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The Business School expects that you are familiar with the contents of this 
course outline. You must also be familiar with the School’s Course Outlines Pol-
icies webpage which contains key information on: 
• Program Learning Goals and Outcomes 
• Academic Integrity and Plagiarism 
• Student Responsibilities and Conduct 
• Special Consideration 
• Student Support and Resources  
 
This webpage can be found on the Business School website: https://www.busi-
ness.unsw.edu.au/degrees-courses/course-outlines/policies  
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COURSE-SPECIFIC INFORMATION 

 

1. STAFF CONTACT DETAILS 

List teaching staff: 
Lecturer-in-charge: Dr Haydn Northover 
Room TBC 
Phone No: 0435 146 322 
Email: haydn.northover@unsw.edu.au  
Consultation times: Mondays 5pm-6pm (or by appointment) 
 
A full list of tutors will be posted on Course Website. 
 
 

2. COURSE DETAILS 

2.1. Teaching Times and Locations 

Lectures start in Week 1 (to Week 13): The Time and Location are: 
Monday 1:30-3pm, in CLB5 (1.30 – 4.30pm in the first and last weeks i.e. Week 1 and 
Week 13) 
 
Tutorials start in Week 2 (to Week 12). The Groups and Times are: 
12:00pm - 1.30pm: Quad G045 
3pm - 4.30pm: Webster 251 
3pm - 4.30pm: CLB5 
 
A full list of tutorials, times and tutors will be on the Course Website. 

2.2. Units of Credit 

The course is worth 6 units of credit. 

2.3. Summary of Course  

Marketing communication is a critical aspect of a company’s overall marketing mission 
and a major determinant of its success in a market. The goal of marketing communication 
is to convey meanings to the target audience in order to build a strong brand. This course 
provides students with an opportunity to analyse, design and evaluate various commu-
nication and promotion decisions. Specific issues include fundamental marketing com-
munication decisions, creative brief, message/copy writing, communication strategies, 
and media strategies. To explore such issues, this course provides relevant and up-to-
date theories, concepts, techniques, and models in marketing communication and pro-
motion. The course will interweave lectures, group activities and an integrated marketing 
communication group project. 

2.4. Course Aims and Relationship to Other Courses 

Course Aims 
 

• to provide students with contemporary knowledge of marketing communication and 
promotion. 
 

• to familiarise students with various components of the marketing communication mix 
that firms practice and customers experience. 
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• to enhance students’ ability to apply creatively and critically marketing communica-
tion concepts and techniques in developing an integrated marketing communication 
plan. 

 
The course is organized into three modules that collectively address the course aims.  
 

• Understanding marketing communication decisions sets the scene by considering 
fundamental decisions that a marketing communicator usually gets involved in. 
These decisions include how to influence customers’ attitudes and behaviours 
through persuasive efforts, identifying target receivers of marketing communication 
messages, developing a brand positioning, and setting objectives and budgeting.  
 

• Constructing a creative brief describes the features of a creative brief and explains 
alternative creative strategies in the development of marketing communication mes-
sages. The module also describes the role of creative agencies and the relationship 
between agency and client.  

 

• Developing an integrated marketing communication plan concentrates on specific 
issues in the development of an integrated marketing communication plan. These 
issues include advertising strategy, advertising copy writing, public relations strategy, 
direct marketing strategy, sales promotion strategy, personal selling strategy, media 
strategies, media planning and analysis. 

 
Relationship of this course to other courses  
 
The course MARK5810 is about communication - one of four key components of the 
marketing mix. The course links concepts you have learnt in other marketing courses 
that underpin and contribute to integrated marketing communications. A study of 
MARK5810 complements the wider array of subjects taught in the Master of Commerce 
(with marketing specialisation) and the MCom in general. MARK5810 requires 
MARK5800, MARK5801, or MARK5813 as prerequisite or corequisite. 
 
Synergies 

You are encouraged to make linkages with previous studies, particularly consumer be-
haviour and marketing research. Your learning is likely to be more effective when prior 
experiences and prior knowledge are explicitly recognised and built upon. You should 
take responsibility for doing this.  

2.5. Student Learning Outcomes  

On successful completion of this course, students will be able to: 

(a) understand the key marketing communication decisions; 

(b) identify and analyse communication opportunities; 

(c) develop a creative brief and to use the information for forward integrated mar-
keting communication plan; 

(d) use resources (e.g., marketing research, research studies, expert advice, etc.) 
in an informed and skilful way as part of the process of developing creative ideas, 
plans and solutions; 

(e) effectively communicate marketing communication knowledge in oral and written 
contexts; and 

(f) work individually and as an effective member of a team. 
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The Course Learning Outcomes are what you should be able to DO by the end of this 
course if you participate fully in learning activities and successfully complete the assess-
ment items.  

The Learning Outcomes in this course also help you to achieve some of the overall 
Program Learning Goals and Outcomes for all postgraduate coursework students in the 
Business School. Program Learning Goals are what we want you to BE or HAVE by the 
time you successfully complete your degree (e.g. ‘be an effective team player’). You 
demonstrate this by achieving specific Program Learning Outcomes - what you are able 
to DO by the end of your degree (e.g. ‘participate collaboratively and responsibly in 
teams’).  

For more information on Program Learning Goals and Outcomes, see the School’s 
Course Outlines Policies webpage available at https://www.business.unsw.edu.au/de-
grees-courses/course-outlines/policies  
 
The following table shows how your Course Learning Outcomes relate to the overall 
Program Learning Goals and Outcomes, and indicates where these are assessed (they 
may also be developed in tutorials and other activities): 
 

Program Learning Goals and 
Outcomes 

Course Learning Outcomes Course Assessment Item 

This course helps you to achieve 
the following learning goals for all 
Business SchoolASB postgradu-
ate coursework students: 

On successful completion of the course, 
you should be able to: 

This learning outcome will be as-
sessed in the following items: 

1 Knowledge (a) understand the key marketing com-
munication decisions 

(b) identify and analyse communication 
opportunities 

(c) develop a creative brief and to use 
the information for forward integrated 
marketing communication plan 

(d) use resources (e.g., marketing re-
search, research studies, expert ad-
vice, etc.) in an informed and skilful 
way as part of the process of devel-
oping creative ideas, plans and solu-
tions 

• Individual assignments 

• Group Assignment 

• Group case presentation 

• Class participation 

2 Critical thinking and prob-
lem solving 

(a) understand the key marketing com-
munication decisions 

(b) identify and analyse communication 
opportunities 

• Individual assignments 

• Group Assignment 

• Group case presentation 

• Class participation 

3a Written communication (e) effectively communicate marketing 
communication knowledge in oral and 
written contexts 

• Individual assignments 

• Group Assignment 

https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies
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3b Oral communication (e) effectively communicate marketing 
communication knowledge in oral and 
written contexts 

• Group case presentation 

• Class participation 

4 Teamwork  (f) work individually and as an effective 
member of a team 

• Group Assignment 

• Group case presentation 

5a.   Ethical, environmental 
and sustainability respon-
sibility 

Not specifically addressed in this course. Not specifically assessed. 

5b. Social and cultural aware-
ness 

Not specifically addressed in this course. Not specifically assessed. 

 
 

 
Once equipped with these levels of knowledge and skills you should be able to consider 
issues of theoretical and practical significance (from “marketing communication deci-
sions” to “how to construct a creative brief and an integrated marketing communication 
plan”). You ought to feel confident about managing the strategic aspects of marketing 
communication and promotion and many of the tactical aspects. However, not every as-
pect of marketing communication and promotion will be addressed in this course. You 
will not gain detailed, hands-on experience of all tactical aspects of the business. 

 

3. LEARNING AND TEACHING ACTIVITIES 

3.1. Approach to Learning and Teaching in the Course 

 
This course is designed to be: 

• Rigorous and informed, in that we consider what is known about marketing commu-
nication and promotion through business practice, research and scholarship; 

• Encouraging critical and independent thinking, including an assessment of the valid-
ity of claims made about marketing communication and promotion; 

• 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 prob-
lems 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 communication and promotion 
to experiences in daily life. 

 

3.2. Learning Activities and Teaching Strategies 
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This is a classroom-based course and, as such, the approach will be fairly instructive. 
However, we will try to vary the pace by having a mix of formal lectures, group activities, 
and self-study. 

The purpose of the lectures is to provide students with up-to-date concepts, theory, mod-
els, findings and practices from marketing, marketing research, and communication re-
search that are relevant to the design and evaluation of an integrated marketing commu-
nication plan. These theories and practices draw on the accumulated wisdom of both 
marketing practitioners and academics. You are encouraged to think critically about the 
theories and practices presented in the course, the textbooks, and the readings. 

The purpose of group activities is to provide a forum for case analysis and discussion, 
and for a more hands-on approach to the tasks involved in marketing communication 
and promotion. This is your opportunity to apply the material presented in lectures and 
to use knowledge gleaned from readings and experiences. A certain proportion of this 
work will be undertaken in groups, and it will be necessary to engage in group study 
outside formal working hours. 
 
Self-study is important too. You cannot expect to develop the desired level of knowledge 
and skill from merely attending lectures and group activities. There is a course textbook 
– read it! Also, your attention is drawn to supplementary readings – you are not expected 
to read all of these, but you should study a selection of them and use them for inform 
your thinking and your work. In particular, many of the readings will highlight alternative 
perspectives and they will help you hone your skills in making critical evaluations.  
 

4. ASSESSMENT 

4.1. Formal Requirements 

In order to pass this course, you must achieve a composite mark of at least 50. 

4.2. Assessment Details 

 

Assessment Items Weighting Length Due Date 

Individual Assignment 1 20% 1,000 words August 14, 2017, Week 4 

Individual Assignment 2 40% 2,000 words October 23, 2017, Week 13 

Group Assignment 20% 3,000 words October 16, 2017, Week 12 

Group case presentation 10% 20 minutes TBA in Week 1 

Class Participation 10%  Throughout session 

 
 
 
 
Please note that criteria for assessment of all assignments will be available on Moodle.  
 
4.2.1. Individual Assignment 1 (20%) 

Length: 1,000 words 
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Due Date: Monday, August 14, 2017 (Week 4) 
Weighting: 20% 

 

▪ This is the first individual essay assignment due on Monday, August 14 (week 4) – 
by 1.30pm to be handed in at the start of the lecture and submitted via Turnitin, 
accompanied by a signed Assignment Cover Sheet. The essay is approximately 
1,000 words (single-sided, 12-point font, 1.5-spaced). Please make a copy of the 
report for your records. 

 
You will be fully briefed in class about the content and format of Individual Assignment 
1 in Week 1. 
 
4.2.2. Individual Assignment 2 (40%) 

Length: 2,000 words 
Due Date: Monday, October 23, 2017 (Week 13) 
Weighting: 40% 

 

▪ This is the second individual essay assignment due on Monday, October 23 (week 
13) – by 1.30pm to be handed in at the start of the lecture and submitted via Turnitin, 
accompanied by a signed Assignment Cover Sheet. The essay is approximately 
2,000 words (single-sided, 12-point font, 1.5-spaced). Please make a copy of the 
report for your records. 

 
You will be fully briefed in class about the content and format of Individual Assignment 
2 in Week 1. 
 

4.2.3. Group Assignments (20%) 

Length: 3,000 words 
Due Date: Monday, October 16, 2017 (Week 12) 
Weighting: 20% 

You are required to prepare an integrated marketing communication campaign (IMC 
plan) for a brand utilising various media to deal with specific communication challenges 
facing by the brand owner. You are only to use secondary research and are not to contact 
the business directly to involve them in this process. Thus, you utilise your existing 
knowledge of the business and its activities to develop the IMC Plan. Do not submit an 
IMC Plan that currently exists. The task is for you to develop an IMC Plan that incorpo-
rates theoretical concepts to a practical situation. Be creative, but ensure your IMC Plan 
can be implemented to your identified target market.  You will be fully briefed in class 
about the content and format of the assignment in Week 2. You will be required to work 
in a group consisting of maximum 5 members and you are free to choose the composition 
of your group (to be formed in Week 1). Each group will be allocated (randomly) to a 
particular brand with strategic communication challenges that will be notified in the brief 
in week 2. 

 
The report is due on October 16 (week 12) – by 1.30pm to be handed in at the start of 
the lecture and submitted via Turnitin, accompanied by a signed Assignment Cover 
Sheet. 
 
Group Work, Roles and Responsibilities and Conduct of Meetings 
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You are expected to work in groups throughout the semester, and to divide work among 
group members equally. Group members are required to exchange contact details and 
formulate and agree on a Group Process Plan and a Pre-Project Action Plan. The Group 
Process Plan details member roles, identifies group rules, allocates tasks and responsi-
bilities and shows agreed project milestones.  The Pre-Project Action Plan details prob-
lems and issues that may arise and how the group will manage them. Students are to 
actively manage the conduct of meetings and record each member’s contribution and 
the decisions/actions agreed to at each meeting through the use of brief minutes. 

Assessing Individual Contributions for Group Projects 

Each student will evaluate the contributions of their group members (not themselves) 
in Week 13 using the School of Marketing’s WebPA Peer Assessment on the course 
Moodle site.   

WebPA is based on a detailed list of evaluation criteria to rate team work skills, an 
important program learning goal of postgraduate degrees offered by the UNSW Busi-
ness School. Group members bring different strengths to a project, and this should be 
reflected in your ratings, i.e. do not give each group member exactly the same score.  

Each student’s contribution score will be the average of the points received from their 
group members.  

Adjustments to individual marks will occur where an individual student’s peer 
evaluation score falls below an acceptable level. 

To assist in assessing the contribution of each student, brief minutes should be made 
of each group meeting noting who was assigned what task and if completed. Further, 
individual group members should keep a journal detailing all the activities undertaken in 
relation to their project. It is important that each member of the group records their 
activities and contribution to the project on a regular basis. If there are any complaints 
about the performance of a group member, the lecturer-in-charge can request that an 
individual submit their journal. Assessment of group members on participation may also 
be utilised.   
 
4.2.4. Group Case Presentation (10%) 
 
Length: 20 minutes 
Due Date: TBA in Week 1 
 
In Weeks 5 to 12, case studies will be discussed in the group activities sessions. Each 
case study will be assigned to one group (or two groups depending on the class size) 
four weeks before the presentation date. Each group is required to analyse the assigned 
case study and be prepared to make an in-class presentation (as part of a group). A soft 
and hard copy of presentation slides must be submitted on the scheduled day of presen-

tation (at the start of the case discussion).  Students enrolled in the course will re-
ceive a document with a link to the assigned case study and questions to answer. 
You will be fully briefed in class about the content and formats of the case study 
presentation in Week 1. 
 
It is expected that all members of the course will have read the case studies prior to 
coming to class and will be in a position to contribute to the discussion of it. Those as-
signed to prepare and make a presentation on the case studies are expected to have 
read widely in the area. 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. 
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At the commencement of the presentation, the presenting group must provide other 
members of the class with a one-page summary of their presentation. The summary 
should assist with stimulating class. Failure to provide this hand-out will result in an au-
tomatic deduction of 1 mark. The presenting group should prepare a presentation provid-
ing a rigorous coverage of the topic over a period of approximately 20 minutes. The 
ability to stimulate class discussion will constitute the majority of the presentation mark. 
You forfeit this mark if you are not in class to present your case study when scheduled. 
Marking sheet with details will be provided. 
 
4.2.5. Class Participation (10%) 

The purpose of participation is to give you an opportunity to engage in discussion and 
share your thoughts; help you articulate and communicate a point of view; also, in dis-
cussing your findings in class, you will be assisting your fellow class-mates to gain a 
better understanding of the topic area. 

From Week 2, 10% of the final mark will be assessed on your performance on in-class 
activities and participation. Active participation means coming to class ready to discuss 
the day’s topic with relevant personal experiences and/or timely news events. During 
the class, the lecturer will call on students who are not participating or pass over students 
who have already participated.  

In addition, your understanding of the course material will be assessed through in-class 
activities on an individual/group basis. The quality of performance and timely completion 
will result in full credit for these activities and will be added to compute this portion of 
your final mark. No make-ups will be accepted, thus requiring your regular attendance. 
Your participation will be monitored over the course and criteria for assessment of par-
ticipation will be available on the Moodle in Week 1. 

4.3. Late Submission 

Late submission will incur a penalty of 10% of the percentage weight of the assessment 
component or part thereof per day (including weekends) after the due date, and will not 
be accepted after 5 working days.  An assignment is considered late if either the paper 
copy or the electronic copy has not been submitted on time. 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. 
 

Quality Assurance 
The Business School 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 
Business School programs. All material used for such processes will be treated as confi-
dential. 

 
 

5. COURSE RESOURCES 

5.1 Recommended Textbook 
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Clow, K.E. and Baack, D. (2016), Integrated Advertising, Promotion, and Marketing Com-
munications, 7th edition. Pearson Education. ISBN 10: 1-292-09363-3. 
 
5.2 Supplementary Textbooks and Readings 

Advertising Federation of Australia (2007), Effective Advertising: Case Book of AFA Ad-
vertising Effectiveness Awards 2007, AFA Ltd, Sydney. 

Ogilvy, D. (1985), Ogilvy on Advertising, Vintage Books, New York. 

Purvis, S.C. (2011), Which Ad Pulled Best, 10th Edition, McGraw Hill: Irwin. 

Briggs, R. and Stuart, G. (2006), What Sticks, Kaplan. 

For each topic in this course several supplementary readings are suggested (see Moo-
dle). 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 pa-
pers. They have been chosen to illustrate a point or provide a perspective on a subject 
under discussion. You should try additional readings. 
 
5.3 Sources of Further Information 

There are several specialist advertising management journals, as well as numerous text-
books, monographs and coffee table books on the subject. You are expected to read 
widely. In particular, you will be expected to make use of the resources of the university 
libraries, especially the journal literature. Please note that merely consulting the lecture 
notes does not count as reading widely. In this context, the following journals are rec-
ommended as good source for additional reading.  

 

Additional Useful Resources: 

Journal of Advertising 
Journal of Advertising Research 
International Journal of Advertising 
Journal of Communication 
Journal of Marketing 
Journal of Marketing Research 
Journal of Consumer Research 
Harvard Business Review 
Business Horizons 

Advertising Age 
Adweek (US) 
Adnews (Australia) 
Admap 
B & T (Australia) 
Business Week 
Business Review Weekly 
Marketing (Australia) 
Marketing News 

 

Useful Internet sites: 
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http://www.aana.com.au 
http://oztam.com.au 
http://www.adcritic.com 
http://www.adforum.com 
http://www.adma.com.au 
http://accc.gov.au 
http://www.afa.org.au 
http://www.roymorgan.com.au 
http://www.nielsenmedia.com.au 

http://www.advertisingstandardsbureau.com.au 
http://www.adnews.com.au 
http://brandchannel.com 
http://iaaglobal.org 
http://www.iabaustralia.com.au 
http://www.ibisworld.com.au 
http://interbrand.com 
http://www.mediafederation.org.au 
http://www.accountplanninggroup.com.au 

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 myExperience survey is one of the ways in which student evaluative feedback 
is gathered. By all means give us comments during the course as well.  
 

  

http://accc.gov.au/
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7. COURSE SCHEDULE 

Lecture dates and topics are shown in the following table. Lecture notes and key read-
ings for each lecture are posted at least a day before the scheduled day of lecture. Each 
week consists of a 1.5 hour lecture and 1.5 hour group activities in tutorial. Group activ-
ities for each week will be provided in Week 1. In the recommended reading column, CB 
refers to Clow and Baack (2016). 

WEEK TOPIC READINGS & TUTORIALS 

Understanding Marketing Communication Decisions 

Week 1 

24.07.17 

Lecture 1: Understanding fundamental mar-
keting communication decisions  

CB-1  

Group formation 

Week 2 

31.07.17 

Lecture 2: Decisions on persuasion mecha-
nisms and attitude change strategies 

CB-3  

Discussion questions 

Week 3 

07.08.17 

Lecture 3: Decisions on targeting receivers of 
marketing communication messages 

CB-3, CB-4 

Tutorial 1 

Week 4 

14.08.17 

Lecture 4: Decisions on developing a brand 
positioning, setting objectives and budgeting 

Individual Assignment 1 Due 

CB-2, CB-4, CB-5 

Tutorial 2 

Constructing a Creative Brief 

Week 5 

21.08.17 

Lecture 5: Constructing a creative brief    CB-5 

Tutorial 3 

Developing an Integrated Marketing Communication Plan 

Week 6 

28.08.17 

Lecture 6: Advertising strategy 

   

CB-6 

Tutorial 4 

Week 7 

04.09.17 

Lecture 7: Advertising copywriting CB-6 

Tutorial 5 

Copywriting Competition  

Week 8 

11.09.17 

Lecture 8: Public relation strategy CB-13 

Tutorial 6 

Week 9 

18.09.17 

Lecture 9: Media engagement and new media CB-7, CB-9 

Tutorial 7 

Mid-semester break: Saturday 23 September - Sunday 1 October inclusive 
Monday 2 October – Labour Day Public Holiday  
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Week 10 

02.10.17 

No lecture (Monday 2 October is a Labour Day Public Holiday), 

make-up lecture in Week 13 

Week 11 

09.10.17 

Lecture 10: Media planning and analysis 

     

CB-7, CB15 

Tutorial 8 

Week 12 

16.10.17 

Lecture 11: Digital marketing 

IMC Plan Due  

CB-8 

Tutorial 9 

Week 13 

23.10.17 

Lecture 12: Review Lecture 

  Individual Assignment 2 Due 

Tutorial 10 

 

 

 


