutorials and 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. 
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You are expected to keep the university informed of all changes to your contact details. 

8.9 Key Dates 

It is your responsibility to ensure that: 

 You are recorded by the University as being correctly enrolled in all your courses. The 
last day you can enrol in a Semester 2 course is Sunday 24th July. The last day you can 
discontinue without financial penalty is Sunday 24th July and the last day to discontinue 
without academic penalty is Sunday 4th September. 

 You organise your affairs to take account of examination and other assessment dates 
where these are known. Be aware that your final examination may fall at any time 
during the session’s examination period. The scheduling of examinations is controlled by 
the University administration – (sadly) your lecturer-in-charge has no control over the 
scheduling process. University rules prohibit early examinations. The examination period 
for Semester 2, 2011 falls between 28th October and 15th November. 

 When the provisional examination timetable is released at the end of September, ensure 
that you have no clashes or unreasonable difficulty in attending the scheduled 
examinations. Work, travel and social commitments do not constitute an “unreasonable 
difficulty”. The final examination timetable will be released at the beginning of October. 

 Should a supplementary exam be needed for this course, it will take place on 30th 
November. Special consideration cases will be assessed through the centralised ASB-
wide system (see Section 8.5). Approval should not be regarded as automatic.   

A full list of UNSW Key Dates is located at: 
https://my.unsw.edu.au/student/resources/KeyDates.html  

9 ADDITIONAL STUDENT RESOURCES AND SUPPORT 

The University and the ASB provide a wide range of support services for students, including: 

ASB Education Development Unit  (EDU) (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  

Capturing the Student Voice: An ASB website enabling students to comment on any 
aspect of their learning experience in the ASB. To find out more, go to the Current 
Students/Resources/Student Feedback page here 

Blackboard eLearning Support: For online help using Blackboard, follow the links from 
 www.elearning.unsw.edu.au to UNSW Blackboard Support / Support for Students. For 
technical support, email: itservicecentre@unsw.edu.au; ph: 9385 1333 

UNSW Learning Centre (www.lc.unsw.edu.au ) 

Academic skills support services, including workshops and resources, for all UNSW students.  
See website for details. 

Library training and search support services:   
http://info.library.unsw.edu.au/web/services/services.html  

UNSW IT Service Desk: Technical support for problems logging in to websites, 
downloading documents etc. Library, Level 2;  Ph: 9385 1333. 

 Website:  www.its.unsw.edu.au/support/support_home.html 
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UNSW Counselling Service  (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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10  COURSE SCHEDULE 

Lectures and interactive discussions will follow the plan described below.  

Week Lecture Tutorial 

1 
18 July 

The role of marketing: driving profitable organisational 
growth  
Ch 1 

None 

2 
25 July 

Strategic marketing planning  
- Understanding the organisational resource base 
Ch 2,6,7 

Strategy/ tactics 
paper due 

How to analyse cases 

3 
1 Aug 

The changing market environment  
Ch 3 

Case study 1  

Callaway Golf 

4  
8 Aug 

Competitor analysis 
Ch 5 

Case study 2  

Steinway & Sons 

5 
15 Aug 

Understanding customer experiences 
Ch 4 

Case study 3  

elBulli 

6 
22 Aug 

Segmentation, targeting and positioning principles  
Ch 8,9,10 

Case study 4  

Polyphonic HMI 

7 
29 Aug 

Sources of competitive advantage 
Ch 11, 13, 14, 

Case study 5  

Dove 

Draft project due 

Mid Semester Break 3-11 September 

8 
12 Sept 

Managing products and customer solutions: offering 
value 
Ch 13 

Case study 6 

Aqualisa Quartz  

9 
19 Sept 

Managing pricing: capturing value 
Ch 12 

Case study 7  

Virgin Mobile USA 

10 
26 Sept 

Managing distribution channels and alliances: delivering 
value  
Ch 12, 16 

Case study 8  

BMW Films 

11 
3 Oct 

Public Holiday – No Classes 

12 
10 Oct 

Managing communications: communicating value 
Ch 12 

Work on project – 
consultation 

13 
17 Oct 

Managing marketing implementation – CSR and ethics 
Ch 17, 18 Major project due 

1

 The textbook chapter readings are an indication only of content relevant to that lecture as the structure of 
the textbook does not directly follow the course outline.  You must read all the chapters in the textbook. 
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11 MARKING GUIDELINES 

Marking Sheet – Case Analysis Papers/Major Project 

 

Name:         

 

Topic ______________________________ Grade: ___ 

 

 Excellent    Fail 

Relevance of material to topic      

Appropriate use of theory      

Quality, accuracy and depth of 
critical analysis 

     

Breadth of ideas from literature, 
research and/or experience 

     

Application of ideas & discussion of 
issues 

     

Comprehensive and cogent 
recommendations 

     

Coherence of argument      

Prose style: sentence structure, 
grammar, spelling etc. 

     

Structure & presentation, 
paragraphing, layout etc 

     

Referencing – reference list and 
citing of sources in body of essay 

     

 

Appropriate Length Yes / No   Submitted on date set  Yes / No 

 

Comments: 
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Marking Sheet for Case Analysis Discussions 

 

Names: __________________________       ____________________________ 

 

 ___________________________       ____________________________ 

 

Topic: ___________________ Presentation Mark: _________ 

 

Your marks are based on how well you presented your analysis of the topic and the quality 
of your recommendations and justification. 

 Excellent    Fail 

Relevance of material to topic      

Appropriate use of theory      

Coherence of argument, logical & 
easy to follow  

     

Quality, accuracy and depth of 
analysis & interpretation 

     

Breadth of ideas from literature, 
cases and/or experience 

     

Application of ideas & discussion of 
topic 

     

Comprehensive answer to question      

Class discussion  - initiation, 
leadership, involvement 

     

Usefulness to classmates      

 

Appropriate Length Yes / No    Presented on date set  Yes / No 

 

Comments: 

 


