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PART A: COURSE-SPECIFIC INFORMATION 
 
1 STAFF CONTACT DETAILS 

Lecturer: Mathew Chylinski 
   Room: Quad 3025 
   Phone: 9385 3344 
   Email: m.chylinski@unsw.edu.au 
   Consultation: Wednesday 12pm – 1pm 

 
 
2 COURSE DETAILS 

2.1 Teaching Times and Locations 
The lecture for this course takes place on Thursdays, 6pm to 9pm. It is held in 
CLB3. Tutorials each week will be held after the lecture, as per the course 
schedule. The time and location of tutorials is available at 
https://my.unsw.edu.au/classutil/MARK_S1.html 
 

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

2.3 Summary of Course  
 
Marketing Management (MARK5801) is a disciplinary core subject offered under 
the Master of Commence program. It builds on the basic marketing 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. 
 
Marketing Management (MARK5801) provides marketing management 
foundation for all other courses in the Master of Commerce program. However, 
course is structured to offer a broad range of marketing concepts, starting with the 
review of basics of marketing and consumer behaviour, but quickly moving on to 
more advanced marketing management concepts. Hence, the course caters for all 
students, including those new to marketing and those with prior marketing 
knowledge or background. 
 

2.4 Course Aims and Relationship to Other Courses 
 

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 

mailto:m.chylinski@unsw.edu.au�
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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. 
 

2.5 Student Learning Outcomes  
By the end of the course you should be able to: 
 

1. Develop skills in scholarly enquiry: 
a. Appreciate how marketing management research is conducted at 

academic level, and translated into practical knowledge.  
b. Develop independent secondary and primary research skills for 

collection, analysis and critical evaluation of information.  
2. Understand major concepts and research in specific marketing, economic, 

and psychology areas which have relevance to marketing management  
3. Think critically, independently and creatively about marketing 

management concepts and application. 
4. Be able to apply these concepts to practical situation involving marketing 

strategy, and marketing research. 
5. Engage in independent reflective learning. 
6. Integrate marketing management concepts into a framework that can be 

applied to the analysis of both micro (the individual consumer) and macro 
(the market) dynamics.  

7. Apply relevant theories and concepts of group behaviour taught in the 
course to improve your own group-work skills. 

8. Develop appreciation for ethical practices and social responsibility in 
application of marketing management concepts. 

9. Improve your teamwork, and the presentation skills. 
 

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 ASB Graduate Attributes 

1,2,3 1. Critical thinking and problem solving 

9 2. Communication 

9 3. Teamwork and leadership 

8 4. Social, ethical and global perspectives 

5,6,8 5. In-depth engagement with relevant disciplinary knowledge 

4,7 6. Professional skills 
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3 LEARNING AND TEACHING ACTIVITIES 
  
 

3.1 Approach to Learning and Teaching in the Course 
Marketing management is designed to challenge you, encourage you to think 
for yourselves and take responsibility for your own learning. The course is 
delivered in a seminar format.  However, emphasis is placed on active 
learning during discussions and application tasks.  The primary aim of my 
presentations is to introduce you to the theory and concepts in marketing 
management in an involving and a stimulating environment.  Use of video, 
audio, examples and lecture activities is made in that respect.  Tutorials on 
the other hand encourage active learning via mutual discussion, active peer 
learning, class activities, and practical application of key concepts to 
marketing problems.  
 
TO OBTAIN FULL BENEFITS FROM THIS COURSE, I SUGGEST YOU EXTEND YOURSELF 
BEYOND YOUR COMFORT ZONE. THAT MEANS PRO-ACTIVELY PARTICIPATE IN THE 
DISCUSSIONS, CLASS ACTIVITIES AND THE LECTURES. THE TEXTBOOK READINGS ARE 
SUPPLEMENTED BY CASE STUDY READINGS. THESE CASE STUDIES RELATE TO THE 
LECTURES AND PROVIDE OPPORTUNITY FOR YOU TO APPLY THE CONCEPTS DISCUSSED 
IN THE LECTURES. 
 
 

3.2 Learning Activities and Teaching Strategies 
Lectures: 

• In the lecture I will be outlining the main theoretical concepts in marketing 
management (A5).  The engagement/involvement with the course concepts 
will be enhanced by video, audio and case study presentations and 
discussions.  These will also focus on the ethical implications and social 
responsibility involved in applying marketing management concepts in the 
marketplace (A4).  Short lecture activities will help engage you in active 
elaboration and creative thinking about the course concepts.   

 
Tutorials: 

• Each tutorial is dedicated to a simulated boardroom presentation that aims 
to apply the concepts learned in the lectures to a concrete marketing 
problem, and to encourage active peer learning. Each week a “management 
team” composed of 4-5 students will present their strategy for a 
company/product described in that week’s case study (A1). Six other 
students from the class will volunteer () to sit on the board of directors, 
while the rest of the class will represent the shareholders. The job board of 
directors and the shareholders is to analyse the strategy of the management 
team, question and comment on the likely success of the proposed 
initiatives. This boardroom game forms the key part of the active peer 
learning approach in the course. 
 

1. Discussion during class is encouraged because it leads to deeper 
understanding of concepts and issues in marketing management.  
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These are discussions important because they reinforce the course 
concepts introduced during the lectures and emphasize deep rather 
than surface understanding (A2).  For each class discussion, you will 
need to prepare by writing a one-page reflective summary of the case 
study readings assigned for the relevant week (A5). 

2. Boardroom game is designed to promote application of the marketing 
management concepts and theory to practical marketing situations.  
The emphasis is on creativity and critical evaluation of the task in 
light of the underlying theoretical concepts (A6). 

3. Class presentation is designed to encourage group work, 
communication skills, and allow exposure of your ideas and creative 
approaches to solving marketing management problems in a 
competitive business scenario (A3).   
 
The presentations directly linked to the lecture topic set for each 
week.  The presentations will be based on recent case studies set for 
each week. These will be done in groups. Each week a group of 
students will analyse a case study and present their solution to a 
specific marketing problem faced by the company in the case study. 
Presenters will provide us with their understanding of the 
substantive concepts, and the creative application of those concepts 
to marketing management. The success of the presentations will 
partly depend on the level of discussion you are able to generate in 
class 

 
 
 
4 ASSESSMENT 

4.1 Formal Requirements 
Your regular and punctual attendance at lectures and seminars is expected in this 
course. University regulations indicate that if students attend less than eighty per 
cent of scheduled classes they may be refused final assessment.  
 
In order to pass this course, you must: 

• achieve a composite mark of at least 50; and 
• achieve at least 50% in each component of the course (see below). 
• To ensure comparability of marks between tutorials and tutors, 

marks across different tutorials may be standardized to a common 
mean and variance. 

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

Assessment 
Task 

Weighting Learning 
Outcomes 
assessed 

ASB 
Graduate 
Attributes 
assessed 

Length Due Date 

Tutorial 
Participation 

15% 1,2,3 A1, A2  Ongoing 

Case 
presentation 

30% 5,6,8,9 A2, A3, A6 20 minutes TBA 

Final Exam 50% 1,2,3,5,6,8 A5 1.5 hours University 
Exam 
Period 

Research 
participation 

5% 5,6,7 A4 1 hour TBA 

Total 100%     

 

Individual Work: 
 
Tutorial Participation (15%) 
Active and reflective peer learning 
 
Downside risk: Everyone is expected to read all the case studies set for each week 
prior to the seminar. You will have to produce a short (max one page) analysis of 
each case study. These will demonstrate how you apply concepts  from the course to 
the cases. You will analyze the market situation faced by the company. Based on 
your analysis you need to explore a set of strategic marketing options for the 
company, calibrate their likely effectiveness, and propose a marketing strategy. 
Reflectively evaluate your proposed strategy in reference to concepts and theory 
discussed in the course and your own learning in the course. 
 
A single failure to produce the summaries (without a good reason) will earn you a 
zero for participation. I call this my anti-procrastination incentive scheme or “anti-
PIS” for short. I will collect all of the relevant summaries at the end of each 
seminar. 
 
Upside risk: 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.  
 
Research Participation (5%) 
Appreciation of marketing research 
 
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 a list of randomly drawn student ID numbers selected for the project. 
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When your ID number is selected and you decide to participate you will receive 5% 
credit in the course as incentive for taking part in the research project.  
 
Alternatively, if you decide not to participate in the research project you will hand 
in a two page review of one academic article that relates to the topic of lecture 1 
(Marketing concept and marketing’s role in the organization). The article maybe 
one of the papers provided as part of the readings in week 1. The article review 
should critically discuss the main findings and arguments put forward in the 
article. 
 
The faculty at the UNSW School of Marketing, in addition to their teaching 
interests, are actively engaged in pursuing original research interests that push 
the boundaries of the Marketing discipline. Such research has implications for 
improved understanding of consumers, management practices, corporate 
organisation, and social policy directives. The established findings of academic 
research are the core basis of teaching and knowledge dissemination at the 
University. Being part of the university culture students are encouraged to explore 
the research environment at UNSW and experience the process of knowledge 
generation by participating in faculty administered research projects. These 
projects will likely relate closely to the topics studied in the course and represent 
the cutting edge of research in the topic area. 
Participation in the faculty administered research projects is encouraged, but is 
not compulsory. Students who choose to participate in a faculty run research 
project are entitled to 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 their tutor in the enrolled tutorial. The receipt acts as a 
record of a student’s participation in the research project.  
Students should not participate in more that one research project in any one 
semester. Students who choose not to participate in a research project earn the 5% 
credit by doing a piece of assessment, which is the standard requirement in the 
course. 
 
 
Final Exam (50%) 
I will advise you on the structure of the final exam in the second half of the 
semester. The provisional exam timetable does not come out before the last couple 
of weeks of the session; hence we will not now the date and the location of the final 
exam before then.  
 
Group Work:  
 
Case Presentation (30%) [aka the apprentice] 
Critical and creative thinking 
 
Refer to the case studies and the discussion topics set for each week. The aim of the 
case presentation is for you to present solution to a specific marketing problem 
described in the case study. You should think of your presentation as a 
presentation to the board of directors on the future course of action and the 
strategic direction for your company. As such, you have to present yourself 
appropriately and convince the board of directors (i.e.: myself and few ‘chosen’ 
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students each week) of the merits of your strategy. However, your focus should also 
be on the application of the marketing management and marketing strategy 
concepts to the given marketing problem. This means that you not only have to 
present your marketing strategy for the company, but also justify why you have 
chosen a specific course of action in terms of the theoretical concepts from the 
lectures and your readings. You should integrate all the information into a 
consistent argument. The quality of your argument will be the major determinant 
of your presentation mark. Assessment of the presentation will also depend on your 
presentation style and the level of discussion that you are able to generate during 
and following the presentation. Hence you will need make the presentation 
interesting and plan for and encourage discussion during and after the 
presentation. 
 
Note: Group work is assessed according to performance on the grading criteria included in 
this course outline.  The adjustment of individual marks from the group mean is based on 
peer evaluation of your performance and contribution to group work. Copies of the 
marking sheets for each of the group assessment components are attached at the end of 
this document. 
 

4.3 Assessment Format 
Assignments must include a cover sheet. Each assignment length excludes 
appendices and references. However, all appendices must be relevant to the 
assignment and clearly referenced in the main body of the assignment. Each 
assignment should have a title page with each group member’s name and student 
number. Sub-headings and a table of contents are welcomed. 
Extra readings are also encouraged. I want evidence that you had thought about, 
researched and analysed each of the topics. The higher pedagogical goals of 
demonstrated understanding and insight will guide assessment of the 
assignments. This means that you must infuse your own ideas and construct own 
arguments, rather than simply repeat what you read in the articles, books or the 
lecture notes. 
 
Required Additional Reading 

Extra readings are also encouraged. I want evidence that you had thought about, 
researched and analysed each of the topics. The higher pedagogical goals of 
demonstrated understanding and insight will guide assessment of the 
assignments. This means that you must infuse your own ideas and construct own 
arguments, rather than simply repeat what you read in the articles, books or the 
lecture notes. 
 
 

4.4 Assignment Submission Procedure 
Assignments are to be submitted on or before the due date at the seminar, or by 
lodging in the marked essay box located on the 3rd floor, Quadrangle building. 
 
Where:  School of Marketing Assignment Box  
When:  by the Due Date (penalties apply for late submission) 
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4.5 Late Submission 
Information about late submission of assignments, including penalties, is available 
on the School of Marketing’s website  
http://www2.marketing.unsw.edu.au/nps/servlet/portalservice?GI_ID=System.LoggedOutIn
heritableArea&maxWnd=_Current_Policies 
 
 
 
 
 
 
 
 
5 COURSE RESOURCES 
 
 The textbook:  

o Hooley, G., Saunders, J., & Piercy, N. (2004). Marketing Strategy and 
Competitive Positioning. 3rd Ed., Prentice Hall, Europe. 

 Case studies: 
You will need to access the following case studies from Harvard Business Online 
via Blackboard. You can also follow the link and do a keyword search for each title. 
http://harvardbusinessonline.hbsp.harvard.edu/b02/en/cases/cases_home.jhtml 

o Case titles: 1. XM Satelite Radio (A); 2. Sunday Communications Ltd. 3. 
Samsung China; 4. Hong Kong Land Holdings; 5. FastLane 
Technologies; 6. Dell- New Horizons; 7. Real Madrid Club de Futbol;  

 Additional useful textbook readings: 
o Reed, P. (2003). Strategic Marketing Planning. Thompson, Melbourne 
o McDonald, M. (1995). Marketing Plans, How to Prepare Them, How to 

Use Them. 3rd  Ed, Butterworth-Heinemann, Oxford. 
o Aaker, M. (2005). Strategic Market Management. 6th  Ed., Wiley. 

 Additional article readings are listed in the course schedule. Most of the 
articles should be conveniently located on the “My Course” library web-page. 
Any that might be missing you will have to hunt down yourselves; which 
means you get to find out where the library is. 

 
 
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 

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. 
 

http://www2.marketing.unsw.edu.au/nps/servlet/portalservice?GI_ID=System.LoggedOutInheritableArea&maxWnd=_Current_Policies�
http://www2.marketing.unsw.edu.au/nps/servlet/portalservice?GI_ID=System.LoggedOutInheritableArea&maxWnd=_Current_Policies�
http://harvardbusinessonline.hbsp.harvard.edu/b02/en/cases/cases_home.jhtml�
http://www.ltu.unsw.edu.au/ref4-5-1_catei_process.cfm�
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and programs within the School are communicated to subsequent cohorts of 
students. 
 
Your feedback is valuable and has a real impact on the course improvement.  The 
inclusion of active peer learning, audio and video clips, and class exercises in large 
group settings is a direct result of the feedback provided by students in the past 
years.  One of the key improvements this year following the feedback from students 
is the inclusion of an objective class-participation assessment process.  
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7 COURSE SCHEDULE 
 
Lecture Schedule 
 

Week Lecture Readings Tutorial 
1 
01/3 

8 Introduction:  
9 Marketing concept and 

marketing’s role in the 
organization. 

Kohli, Ajay K.; Jaworski, Bernard J. 
(1990). Market Orientation: The 
Construct, Research Propositions, A; 
Journal of Marketing, 54(2), 1-18. 

Jagdish N Sheth (2000). The 
antecedents and consequences of 
customer-centric marketing; Academy 
of Marketing Science. Journal, 28(1), 
55-66. 

No Tutorials 

2 
08/3 

10 Review of key concepts: 
Strategic marketing and 
economic concepts. 

Text1
Discussion:  

: Ch1 Focus:  
Admin (Groups, presentations) 

3 
15/3 

Review of consumer 
behaviour: 
Consumer behaviour concepts. 

Text: Ch2 
Mastering Case Study Analysis 
(handout) 

Discussion 
Focus: Ebay.com 
The marketing plan. 

4 
22/3 

Internal analysis (company) Text: Ch3, Ch6 Presentation 1 
Case Study:  
XM SATELLITE RADIO 

5 
29/3 

External analysis 
(consumers) 

Text: Ch7, Ch12 Presentation 2 
Case Study: 
SUNDAY COMMUNICATIONS 

6 
05/4 

External analysis 
(environment) 

Text: Ch5, Ch8, Ch10 Presentation 3 
Case Study: 
SAMSUNG CHINA 

  Midsession Break  

7 
19/4 

Opportunities and threats Text: Ch12, Ch13 Presentation 4 
Case Study: 
HONG KONG LAND HOLDINGS 

8 
26/4 

Marketing options Text: Ch14 Presentation 5 
Case Study: 
FASTLANE TECHNOLOGIES 

9 
03/5 

Sources of competitive 
advantage 

Text: Ch15, Ch16, Ch167 Presentation 6 
Case Study: 
DELL--NEW HORIZONS 

10 
10/5 

Creating value through 
branding 

Krishnan, K.L. (1996). Characteristics 
of memory associations: a consumer-
based brand equity perspective. 
International Journal of Research in 
Marketing Research, 13, 389-405. 
Simon, C., Sullivian, M. (1993). The 
measurement and determinants of 
brand equity: a financial approach. 
Marketing Science, 12(1). 28-52. 

Presentation 7 
Case Study: 
REAL MADRID CLUB DE FUTBOL 

11 
17/5 

Guest Lecturer 
(Implementation) 

Text: Ch19 No Tutorials 
 

12 
24/5 

No Lecture Exam revision No Tutorials 
 

 
 
                                                
1 The textbook chapter readings are an indication only. I suggest you read all the chapters in the textbook.  

http://global.umi.com/pqdweb?Did=000000000584958&Fmt=1&Deli=1&Mtd=1&Idx=1&Sid=1&RQT=309�
http://global.umi.com/pqdweb?Did=000000000584958&Fmt=1&Deli=1&Mtd=1&Idx=1&Sid=1&RQT=309�
http://global.umi.com/pqdweb?Did=000000047509530&Fmt=4&Deli=1&Mtd=1&Idx=31&Sid=5&RQT=309�
http://global.umi.com/pqdweb?Did=000000047509530&Fmt=4&Deli=1&Mtd=1&Idx=31&Sid=5&RQT=309�
http://global.umi.com/pqdweb?Did=000000047509530&Fmt=4&Deli=1&Mtd=1&Idx=31&Sid=5&RQT=309�
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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 
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 ASB Referencing and Plagiarism 
webpage (ASB >Learning and Teaching>Student services>Referencing and 
plagiarism)   
 
 
2 STUDENT RESPONSIBILITIES AND CONDUCT 
Students are expected to be familiar with and adhere to university policies in relation to 
class attendance and general conduct and behaviour, including maintaining a safe, 
respectful environment; and to understand their obligations in relation to workload, 
assessment and keeping informed.  
 
Information and policies on these topics can be found in the ‘A-Z Student Guide’: 
https://my.unsw.edu.au/student/atoz/A.html. See, especially, information on 
‘Attendance and Absence’, ‘Academic Misconduct’, ‘Assessment Information’, 
‘Examinations’, ‘Student Responsibilities’, ‘Workload’ and policies such as 
‘Occupational Health and Safety’. 
. 

2.1 Workload 
 
It is expected that you will spend at least ten hours per week studying this course. This 
time should be made up of reading, research, working on exercises and problems, and 
attending classes. In periods where you need to complete assignments or prepare for 
examinations, the workload may be greater. 
 
Over-commitment has been a cause of failure for many students. You should take the 
required workload into account when planning how to balance study with employment 
and other activities.  
 
 

2.2 Attendance 
 

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

2.3 General Conduct and Behaviour 
 
You are expected to conduct yourself with consideration and respect for the needs of 
your fellow students and teaching staff.  Conduct which unduly disrupts or interferes 
with a class, such as ringing or talking on mobile phones, is not acceptable and 
students may be asked to leave the class. More information on student conduct is 
available at: https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html 
 

2.4 Occupational Health and Safety 
 
UNSW Policy requires each person to work safely and responsibly, in order to avoid 
personal injury and to protect the safety of others. For more information, see 
http://www.ohs.unsw.edu.au/. 
 

2.5 Keeping Informed 
 
You should take note of all announcements made in lectures, tutorials or on the course 
web site.  From time to time, the University will send important announcements to your 
university e-mail address without providing you with a paper copy.  You will be deemed 
to have received this information. It is also your responsibility to keep the University 
informed of all changes to your contact details. 
 
 
3 SPECIAL CONSIDERATION AND SUPPLEMENTARY 

EXAMINATIONS 
 
You must submit all assignments and attend all examinations scheduled for your 
course. You should seek assistance early if you suffer illness or misadventure which 
affects your course progress.  
 
 
General Information on Special Consideration: 

1. All applications for special consideration must be lodged online through 
myUNSW within 3 working days of the assessment (Log into myUNSW and 
go to My Student Profile tab > My Student Services channel > Online Services 
> Special Consideration). 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.  

https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
http://www.ohs.unsw.edu.au/�
https://my.unsw.edu.au/student/academiclife/ProfessionalAuthority.pdf�
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html#Supportingdocumentation�
https://my.unsw.edu.au/student/academiclife/StudentCentralKensington.html�


MARK5801 – Marketing Management   3 

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. 

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

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

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

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

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

1. Supplementary exams will be scheduled centrally and will be held 
approximately two weeks after the formal examination period. The dates for 
ASB supplementary exams for Session 1, 2012 are: 
10 July 2012 – exams for the School of Accounting 
11 July 2012 – exams for all Schools other than Accounting and Economics 
 12 July 2012 – exams for the School of Economics 
If a student lodges a special consideration for the final exam, they are stating 
they will be available on the above dates. Supplementary exams will not be 
held at any other time. 

2. Where a student is granted a supplementary examination as a result of a 
request for special consideration, the student’s original exam (if completed) 
will be ignored and only the mark achieved in the supplementary examination 
will count towards the final grade. Failure to attend the supplementary exam 
will not entitle the student to have the original exam paper marked and may 
result in a zero mark for the final exam. 
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If you attend the regular final exam, you are extremely unlikely to be granted a 
supplementary exam. Hence if you are too ill to perform up to your normal standard in 
the regular final exam, you are strongly advised not to attend. However, granting of a 
supplementary exam in such cases is not automatic. You would still need to satisfy the 
criteria stated above. 
 
The ASB’s Special Consideration and Supplementary Examination Policy and 
Procedures for Final Exams for Undergraduate Courses is available at: 
http://www.asb.unsw.edu.au/currentstudents/resources/forms/Documents/supplementa
ryexamprocedures.pdf. 

 
 
 
4 STUDENT RESOURCES AND SUPPORT  
 
The University and the ASB provide a wide range of support services for students, 
including: 

• ASB Education Development Unit  (EDU) (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   
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WEEK2 
 
ADMINISTRATION: GET INTO GROUPS 
Form a group of 3 to 5 members and choose a case study topic and the week in 
which you will present it. Choose your group members wisely. Group work forms a 
major part of assessment in this course. However, management of group dynamics 
is your responsibility. Keep in mind that assignment of clear responsibilities as 
well as development of consistent group norms, such as regular meetings, 
communication, and division of labour, are essential for cohesive group 
performance. 
 
Nevertheless, we will have peer evaluation of individual contribution to group work 
at the end of the semester. Hence, how your group peers assess your performance 
within the group will influence the marks that you receive at the end. 
 
 
WEEK3 
 
MARKETING PLAN: 

Discuss components of a marketing plan. For a comprehensive guide to writing a 
marketing plan see Reed, P. (2003). Strategic Marketing Planning. Thompson, 
Melbourne and also McDonald, M. (1995). Marketing Plans, How to Prepare Them, 
How to Use Them. 3rd  Ed, Butterworth-Heinemann, Oxford. 
 
Prepare a mini marketing plan for a product of your choice. In your plan make 
sure to include the following components:  

1. Corporate objectives,  
2. Competitive and situation analysis,  
3. Target market analysis, 
4. Strategy (positioning) 
5. Action plans, and controls. 

 
 
GUIDE TO CASE STUDY ANALYSIS: THE BUSINESS MODEL OF EBAY.COM 
 
Handouts: 
 

• Read the handout called Mastering Case Study Analysis. Discuss the 
recommended approach. 

• Read the exemplary case study summary for Ebay.com. Analyse the 
structure of the summary and how this approach can be used to relate the 
case study to the theoretical concepts in the course.   
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WEEK4 
 
CASE STUDY: XM SATELLITE RADIO 
XM Satellite Radio is a radically new way to listen to radio. Management must 
develop a marketing strategy to launch the firm and the category. A crucial aspect 
of the strategy is to determine which of two business models the company will 
pursue. Should it focus predominantly on charging customers a monthly 
subscription fee or on selling advertising time to advertisers? This decision is 
closely related to target market selection and to the choice of optimal price points 
for subscription fees and radio receivers. Market research commissioned by XM 
provides rich insights into these issues. In addition, XM management needs to 
figure out how to establish partnerships with the leading electronics 
manufacturers. A consideration of its market share and channel presence are 
essential to XM's ultimate success integrating satellite radio into home and car 
audio systems. As it formulates its plan, XM needs to take into account the 
competitive landscape, primarily comprised of broadcast radio (AM and FM) that 
has been in existence for many years and is offered for free, as well as a second 
satellite radio provider (Sirius).  
 
Analyse the strategic issues facing XM Satellite Radio and outline how these issues 
relate to the competitive environment in which XM Satellite Radio must develop its 
marketing strategy. Discuss, justifying your recommendations, how XM Satellite 
Radio can resolve the strategic challenges it faces in order to successfully launch its 
innovative service.and why? 
 
 
WEEK5 
 
CASE STUDY: SUNDAY COMMUNICATIONS LTD. 
SUNDAY Communications was one of six mobile phone service providers facing 
fierce competition in a small market of 6.7 million population in Hong Kong. The 
company had pursued an aggressive marketing and branding strategy since its 
establishment in 1994. However, after six years, it was still struggling to make a 
profit. With the imminent granting of 3G licenses in early 2001, the company is 
hard pressed to formulate a viable strategy that will enable it to capitalize on its 
brand image and reposition itself in the mobile phone industry. 
 
Evaluate the effectiveness of SUNDAY's strategy in a competitive marketplace, 
where pricing, service quality, and brand loyalty are significant tools for 
competitiveness. Suggest how SUNDAY can best implement a strategy that takes 
account of the new developments in the market 
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WEEK6 
 
CASE STUDY: SAMSUNG CHINA: THE INTRODUCTION OF COLOUR TV 
Chung Yong, president of Samsung China Headquarters (SCH), was considering a 
recent meeting with the SCH marketing director responsible for developing a 
marketing strategy for the entire China market. The topic at the meeting was the 
marketing strategy for colour TV, which had been chosen as the flagship product 
for the China market. Samsung had to decide whether it should focus on the low- 
or high-end market segment (or both), and whether to import or produce locally. 
 
Analyse the influence of internal and external factors relevant to the successful 
introduction of colour televisions into China considered by Samsung. Specifically, 
discuss the relevance of political and government factors that could influence the 
marketing strategy in this emerging market. Recommend a desired positioning 
that Samsung should pursue. Justifying your recommendations and discuss the 
key success factors required for entry into the China market. 
 
 
WEEK7 
 
CASE STUDY: HONGKONG LAND HOLDINGS LTD.: STRATEGIC REPOSITIONING  
Hongkong Land Holdings Ltd. (HKL), the property arm of the Jardine Matheson 
Group, is a leading property investment, management, and development company 
with a major portfolio in Hong Kong and other property and infrastructure 
interests in Asia. In early 2000, HKL was faced with significant changes in its 
business environment in the Central District in Hong Kong, where it was the 
leading landlord of Grade A retail and office real estate. It had commissioned a 
report from consultants to inform the company on developments in the Grade A 
retail and office markets and the influence it might have on the company's 
operations. One of the major issues was how to reposition the company's aging 
properties to achieve optimal returns in a competitive market.  
 
Analyse the threats and opportunities facing Hongkong Land Holdings Ltd in their 
real-estate market. Outline the main marketing initiatives and the strategic 
options faced by Hongkong Land Holdings Ltd. Provide a set of recommendations 
and a suitable marketing strategy that will allow Hongkong Land Holdings Ltd to 
remain competitive and grow its business in the future. 
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WEEK8 
 
CASE STUDY: FASTLANE TECHNOLOGIES, INC. 
FastLane Technologies was a young entrepreneurial software company that had 
developed a powerful language that could help organizations manage, administer, 
and control large enterprise networks. In late 1996 they received an infusion of 
capital from Newbridge Networks and Celtic House, a venture capital firm. In May 
1997, the new vice president of marketing at FastLane must make his first 
presentation to the board of directors about his proposed marketing strategy for 
FastLane. The company faced a number of important issues, including whether to 
focus on the language itself or application tools based on the language and the most 
effective strategy for rapidly moving its products into a dominant position in its 
segment of the emerging market for Windows NT services. Developing effective 
channels to reach the large organizations that were its target customers was a 
particularly challenging issue.  
 
Analyse the marketing situation faced by FastLane Technologies, Inc. Based on 
your analysis propose a positioning strategy for the company and outline the costs 
and benefits of your suggested positioning. Create a set of strategic marketing 
options for the company and calibrate their likely effectiveness. 
 
 
WEEK9 
 
CASE STUDY: DELL--NEW HORIZONS 
Founded in 1984, Dell had achieved phenomenal growth and by 2000 had topped 
$25 billion in sales and over $2 billion in net income. In the 4th quarter of 2000, 
however, the PC industry's average 30-year growth rate crashed to a negative 10%. 
Dell Corp. had to make difficult decisions on how to sustain its profitability in light 
of its broad product portfolio--PCs, workstations, and servers on storage products 
for a broad cross-section of customers in the United States and worldwide. Should 
it stay the course or fundamentally change strategy? 
 
Discuss the key historical factors behind the success of the Dell brand and the 
company’s marketing strategy. Analyse how these factors were influenced by the 
changing market environment and outline the strategic opportunities faced by the 
company. Propose a new marketing strategy for the company that will ensure 
continued profitability and growth. 
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WEEK10 
 
CASE STUDY: REAL MADRID CLUB DE FUTBOL 
In June 2004, Florentino Perez, a well-known Spanish businessman, was elected 
president of Real Madrid, one of the world's top soccer clubs. In his campaign, Perez 
had promised to turn around the club's finances, bring in world-class talent, and 
extend the club's brand around the world through multiple channels. As re-election 
looms four years later, his management team reflects on initiatives to date and 
challenges ahead as described in the case. Also describes the soccer industry and the 
trends transforming it.  
 
Evaluate Real Madrid's brand management strategy and consider the risks and 
opportunities involved. Also, recommend a strategy for the future expansion of the 
brand worldwide. 
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Presentation Feedback Sheet 
 
Group: 
 
Name: 
 
Date: 
 
Mark: 
 
 F P C D HD  
 
Content (65%) 
 

<50 50-
64 

65-
74 

75-
84 

85-
100 

 

Poorly structured argument 
 

     Well structured argument 

No explanation of key concepts      Excellent explanation of key 
concepts 

No analysis of environment and 
resource capabilities 

     Excellent analysis of environment 
and resource capabilities 

No strategic direction and 
positioning 

     Excellent strategic direction and 
positioning  

No implementation tactics and 
action plans 

     Excellent implementation tactics and 
action plans 

 
Presentation (35%) 
 

      

Delivery poorly formulated      Fluent delivery 
 

Read from notes or heavy use of 
notes 

     Spoke freely without notes 

Boring and uninspired      Attention grabbing and entertaining 
 

Overheads difficult to read      Clear specific and readable 
overheads 

Poor time management      Kept within 5 minutes 
 

Poor changeover between 
presenters 

     Seamless transitions between 
presenters 

No class involvement      Excellent class involvement 
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Tutor’s Comments on Presentation 
 
 
The things you did well 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The things you need to improve 
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Report Feedback Sheet 
 
Group: 
 
Name: 
 
Date: 
 
Mark: 
 
 
 F P C D HD  
 
 

<50 50-
64 

65-
74 

75-
84 

85-
100 

 

Poorly defined marketing 
problem 
 

     Well defined marketing problem 

No analysis of the situation and 
context 
 

     Excellent analysis of situation and 
context 

No calibration of critical success 
factors 
 

     Excellent calibration of critical 
success factors 

No theoretical argument 
supporting the proposed 
strategy 

     Excellent theoretical argument 
supporting the proposed strategy 

No literature review 
 

     Excellent external literature review 

No discussion of limitations  
 

     Insightful discussion of limitations. 

 
Comments:



Please evaluate the overall contribution to group work of each of your team members.  
Use 4 as the group average. That means if everyone in the group contributed equally, circle 4. Otherwise for example if Adrian did more than 
the group average, give him 5-7, and if Fandy did less than the group average, give him 1-3. Please circle the appropriate number. Rate 
yourself as well! 
 

 
Name Group average 
 1 2 3 4 5 6 7 

 1 2 3 4 5 6 7 

 1 2 3 4 5 6 7 

 1 2 3 4 5 6 7 

 1 2 3 4 5 6 7 

 1 2 3 4 5 6 7 

        

 
Please write: 
 
Report Title: _______________________________________________________________________ 
 
Presentation Mark:_____ 
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