
MARK5819   NONPROFIT AND SOCIAL MARKETING   1 

 
 
 
 
 
 
 

 
 
 
 
 

MARK5819 
NONPROFIT AND SOCIAL MARKETING 

 
 
 

Course Outline 
Semester 2, 2012 

 
 

Part A: Course-Specific Information 
 
 
 
Please consult Part B for key information on ASB policies (including 
those on plagiarism and special consideration), student 
responsibilities and student support services. 
 
 
 
 
 
 

Australian School of Business 
 
School of Marketing 
 



MARK5819   NONPROFIT AND SOCIAL MARKETING   2 

Table of Contents 
 
 1 

PART A: COURSE-SPECIFIC INFORMATION 3 

1 STAFF CONTACT DETAILS 3 

2 COURSE DETAILS 3 

2.1 Teaching Times and Locations 3 
2.2 Units of Credit 3 
2.3 Summary of Course 3 
2.4 Course Aims and Relationship to Other Courses 4 
2.5 Student Learning Outcomes 4 

3 LEARNING AND TEACHING ACTIVITIES 5 

3.1 Approach to Learning and Teaching in the Course 5 
3.2 Learning Activities and Teaching Strategies 5 

4 ASSESSMENT 5 

4.1 Formal Requirements 5 
4.2 Assessment Details 6 
4.3 Assignment Submission Procedure 8 
4.4 Late Submission 8 
4.5 Quality assurance 8 

 8 

5 COURSE RESOURCES 9 

6 COURSE EVALUATION AND DEVELOPMENT 10 

7 COURSE SCHEDULE 11 

 

 
 



MARK5819   NONPROFIT AND SOCIAL MARKETING   3 

PART A: COURSE-SPECIFIC INFORMATION 
 
1 STAFF CONTACT DETAILS 
Lecturer: Dr Ian Benton 
  i.benton@unsw.edu.au 
 
Consultation: In 90 minutes preceding any lecture/tutorial with appointment by email. 
 
 
2 COURSE DETAILS 

2.1 Teaching Times and Locations 
The most current information regarding class location can be found on the following 
weblink: http://www.timetable.unsw.edu.au/current/MARK5819.html.   
 
Be sure to check the venue immediately prior to class1 for any changes. 
 
Lectures start in Week 1(to Week 12).  
Location:  CLB3 
Day & Time: Thursdays, 6pm-8pm 
 
Tutorials start in Week 2. 
Location: CLB3 
Day & Time: Thursdays, 8pm-9pm. 
 
Seminar style interaction during lectures is welcomed. 
 

2.2 Units of Credit 
MARK5819 is worth 6 units of credit. 
There is no parallel teaching in this course. 
 

2.3 Summary of Course 
The non-profit and social sectors often provide intangible services that must satisfy 
multiple publics, many objectives, and public scrutiny.  To survive, this sector must 
compete for customers/donors, employees, funding, and recognition.  Marketing is a 
tool that can help an organisation in this sector to compete by attracting and retaining 
donors and volunteers whilst also building its image and reputation.  This course 
provides students with an understanding of how to develop and implement effective 
marketing and fundraising programs in this non-profit/social sector.   
 
The course is largely project focused.  In the first part of the program, each student will 
build upon their marketing principles background to appreciate the similarities and 
differences for the marketing function in the non-profit environment.  A marketing 
strategy report will be prepared drawing together those similarities and differences to 
guide a fictional non-profit concern to success.  The second part of the program will 
build upon the first to give focus on employing the marketing function to achieve social 
program objectives.  Students will work in groups to jointly prepare a social marketing 
program including strategy formation and implementation schedule to achieve a given 
social objective.  

mailto:i.benton@unsw.edu.au�
http://www.timetable.unsw.edu.au/current/MARK5819.html�
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2.4 Course Aims and Relationship to Other Courses 
The course aims to: 

1. Develop knowledge and understanding about non-profit and social marketing 
objectives; 

2. Develop skills to analyse and synthesise information and issues in this 
environment from multiple perspectives; 

3. Formulate strategies and action proposals to achieve non-profit/social 
objectives; 

4. Enhance communication and groupwork skills. 
 
MARK5819 is an elective course for students wishing to complete a marketing major in 
the Master of Commerce program.  You should ensure that you have successfully 
completed all prerequisite courses.  Any work done in courses for which prerequisites 
have not been fulfilled will be disregarded (unless an exemption has been granted), 
and no credit given or grade awarded. 
 

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

1. Discuss the similarities and differences for the marketing function between a 
for-profit and a non-profit organisation; 

2. Critically analyse non-profit/social marketing strategies in the light of 
segmentation, positioning and targeting objectives, and environmental 
constraints; 

3. Appraise the role of product, pricing, promotion, distribution and resource 
attraction strategies; 

4. Formulate and assess strategic, operational and tactical non-profit/social 
marketing strategies; 

5. Plan and conduct an investigation into an aspect of non-profit/social marketing 
then communicate findings, direction, and marketing strategy in an appropriate 
report; and 

6. Work in groups to achieve these objectives. 

 
ASB Graduate Attributes 
 
The following table shows the relationship between each student learning outcome and 
the Australian School of Business graduate attributes, which are the qualities, skills and 
understandings that we want you to have by the completion of your degree.  
 

Student Learning 
Outcomes 

ASB Graduate Attributes ASB GA 
No. 

2-5 Critical thinking and problem solving 1 
1,5,6 Communication 2 
6 Teamwork and leadership 3 
1 Social, ethical and global perspectives 4 
1-5 In-depth engagement with relevant disciplinary 

knowledge 
5 

2-6 Professional skills 6 
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To see how the ASB Graduate Attributes relate to the UNSW Graduate Attributes, refer 
to the ASB website (Learning and Teaching >Graduate Attributes). 
 
3 LEARNING AND TEACHING ACTIVITIES 

3.1 Approach to Learning and Teaching in the Course 
The lectures and text material cover the core concepts of the course.  Whilst the texts 
might feasibly be co-owned amongst small groups of students, it is imperative that 
those texts be readily available to individual group members as required.  It is likewise 
imperative that each student attend and participate in each lecture/tutorial as here 
practical examples and in-depth discussion of these concepts, principles, and 
frameworks extends well beyond text material as necessary for a quality learning 
outcome. 
 

3.2 Learning Activities and Teaching Strategies 
The lectures will outline the main concepts of non-profit and social marketing, providing 
real-world examples and their managerial implications.  Text material as indicated on 
the Course Schedule and that additionally provided from time to time provides greater 
detail about these concepts each week.  These must be read in your own time (if not 
before the lecture then definitely prior to the appropriate tutorial).   
 
In addition to the reading material, lectures will draw on experience from the lecturer, 
students, and from practitioners on occasion.  Tutorials will extend upon that with in-
depth discussion each week (from week2) of questions integrating theory with practical 
consideration relating to study from the week before.  Active participation in tutorials 
has an assessment value of 20% and builds student ability to apply concepts from 
lectures and reading, boosts critical analysis skills, and enhances communication 
ability. 
 
The objective is for each student to confidently apply non-profit and social marketing 
principles learned and skills developed here to practical scenarios.  For this reason, the 
course is project oriented to produce an individual non-profit marketing strategy (with 
assessment value 30%) followed by student group (3-5 members) preparation of a 
social marketing campaign strategy document (with assessment value 50%).  The first 
project gives the student the opportunity to revise their basic marketing principles 
training infused with their new non-profit marketing knowledge from lectures and skills 
from tutorials before embarking upon the larger and arguably more sophisticated social 
marketing project where collaborative group management skills are additionally called 
for. 
 
 
4 ASSESSMENT 

4.1 Formal Requirements 
In order to pass this course, you must achieve a composite mark of at least 50 marks 
across: 

- class participation;  
- assignment1 individual nonprofit marketing project; and  
- assignment2 group social marketing project. 

 
 

http://www.asb.unsw.edu.au/learningandteaching/aboutlearningandteaching/graduateattributes/Pages/default.aspx�
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4.2 Assessment Details 
 

Assessment 
Task 

Weight 
ing 

Learning 
Outcomes 
assessed 

ASB 
Graduate 
Attributes 
assessed 

Length Due Date 

Tutorial 
Participation 

20% 1,2,3,4,5 1,2,3,4,5,6  Ongoing 
from week2 

Assignment1, 
Individual Project: 
Nonprofit 
marketing 
strategy report 

30% 2,3,4,5 1,2,4,5,6  2500-3000max 
 words 

23:59 on 
Wednesday
22 August, 
2012 

Assignment2, 
Group Project: 
Social marketing 
program report 

50% 2,3,4,5,6 1,2,3,4,5,6 4000-5000max 
words 

23:59 on 
Wednesday 
3 October 

Total 100%     
 
Tutorial Participation 
Tutorial participation makes up 20% of overall assessment for this subject. 
Tutorials commence in week2 and are conducted each week of the semester. 
Participation comprises physical attendance plus, more particularly, your active 
engagement in class discussion each week to resolve issues/questions posted on 
Blackboard as largely apply to lecture/reading material from the previous week.  This is 
a good opportunity to further evolve a topic of interest to the class as relates to either 
non-profit or social media and that may be gaining exposure in the media at that time.   
 
Tutorial participation is considered an important opportunity for each student to 
develop their learning of non-profit and social marketing by expressing their own views 
or uncertainties with the general class and especially to benefit from appreciation of 
the same or different perspectives of others.  Progress is measured continuously 
throughout the semester. 
 
Assignment 1 
Assignment 1 is an individual project to be conducted separately by each student and 
makes up 30% of overall assessment for this subject.  It is due midnight, Wednesday, 
22 August submitted on Blackboard via Turnitin.  Late penalties apply. 
 
The task: 
Imagine that you are a founding member of an MCom-student-inspired non-profit  
“soup kitchen for the homeless” in central Sydney.  Primarily to get large financial 
donors attracted to your “business proposition/mission” and supporting your non-profit 
venture, you are tasked with producing a Non-profit Marketing Strategy Report with 
particular focus on those considerations, marketing mix strategies, and means to 
implement/monitor/refocus your non-profit marketing program as discussed more 
broadly in our course. 
 
This is therefore a Marketing Report format (as you will have become familiar with in 
marketing principles study and/or can easily research examples) to include Title Page 
with project name and student name/number, table of contents, short executive 
summary, environment analysis – both internal & external as discussed in first tutorial 
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week2, SWOT analysis, your programs objectives given that environment, broad 
marketing strategy to include all relevant mix elements discussed in this program, 
implementation means/timing/measure, conclusion & reference list. 
 
At Masters-level, consider the use of 20+ relevant and accurately cited references to 
be a guide. 
 
Use the feedback from assignment1 to guide efforts in assignment2. 
 
Assessment criteria for both assignment1 & assignment2 
Because both assignments 1 and 2 aim to produce “implementable marketing strategy 
documents” – an individual non-profit marketing project in assignment1 & a group 
social marketing project in assignment2 – the objectives, mission/vision, emphasis, mix 
strategies, and implementation approach may vary but the underlying marketing 
principles remain the same; thus assessment criteria for each assessment project are: 
 
Conceptual Background (50%) 
Comprehensive and relevant analysis of the environment in which we must operate 
(15%) 
Understanding of course concepts covered as revealed by the depth and criticality of 
issues analysis (20%) 
Evidence of additional research extending/developing course concepts (15%) 
Application to Real World Scenario (30%) 
Relevance of scenario development as course concepts/principles/frameworks are 
applied (20%) 
Explanation of links to theory (10%) 
Structure & Presentation (20%) 
Logical sequence (5%) 
Written expression: grammar, spelling, and readability (5%) 
Layout and use of visuals (5%) 
Inclusion of reference list & accurate in-text citation (5%) 
 
 
Assignment 2 
Assignment 2 is a group project with each student group to comprise no less than 
three (3) students and no more than five (5) students.  A graduate attribute often 
sought by employers of Masters-level business students is their ability to work, 
manage, and produce a valid outcome in resolving a sophisticated business problem in 
a group setting (as business regularly requires).  This assignment therefore tests 
student ability to contribute and achieve in this setting. 
 
Assignment2 makes up 50% of the overall assessment for this subject.  It is due 
midnight, Wednesday, 3 October submitted on Blackboard via Turnitin.  Late penalties 
apply. 
 
The task 
Since developing your non-profit marketing strategy for a soup kitchen for the 
homeless in Sydney for assignment1, we have spent several further weeks learning 
and discussing as a class social marketing strategies where a marketing program aims 
to facilitate and serve a social objective. 
 
One such social objective which has received much parliamentary and media 
discussion in recent times in Australia is that of problem gambling believed responsible 
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for considerable direct and indirect cost to individuals, families, and national 
productivity. 
 
In this assignment, you are required to form/join a group of 3, 4, or 5 students to 
produce and submit a Social Marketing Strategy Report with the same components 
as those required of assignment1 but this time with the objective of resolving/lessening 
impacts to society in Australia of problem gambling.  
 

4.3 Assignment Submission Procedure 
 
Both project assignment responses are to be submitted on Blackboard via Turnitin. 
 
Project1, individual non-profit submission on the Soup Kitchen, is to be submitted via 
Turnitin under the individual student’s name and student number on or before the due 
date/time.  Late penalties apply. 
 
Project2, group social marketing submission on Problem Gambling, is to be submitted 
via turnitin under the pre-advised student team leader’s name and student number on 
or before the due date/time; i.e. only one submission is made per student team.  Late 
penalties apply.  
 
Students may elect their own team members and advise the lecturer of their team on or 
before week6 tutorial; else students will be advised by email in the week7 which team 
they are in and who their teammates are.  That decision will be final and so self-
determination of teams is recommended. 
  

4.4 Late Submission 
Late submission will attract a 10% per day penalty (including weekends). 
  

4.5 Quality assurance 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Quality Assurance 
The ASB is actively monitoring student learning and quality of the student 
experience in all its programs. A random selection of completed assessment tasks 
may be used for quality assurance, such as to determine the extent to which 
program learning goals are being achieved. The information is required for 
accreditation purposes, and aggregated findings will be used to inform changes 
aimed at improving the quality of ASB programs. All material used for such 
processes will be treated as confidential and will not be related to course grades. 
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5 COURSE RESOURCES 
 
Prescribed texts 
There are two and each are available at the University bookshop. 
They are: 

1. Wymer, W. Knowles, P. and Gomes, R. (2006), 
Nonprofit Marketing: Marketing Management for Charitable and 
Nongovernmental Organisations, 
SAGE Publishers 
& 

2. French, J. Merritt, R. and Reynolds, L. (2011) 
Social Marketing Casebook 
SAGE Publishers 

 
These might be share-purchased by small groups of students as long as each student 
has ready access when required. 
 
Also, from time to time, handouts and additional reference material may be provided in 
class and/or on Blackboard. 
 
Blackboard 
Assignment instructions, course announcements and some additional material may be 
provided in class and/or on Blackboard.  Keep check on Blackboard for such advice. 
 
Additional reference 
Andreasen A & Kotler P (2008), Strategic Marketing for Nonprofit Organisations   

7th International Edition, Upper Saddle River  NJ  Prentice Hall. 
Andreasen A, Goodstein R & Wilson J (2005), Transferring Marketing Knowledge to 
  the Nonprofit Sector, Californian Management Review, 47(4) 46-67. 
Brenkert G (2002), Ethical Challenges to Social Marketing, Journal of Public Policy & 
  Marketing, 21(1) 14-25. 
Chew C (2005), Strategic Marketing Planning and Positioning in Voluntary Nonprofit 
 Organisations, Research Working Paper RP 05/06 (May), Aston Business 
  School, Birmingham. 
Sargent A (2005), Marketing Management for Nonprofit Organisations, 2nd Edition, 
 Oxford: Oxford University Press. 
 
Many journals contain articles about non-profit/social marketing.  Examples that can be 
found in the library include: 

- California Management Review; 
- International Journal of Nonprofit & Voluntary Sector Marketing; 
- International Review of Public and Nonprofit Marketing; 
- Journal of Marketing; 
- Journal of Nonprofit and Public Sector Marketing; 
- Journal of the Academy of Marketing Science; 
- Nonprofit and Voluntary Sector Quarterly; 
- Nonprofit Management & Leadership. 

  
Many newspapers and trade magazines such as the Australian Financial Review, 
Business Review Weekly, Sydney Morning Herald (Business section), The Australian, 
and Nonprofit World also contain articles from time to time of relevance to the non-
profit/social sector. 
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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. In this course, we will seek 
your feedback through end of semester CATEI evaluations and that feedback plays an 
important role in determining evolution of the course and the way that we deliver it. 
 
For instance, this semester has greater focus on social marketing and now assessment 
is based on two significant project assignments targeting the development of practical 
skills without a Final examination.   
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7 COURSE SCHEDULE 
 
LECTURES commence 6pm-8pm, Thursday 19 July;  
thereafter lecture/tutorial 6pm-9pm from Thursday 26 July. 
 
NB: TUTORIALS start in Week 2.   
Discussion topics each week relate primarily to the lecture and reading material from 
the previous week.  Questions for discussion will be posted to Blackboard.  
 

LECTURE/TUTORIAL SCHEDULE 
Week  TOPIC Reading 

& assignment due dates  
Week 1  
19 July 6pm-8pm 

Introduction with Course Overview 
Dimensions, importance & challenges faced by 
the non-profit sector. 
Key principles & concepts of social marketing. 
Adoption of the marketing approach 

 
NO TUTORIAL THIS WEEK 

Ch1 Wymer et al 
Ch1 French et al 

Week 2  
26 July 6pm-9pm 

Analysis, planning, and strategy formulation 
In non-profit & social marketing 

Chs 2, 3, 4 Wymer 
Ch2 French et al 

Week 3  
2 August   6-9pm 

 
Nonprofit marketing: Product & Place Ch5 Wymer et al 

Week 4 
9 August   6-9pm 

 
Nonprofit marketing: Promotion & Price Ch6 Wymer et al 

Week 5 
16 August 6-9pm 

Nonprofit marketing:  
         Marketing to Donors & Volunteers 

 
Chs 7,10 Wymer et al 

Week 6 
23 August 6-9pm 

Nonprofit marketing: 
Attracting major gifts & running special events 

*Assignment1 due 22 Aug 
 
Chs 8, 9 Wymer et al 

Week 7 
30 August 6-9pm 

Social marketing: Community-based 
                                 & with Cultural sensitivity 

 
Chs 3, 4 French et al 

Mid-Session Break: Week 3-9 September  

Week 8 
13 Sept     6-9pm 

Social marketing: Segmenting the target 
               & developing an effective intervention 

 
Chs 5, 6 French et al 

Week 9 
20 Sept     6-9pm 

 
Social marketing:   The challenges & the reach 

 
Chs 8, 9 French et al 

Week 10 
27 Sept     6-9pm 

 
Social marketing:   Using a full intervention mix 

 
Ch 10 French et al 

Week 11 
4 October  6-9pm 

Social marketing: Strengthening communication 
                        & putting Enforcement in the mix 

**Assignment2 due 3 Oct. 
 
Chs 13, 14 French 

Week 12 
11 Oct       6-9pm 

Nonprofit & Social marketing: Contemporary 
                 issues discussion & case analysis 

No pre-reading 
necessary 
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PART B: KEY POLICIES, STUDENT RESPONSIBILITIES AND 
SUPPORT  
 
8 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 at ASB >Learning and Teaching>Student services> 
Referencing and plagiarism.   
 
 
9 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’. 
 

9.1 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.  
 
 

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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9.2 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.  
 

9.3 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 
 

9.4 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/. 
 

9.5 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. 
 
 
10 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/�
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/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 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. 

 
 
11 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 
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   

• 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; Ph: 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; 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   

 

http://www.asb.unsw.edu.au/learningandteaching�
mailto:edu@unsw.edu.au�
http://www.asb.unsw.edu.au/currentstudents/resources/forms/Pages/default.aspx?utm_source=Student%2BCentre&amp;utm_medium=marketing%2Bmedium&amp;utm_campaign=requests�
http://www.elearning.unsw.edu.au/�
mailto:itservicecentre@unsw.edu.au�
http://www.lc.unsw.edu.au/�
http://info.library.unsw.edu.au/web/services/services.html�
https://www.it.unsw.edu.au/students/index.html�
http://www.counselling.unsw.edu.au/�
http://www.studentequity.unsw.edu.au/�
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