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PART A: COURSE-SPECIFIC INFORMATION 
 
1 STAFF CONTACT DETAILS 
Lecturer-in-charge: Dr Liem Viet Ngo 
Room: 3023B, Quadrangle Building East (E15 on the campus map) 
Phone No: 9385 3605 
Email: liem.ngo@unsw.edu.au 
Staff profile: http://www.asb.unsw.edu.au/schools/pages/liemvietngo.aspx 
Consultation Times – Fridays 11.30am-1.30pm (or by appointment) 
 
Contact outside of consultation and class times: 
 
To successfully complete this course, effective communication between us is vital. I will 
use Blackboard (BB) to send you information between lectures and you need to check 
it regularly. In return, please send an email if you have any general questions about the 
course. Specific questions are best dealt with during the lecture, consultation times or 
by appointment. Please use your student-email to communicate with me. I will not open 
your email coming from yahoo, hotmail, gmail, and the like even if it gets through the 
spam filters, as I will not know you are a student. Student-email messages get first 
priority in being answered. 
 
2 COURSE DETAILS 

2.1 Teaching Times and Locations 
The lecture for this course takes place on Wednesdays 2.00pm to 5.00pm, in CLB4. 
See the schedule on page 11 for details. 
 

Activity Lecturer Day/ Time Week Location 
Lecture and 

group activities  
Dr Liem Viet Ngo Wednesdays 

 2.00PM – 5.00PM 
1-12 CLB4 

2.2 Units of Credit 
The course is an elective on the Master of Commerce degree, carrying six units of 
credit. 

2.3 Summary of Course  
E-marketing – MARK5814 explores electronic marketing as a subset of a larger set of 
concepts and theories within the marketing discipline. Marketers make considerable 
use of interactive electronic technologies: the Internet, interactive TV, SMS 
communications, electronic kiosks, etc. They do so to achieve a variety of goals: 
market intelligence provision, developing new business models, building customer 
profiles, direct and interactive communications, placing goods with customers through 
virtual stores, and working with customers to develop innovative new products and 
services. These activities present management with exciting opportunities, reveal new 
sources of competition, and also demand a re-evaluation of core competencies. Topics 
in MARK5814 include e-business models and e-marketing plan, web analytics, online 
market intelligence, online consumer behaviours, creating and capturing value in the 
groundswell, driving web traffic and performance metrics, conversion optimization, 
cybercrime, social media marketing, building personal brand online. A study of 
MARK5814 complements the wider array of subjects taught in the MCom marketing 
specialisation, and the MCom in general. 

mailto:liem.ngo@unsw.edu.au�
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2.4 Course Aims and Relationship to Other Courses 
 
Course Aims 

• to prepare students for future roles in e-marketing and as such to familiarise 
students with the key marketing issues in the developing field of electronic 
marketing studies and practice 

• to ensure that as marketing managers, students are adept at integrating effective 
and efficient digital strategies into traditional marketing planning 

• to improve students’ ability to understand, analyse, and apply current research and 
trends in e-marketing 

 
Relationship of this course to other course offerings  

The course links concepts you have learnt in other marketing courses and 
complements the wider array of subjects taught in the Master of Commerce (with 
marketing specialisation) and the MCom in general. MARK5814 requires MARK5800 
or MARK5801 as prerequisite or corequisite. 

Synergies 

You are encouraged to make linkages with previous studies, particularly consumer 
behaviour, marketing management, marketing communication, 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: 

1. Identify and apply e-marketing knowledge to business situations in local and global 
environment. 

2. Identify and research e-marketing issues in business situations, analyse the issues, 
draw appropriate and well-justified solutions, and develop and evaluate an effective 
e-marketing plan. 

3. Effectively communicate e-marketing knowledge in oral and written contexts. 

4. Critically review e-marketing decisions on the basis of social, environmental and 
cultural considerations. 

5. Participate collaboratively in team-work and presentations. 

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 
assessment 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 ASB. 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’).  
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ASB Postgraduate Coursework Program Learning Goals and Outcomes 

1. Knowledge: Our graduates will have current disciplinary or interdisciplinary knowledge 
applicable in local and global contexts. 
You should be able to identify and apply current knowledge of disciplinary or interdisciplinary theory and 
professional practice to business in local and global environments. 

2. Critical thinking and problem solving: Our graduates will have critical thinking and problem 
solving skills applicable to business and management practice or issues.  
You should be able to identify, research and analyse complex issues and problems in business and/or 
management, and propose appropriate and well-justified solutions. 

3. Communication: Our graduates will be effective communicators in professional contexts.  
You should be able to: 

a. Produce written documents that communicate complex disciplinary ideas and information 
effectively for the intended audience and purpose, and 

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

4. Teamwork: Our graduates will be effective team participants.  
You should be able to participate collaboratively and responsibly in teams, and reflect on your own 
teamwork, and on the team’s processes and ability to achieve outcomes. 

5. Ethical, social and environmental responsibility: Our graduates will have a sound awareness of 
ethical, social, cultural and environmental implications of business issues and practice.  
You should be able to:  

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

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

6. Leadership: Our graduates will have an understanding of effective leadership. (MBA and MBT 
programs only). 
You should be able to reflect on your personal leadership experience, and on the capabilities necessary 
for leadership. 

For more information on the Postgraduate Coursework Program Learning Goals and 
Outcomes, see Part B of the course outline. 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 practised 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 ASB postgraduate 
coursework students: 

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

This learning outcome will 
be assessed in the 
following items: 

1 Knowledge 1. Identify and apply e-marketing 
knowledge to business situations in 
local and global environment. 

2. Identify and research e-marketing 
issues in business situations, 
analyse the issues, draw appropriate 
and well-justified solutions, and 
develop and evaluate an effective e-
marketing plan. 

4.   Critically review e-marketing 
decisions on the basis of social, 
environmental and cultural 
considerations. 

• Individual assignment 
• Group project 
• Group case study 

presentation 
• Class participation 

 

2 Critical thinking and 
problem solving 

1. Identify and apply e-marketing 
knowledge to business situations in 
local and global environment. 

• Individual assignment 
• Group project 
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2. Identify and research e-marketing 
issues in business situations, 
analyse the issues, draw appropriate 
and well-justified solutions, and 
develop and evaluate an effective e-
marketing plan. 

3. Effectively communicate e-
marketing knowledge in oral and 
written contexts. 

4. Critically review e-marketing 
decisions on the basis of social, 
environmental and cultural 
considerations. 

5. Participate collaboratively in team-
work and presentations. 

• Group case study 
presentation 

• Class participation 
 

3a Written communication 3. Effectively communicate e-
marketing knowledge in oral and 
written contexts. 

• Individual assignment 
• Group project 

3b Oral communication 3. Effectively communicate e-  
marketing knowledge in oral and 
written contexts. 

• Group case study 
presentation 

• Class participation 

4 Teamwork  5. Participate collaboratively in team-
work and presentations. 

• Group assignment 
• Group case study 

presentation 

5a.   Ethical, environmental 
and sustainability 
responsibility 

4. Critically review e-marketing 
decisions on the basis of social, 
environmental and cultural 
considerations. 

• Group case study 
presentation 

5b. Social and cultural 
awareness 

4. Critically review e-marketing 
decisions on the basis of social, 
environmental and cultural 
considerations. 

• Group case study 
presentation 

 
Once equipped with these levels of knowledge and skills you should be able to 
consider issues of theoretical and practical significance. You ought to feel confident 
about managing the strategic aspects of e-marketing and many of the tactical aspects. 
However, not every aspect of e-marketing 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 challenge students, to encourage individual thought and to 
take responsibility for your learning. As such the subject will be taught in an application 
oriented fashion. The various concepts and principles will be taught through lectures, 
guest lectures, presentations and discussion of industry and product examples. The 
emphasis is on experience based learning; it will draw upon the experience of students, 
teaching staff, and industry practitioners to provide practical examples of the models 
and concepts in the area of e-marketing. Lectures, assignments and discussions will be 
used to reinforce concepts in various contexts.   
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3.2 Learning Activities and Teaching Strategies 
 
This is a classroom-based course and, as such, the approach will be fairly instructive. 
However, I will try to vary the pace by having a mix of formal lectures, group 
discussions, and guest lectures. The course is designed around a mix of activities to 
build participant interest and learning. The three hour lecture period each week is 
divided into: 

• A formal lecture which will introduce the relevant concepts and theory of e-
marketing as well as examining the fundamentals of marketing using 
technologies such as the Internet, either exclusively, or as part of a broader 
marketing approach. 

• This will be interspersed with group discussions based around student case 
study presentations exploring specific electronic marketing issues and 
discussing their significance in a broader social context.  The presentation will 
be followed by discussion where the presenters will be expected to lead a 
thorough class discussion of the issues. 

• Guest lecturers with practical experience in e-marketing will be scheduled 
where possible.   

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 
• make a satisfactory attempt at all assessment tasks (see below). 

4.2 Assessment Details 
 
Assessment comprises: 
 
Assessment Items Weighting Length Due Date 

Individual Assignment  35% 3000 words (max) October 16, 2013 

Group Case Study 
Presentation 

20% 20 minutes See schedule on page 
11 

Group Project (EMP) 35% 3000 words (max) October 23, 2013 

Class Participation 7%  Throughout session 

Research Participation 3%  TBA 
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4.2.1. Individual Assignment (35%) 
 
Length: 3000 words 
Due Date: Wednesday October 16, 2013 (Week 11) 
 
You will be asked to write up a seminar paper on an individual basis. The seminar 
topic will cover a comprehensive review of the topic literature as it relates to current e-
marketing issues facing business. You should structure the paper as an explanation of 
the topic and its relevance to a particular industry/organization/brand. It should contain 
managerially relevant information and guidelines. You will be fully briefed in class 
about the content and formats of the seminar paper in Week 1. 
 
Written the seminar paper should not exceed 3000 words (single-sided, 12-point font, 
1.5-spaced). Please make a copy of the paper for your records. Papers submitted 
without a reference list or bibliography conforming to either of these standards will not 
be graded. A penalty of 10% will apply for late submission. 
 
 
4.2.2. Group Case Study Presentation (20%) 
 
Length: 20 minutes 
Due Date: See schedule on page 11 
 
In Weeks 4 to 11, eight 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) three 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 presentation (at the start of the case discussion). 
 
Students enrolled in the course will receive a printed copy of the case studies. Due to 
copyright restrictions, please do not copy or distribute the case studies in any way. You 
will be fully briefed in class about the content and formats of the case study 
presentation in Week 1. 
 
Where available, key readings will be supplied on the Blackboard, relating to the case 
studies to be discussed and providing an introduction to the issue. In such cases, it is 
expected that all members of the course will have read the case studies and key 
readings prior to coming to class and will be in a position to contribute to the discussion 
of it. Those assigned 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. 
 
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 
automatic deduction of 1 mark. The presenting group should prepare a presentation 
providing 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. 
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4.2.3. Group Project (35%) 
 
Length: 3000 words 
Due Date: Wednesday October 23, 2013 (Week 12) 
 
You are required to prepare an e-marketing plan (EMP) for a given brand or a brand of 
your choice (to be approved by the lecturer-in-charge). Specifically, you are required to 
choose one of the five groundswell goals (listening, talking, energizing, supporting, and 
embracing) and develop an EMP for a specific brand. 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 EMP. 
 
Do not submit an EMP that currently exists. The task is for you to develop an EMP that 
incorporates theoretical concepts to a practical situation. Be creative, but ensure your 
EMP can be implemented to your identified target market.   
 
You will be required to work in a group consisting of approximately 5 members and 
you are free to choose the composition of your group (to be formed in Week 1). You 
will be fully briefed in class about the content and format of the group project in Week 
2. Marking sheet with details will be provided. A penalty of 10% will apply for late 
submission. 
 
Group Project Progress Report (not graded) 
You are required to submit a progress report on 28.08.13 (week 5) in class. This 
report will comprise the names of your team members, the organization, identified 
issues from the report, and an outline of your EMP. This will not directly contribute to 
your final grade. The purpose of the progress report is to help you manage your time 
and give you the opportunity to gain feedback (04.09.13, week 6). It is in your best 
interest to treat this seriously – it is better to identify and resolve problems at this stage 
than to let these carry across into your final report. It is mandatory for all groups (and 
group members) to be present and contribute to this progress report. 
 
Group Work, Roles and Responsibilities and Conduct of Meetings 
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 
responsibilities and shows agreed project milestones.  The Pre-Project Action Plan details 
problems 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 

At the end of the project, group members will be asked to complete a peer evaluation of 
each group member (see the BB site to download peer evaluation form). This will be an 
anonymous evaluation of the work of your group members. Ideally, all members of each 
group will receive the same mark. However, in some cases individuals may be assigned 
different marks if there are consistently poor evaluations of group member(s). It is 
therefore in your interest to make your group work effectively to ensure the delivery of 
high quality output. 
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If there is a consistent unequal contributor in your group, this will be your chance to submit 
your concerns in writing. Please note that if this issue arises, it is your responsibility to 
raise the matter initially (and well before the end of session) within your group, then with 
your lecturer-in-charge. If there is sufficient evidence of a lack of contribution/performance 
within the team, individual project marks may be altered to reflect contributions more fairly. 

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. Class Participation (7%) 
 
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 
discussing your findings in class, you will be assisting your fellow class-mates to gain a 
better understanding of the topic area. 
 
From Week 2, 7% 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 participation will be available on the BB in week 1. 
 
4.2.5. Research Participation (3%) 
 
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. When your 
ID number is selected and you decide to participate you will receive 3% 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 a particular topic of the course. 
The article maybe one of the papers provided as part of the readings in the course. 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 
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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 3% credit in the course. To receive the 3% 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 who choose not to participate in a 
research project earn the 3% credit by doing a piece of assessment, which is the 
standard requirement in the course. 
 
 
 
 
 
 
 
 
 
 
 
 
 
5 COURSE RESOURCES 
 
The website for this course is on UNSW Blackboard at: 
http://lms-blackboard.telt.unsw.edu.au/webapps/portal/frameset.jsp 
   
 
5.1 Prescribed Textbook 
 
There is no prescribed text for this subject. However, there are two recommended texts 
and purchase of one or the other would be a good idea. 
 
Li, C., and Bernoff, J., 2011. Groundswell: wining in a world transformed by social 
technologies. Harvard Business Review Press. 
 
Chaffey, D., and Ellis-Chadwick, F., 2012. Digital marketing: strategy, implementation 
and practice (5th ed.). Pearson Education, Harlow, Essex. 
 
 
5.2 Recommended Readings 
 
A list of recommended readings will be available via Blackboard. This will be updated 
during semester. 
 
 
 

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. 
 

http://lms-blackboard.telt.unsw.edu.au/webapps/portal/frameset.jsp�
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5.3 Supplementary Textbooks 
 
Butow, E. and Bollwitt, R. 2010. Blogging to Create Business: Create and Maintain 
Valuable Customer Connections, Que Biztech, Indianapolis, Indiana. 
 
Chaffey, D., 2008, eMarketing eXcellence: Planning and Optimising Your Digital 
Marketing, 3rd ed. Burlington: Elsevier. [electronic resource via Library] 
 
Hanson, W. A. and Kalyanam, K., 2007. Internet marketing & e-commerce. Thomson 
South-Western, Mason, Ohio. 
 
Harris, L. 2007, Marketing the e-Business, Second Edition, Hoboken : Taylor & Francis, 
[electronic resource via Library]. 
 
Krishnamurthy, S., 2006, Contemporary research in e-marketing.Volume 2,Hershey, 
PA :Idea Group Pub., [electronic resource via Library] 
 
Mohammed, R. A., Fisher, R. J., Jaworski, B. J., and Paddison, G. J., 2004. Internet 
marketing: building advantage in the networked economy (2nd ed.). McGraw-Hill/Irwin, 
New York. 
 
Moran, M., 2008. Do it wrong quickly: How the web changes the old marketing rules. 
Pearson Education, Crawfordsville, Indiana. 
 
Roberts, M. L., 2008. Internet marketing: Integrating online and offline strategies (2nd 
ed.). Atomic Dog, Thomson, Mason, Ohio. 
 
Shih, C. 2009. The Facebook Era, Prentice Hall, Boston, MA 
 
Tuten, T.L. and Solomon, M.R. 2013. Social Media Marketing. Pearson. 
 
5.4 Sources of Further Information 
 
Electronic Markets 
Electronic Business 
Electronic Commerce Research 
Journal of Interactive Marketing 
Business Horizons 
International Journal of Electronic Business Management 
International Journal of Internet Marketing and Advertising (IJIMA) 
Journal of Database Marketing & Customer Strategy Management 
Journal of E-Business 
Sydney Morning Herald – Technology section 
 
Note: There are a number of other useful electronic marketing texts on the market and 
new ones are being released on a regular basis. 
 
6 COURSE EVALUATION AND DEVELOPMENT 
Each year feedback is sought from students and other stakeholders about the courses 
offered in the School and continual improvements are made based on this feedback. 
UNSW's Course and Teaching Evaluation and Improvement (CATEI) Process is one of 
the ways in which student evaluative feedback is gathered. By all means give us 
comments during the course as well. 
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7 COURSE SCHEDULE 
 
Lecture dates and topics are shown in the following table. Lecture notes and key 
readings for each lecture are posted at least a day before the scheduled day of lecture. 
In the weeks having no group activities, lectures would continue for the entire duration 
of the lecture. 

WEEK TOPIC GROUP ACTIVITIES 

Understanding E-Marketing Decisions 

Week 1 
31.07.13 

Understanding fundamental E-marketing 
decisions 
 

 Formation of groups and 
allocation of case studies 
 Individual assignment briefing  
 Case Study 1 assigned 

Week 2 
07.08.13 

Web analytics: Creating insights and 
driving improvements 
Guest Speaker: ASB and Bruce Clay 

 Group exercise on web analytic 
report 
 Group Project Briefing 
 Case Study 2 assigned 

Week 3 
14.08.13 

E-business models and the e-marketing 
campaign 
 

 Case Study 3 assigned 

Week 4 
21.08.13 

Online customer experience 
Guest Speaker: Qantas  

 Case Study 1 presentation 
 Case Study 4 assigned 

Week 5 
28.08.13 

Creating value in the groundswell 
Group progress report due 

 Case Study 2 presentation 
 Case Study 5 assigned  

Week 6 
04.09.13 

Communicating value in the groundswell 
Guest Speaker: Google 

 Case Study 3 presentation 
 Case Study 6 assigned  

Week 7 
11.09.13 

Consumer behaviour in the groundswell 
Guest Speaker: Vodafail.com 

 Case Study 4 presentation 
 

E-marketing Practices 

Week 8 
18.09.13 

Driving web traffic (SEM) 
Guest Speaker: E-Web Marketing 

 Case Study 5 presentation 
 Case Study 7 assigned 

Week 9 
25.09.13 

Building your personal brand online 
Guest Speaker: E-Web Marketing 

 Case Study 6 presentation 
 Case Study 8 assigned 

 
Mid-session break: 28.09.13 to 07.10.13 

 
Week 10 
09.10.13 

Conversion optimization 
Guest Speaker: Panalysis 

 Case Study 7 presentation 
 

Week 11 
16.10.13 

Capturing value in the groundswell 
Individual Assignment due 

 Case Study 8 presentation 
 

Week 12 
23.10.13 

Review lecture 
Group Project due 
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PART B: KEY POLICIES, STUDENT RESPONSIBILITIES AND 
SUPPORT  
 

1 PROGRAM LEARNING GOALS AND OUTCOMES  
The Australian School of Business Program Learning Goals reflect what we want all 
students to BE or HAVE by the time they successfully complete their degree, 
regardless of their individual majors or specialisations. For example, we want all our 
graduates to HAVE a high level of business knowledge, and a sound awareness of 
ethical, social, cultural and environmental implications of business. As well, we want all 
our graduates to BE effective problem-solvers, communicators and team participants. 
These are our overall learning goals for you. 

You can demonstrate your achievement of these goals by the specific outcomes you 
achieve by the end of your degree (e.g. be able to analyse and research business 
problems and propose well-justified solutions). Each course contributes to your 
development of two or more program learning goals/outcomes by providing 
opportunities for you to practise these skills and to be assessed and receive feedback. 

Program Learning Goals for undergraduate and postgraduate students cover the same 
key areas (application of business knowledge, critical thinking, communication and 
teamwork, ethical, social and environmental responsibility), which are key goals for all 
ASB students and essential for success in a globalised world. However, the specific 
outcomes reflect different expectations for these levels of study. 

We strongly advise you to choose a range of courses which assist your development of 
these skills, e.g., courses assessing written and oral communication skills, and to keep 
a record of your achievements against the Program Learning Goals as part of your 
portfolio.  
 

ASB Postgraduate Coursework Program Learning Goals and Outcomes 
1. Knowledge: Our graduates will have current disciplinary or interdisciplinary knowledge 
applicable in local and global contexts. 
You should be able to identify and apply current knowledge of disciplinary or interdisciplinary theory and 
professional practice to business in local and global environments. 
2. Critical thinking and problem solving: Our graduates will have critical thinking and problem 
solving skills applicable to business and management practice or issues.  
You should be able to identify, research and analyse complex issues and problems in business and/or 
management, and propose appropriate and well-justified solutions. 
3. Communication: Our graduates will be effective communicators in professional contexts.  
You should be able to: 

a. Produce written documents that communicate complex disciplinary ideas and 
information effectively for the intended audience and purpose, and 

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

4. Teamwork: Our graduates will be effective team participants.  
You should be able to participate collaboratively and responsibly in teams, and reflect on your own 
teamwork, and on the team’s processes and ability to achieve outcomes. 
5. Ethical, social and environmental responsibility: Our graduates will have a sound awareness of 
ethical, social, cultural and environmental implications of business issues and practice.  
You should be able to:  

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

b. Consider social and cultural implications of business and /or management practice. 
For MBT and MBA programs: 
6. Leadership: Our graduates will have an understanding of effective leadership. 
You should be able to reflect on your personal leadership experience, and on the capabilities necessary 
for leadership.  
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2 ACADEMIC HONESTY AND PLAGIARISM 
 
The University regards plagiarism as a form of academic misconduct, and has very 
strict rules regarding plagiarism. For UNSW policies, penalties, and information to help 
you avoid plagiarism see: http://www.lc.unsw.edu.au/plagiarism/index.html as well as 
the guidelines in the online ELISE and ELISE Plus tutorials for all new UNSW students: 
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm. 
 
To see if you understand plagiarism, do this short quiz: 
http://www.lc.unsw.edu.au/plagiarism/plagquiz.html 
 
For information on how to acknowledge your sources and reference correctly, see: 
http://www.lc.unsw.edu.au/onlib/ref.html 
 
For the ASB Harvard Referencing Guide, see the ASB Referencing and Plagiarism 
webpage (ASB >Learning and Teaching>Student services> Referencing and 
plagiarism)   
 
 
3 STUDENT RESPONSIBILITIES AND CONDUCT 
 
Students are expected to be familiar with and adhere to university policies in relation to 
class attendance and general conduct and behaviour, including maintaining a safe, 
respectful environment; and to understand their obligations in relation to workload, 
assessment and keeping informed.  
 
Information and policies on these topics can be found in the ‘A-Z Student Guide’: 
https://my.unsw.edu.au/student/atoz/A.html. See, especially, information on 
‘Attendance and Absence’, ‘Academic Misconduct’, ‘Assessment Information’, 
‘Examinations’, ‘Student Responsibilities’, ‘Workload’ and policies such as 
‘Occupational Health and Safety’. 
 

3.1 Workload 
 
It is expected that you will spend at least nine to 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.  
 
We strongly encourage you to connect with your Blackboard or Moodle course 
websites in the first week of semester. Local and international research indicates that 
students who engage early and often with their course website are more likely to pass 
their course. 
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3.2 Attendance 
 
Your regular and punctual attendance at lectures and seminars is expected in this 
course. University regulations indicate that if students attend less than 80% of 
scheduled classes they may be refused final assessment.  
 

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

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

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

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

1. All applications for special consideration must be lodged online through 
myUNSW within 3 working days of the assessment (Log into myUNSW and 
go to My Student Profile tab > My Student Services channel > Online Services 
> Special Consideration). You will then need to submit the originals or certified 
copies of your completed Professional Authority form (pdf - download here) and 
other supporting documentation to Student Central. For more information, 
please study carefully the instructions and conditions at: 
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html. 

https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
http://www.ohs.unsw.edu.au/�
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https://my.unsw.edu.au/student/atoz/SpecialConsideration.html�
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2. Please note that documentation may be checked for authenticity and the 
submission of false documentation will be treated as academic misconduct. The 
School may ask to see the original or certified copy.  

3. Applications will not be accepted by teaching staff. The lecturer-in-charge will 
be automatically notified when you lodge an online application for special 
consideration. 

4. Decisions and recommendations are only made by lecturers-in-charge (or by 
the Faculty Panel in the case of UG final exam special considerations), not by 
tutors. 

5. Applying for special consideration does not automatically mean that you will be 
granted a supplementary exam or other concession. 

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

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

• ASB Education Development Unit (EDU) 
http://www.asb.unsw.edu.au/learningandteaching Click on ‘Student Services’. 
Academic writing, study skills and maths support specifically for ASB students. 
Services include workshops, online resources, and individual consultations. 
EDU Office: Room GO7, Ground Floor, ASB Building (opposite Student 
Centre); Phone: 9385 5584; Email: edu@unsw.edu.au. Visit us on Facebook: 
www.facebook.com/educationdevelopmentunit. 

• ASB Student Centre http://www.asb.unsw.edu.au/requests 
Advice and direction on all aspects of admission, enrolment and graduation. 
Ground Floor, West Wing, ASB Building; Phone: 9385 3189. 

• Blackboard 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; 
Phone: 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; Phone: 9385 5418. 
Student Equity & Disabilities Unit (http://www.studentequity.unsw.edu.au). 
Advice regarding equity and diversity issues, and support for students who 
have a disability or disadvantage that interferes with their learning. Office: 
Ground Floor, John Goodsell Building; Phone: 9385 4734. 
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