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PART A: COURSE-SPECIFIC INFORMATION 
 
1 STAFF CONTACT DETAILS 
 
Lecturer-in-charge: Dr Ian Benton 
Email: i.benton@unsw.edu.au 
Consultation Times – Fridays 2-3PM at lecture venue (or by appointment) 
 
 
2 COURSE DETAILS 

2.1 Teaching Times and Locations 
Lectures are each Friday 3pm-6pm per the schedule outlined below in section 7; 
starting 8 March 2013 & finishing Friday 31 May.  Note Easter Good Friday public 
holiday & Friday 12 April have catchup presentation sessions Saturday 27 April. 
 
Semester recess; i.e. no class: Friday, 5 April. 
 
Location: Tyree Energy Technology LG07. 
 

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

2.3 Summary of Course  
The role of events in modern consumer society has become sufficiently mainstream for 
particular consideration to be now given to their management and marketing.  They 
often have significance to broader organisational marketing strategy, whether total 
reliance like rock music’s “Big Day Out” or integral and supportive to a range of other 
marketing strategies such as Coca Cola’s experiential “Life is Good” lifestyle events.  
We’re easily convinced of the importance both in marketing the event for optimal return 
and also that the event be managed correctly to increase the likelihood of success and 
mitigate risks of failure as might impact corporate brand. 
 
This Course introduces us first to best practice in a significant event’s management 
then journey’s us thru optimal marketing techniques as apply similarly and differently 
across events ranging in nature from social to festival to corporate sponsored. 
 
The rewards for successful event management and marketing can be great.  We look 
at modern method and technologies better facilitating that success and we look ahead 
to future forces and trends in event marketing. 
 
This course builds upon general management and marketing skills acquired elsewhere 
via academic pursuit or practice and refines then further develops those skills for 
application in event management and marketing. 
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2.4 Course Aims and Relationship to Other Courses 
 
The aims of this course are: 

• To introduce students to the unique characteristics of managing and marketing 
events whether they form an integral part of an organisation’s overall marketing 
strategy mix or whether conducting that event is the organisation’s sole purpose 

• To give students knowledge and skills for analysing how, when, and where to 
optimally access the benefits and mitigate the risk when managing and 
marketing significant events  

• To enable students to develop and critically evaluate event marketing plans. 
 
This course builds upon and extends the marketing concepts, frameworks and models 
covered in other marketing courses with best practice management and marketing 
techniques specific to significant events. 
 

2.5 Student Learning Outcomes  
 
Provided you participate fully in the learning activities and successfully complete the 
assessment tasks, by the end of this course you should be able to: 

1. Explain the importance of efficient, targeted marketing and best practice 
management of events so as to optimise benefit and mitigate risk from 
conducting such events. 

2. Explain how Event Marketing Managers build and sustain brand strength from 
conducting such events. 

3. Apply tools, techniques and frameworks to identify effective event management 
and marketing strategies and tactics 

4. Analyse event management and marketing problems and identify appropriate 
tactics to resolve such problem(s) 

5. Communicate strategies to resolve event management and marketing issues in 
a group communique (both in written report and in oral presentation) 

6. Collaborate effectively to identify approaches to enhance event management 
and marketing for optimal outcome. 

 
The Learning Outcomes in this course help you to achieve some of the overall Program 
Learning Goals and Outcomes for all postgraduate coursework 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’). 

 
 
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. 
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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. 
 
 
 
 
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. Explain the importance of 
efficient, targeted marketing and 
best practice management of 
events so as to optimise benefit 
and mitigate risk from conducting 
such events. 

2. Explain how Event Marketing 
Managers build and sustain 
brand strength from conducting 
such events. 

3. Apply tools, techniques and 
frameworks to identify effective 
event management and 
marketing strategies and tactics 

4. Analyse event management and 
marketing problems and identify 
appropriate tactics to resolve 
those problem(s) 

5. Communicate strategies to 
resolve event management and 
marketing issues in a group 
communique (both in written 
report and in oral presentation) 

6. Collaborate effectively to identify 
approaches to enhance event 
management and marketing for 
optimal outcome. 

 

• Tutorial problems 
• Written Report 
• Oral Presentation 
• Reflective Journal 
• Final Examination 
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2 Critical thinking 
and problem 
solving 

1. Apply tools, techniques and 
frameworks to identify effective 
event management and 
marketing strategies and tactics 

2. Analyse event management and 
marketing problems and identify 
appropriate tactics to resolve the 
problem(s) 

3. Communicate strategies to 
resolve event management and 
marketing issues in a group 
communique (both in written 
report and in oral presentation) 

 

• Tutorial problems 
• Written Report 
• Oral Presentation 
• Reflective Journal 
• Final Examination 

3a Written 
communication 

1. Apply tools, techniques and 
frameworks to identify effective 
event management and 
marketing strategies and tactics 

2. Analyse event management and 
marketing problems and identify 
appropriate tactics to resolve the 
problem(s) 

3. Communicate strategies to 
resolve event management and 
marketing issues in a group 
written report 

 

 
• Written Report 
• Reflective Journal 
• Final Examination 

3b Oral 
communication 

1. Apply tools, techniques and 
frameworks to identify effective 
event management and 
marketing strategies and tactics 

2. Analyse event management and 
marketing problems and identify 
appropriate tactics to resolve the 
problem(s) 

3. Communicate strategies to 
resolve event management and 
marketing issues in a group oral 
presentation 

 

• Tutorial problems 
• Oral Presentation 

 

4 Teamwork  1. Apply tools, techniques and 
frameworks to identify effective 
event management and 
marketing strategies and tactics 

2. Analyse event management and 
marketing problems and identify 
appropriate tactics to resolve the 
problem(s) 

3. Communicate strategies to 
resolve event management and 
marketing issues in a group 
communique (both in written 
report and in oral presentation) 

4. Collaborate effectively to identify 
approaches to enhance event 
management and marketing for 
optimal outcome. 
 

 

• Tutorial problems 
• Written Report 
• Oral Presentation 
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5a.   Ethical, 
environmental 
and 
sustainability 
responsibility 

 
1. Analyse event management and 

marketing problems and identify 
appropriate tactics to resolve the 
problem(s) 

2. Communicate strategies to 
resolve event management and 
marketing issues in a group 
communique (both in written 
report and in oral presentation) 

3. Collaborate effectively to identify 
approaches to enhance event 
management and marketing for 
optimal outcome. 

 

• Tutorial problems 
• Written Report 
• Oral Presentation 
• Reflective Journal 

 

5b.  Social and 
cultural 
awareness 

 
1. Analyse event management and 

marketing problems and identify 
appropriate tactics to resolve the 
problem(s) 

2. Communicate strategies to 
resolve event management and 
marketing issues in a group 
communique (both in written 
report and in oral presentation) 

3. Collaborate effectively to identify 
approaches to enhance event 
management and marketing for 
optimal outcome. 

 

• Tutorial problems 
• Written Report 
• Oral Presentation 
• Reflective Journal 
• Final Examination 

 
 
3 LEARNING AND TEACHING ACTIVITIES 

3.1 Approach to Learning and Teaching in the Course 
The course takes a participative approach to student teaching and learning. This 
seminar-style approach means that students will benefit most by being proactive in 
their learning and thoughtfully reading all set readings BEFORE each meeting. This 
preparation helps to generate a situation where all members of the class can further 
learn through the questions, comments and discussion of others in the class. 
 
Case examples and from a myriad of other practical scenarios will be used to provide 
relevant examples of the concepts and theories in use. 
 
Discussion of any point raised during seminars is welcome. 

3.2 Learning Activities and Teaching Strategies 
This course is conducted on a discussion and lecture seminar basis.  The course is 
practical in nature drawing upon experience of the lecturer and of students in the room 
plus industry case studies yet will encourage students to combine theory and practice 
together as a means to best acquire transportable knowledge to scenarios that you’ll 
encounter in professional life.  It is your responsibility to study the reading assigned 
each week as shown on the Course schedule (section 7) in order that you may 
contribute, participate intelligently and thus gain maximum value from the course. 
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Computers and mobile devices are not allowed to be used in class – surfing and 
texting emerges as an inevitable and regrettable result, and is highly distracting 
for everyone. 
 
 
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 
Task 

Weighting Learning 
Outcomes 
assessed 

Program 
Learning Goals 
& Outcomes 

Length Due Date 

1.Participation 
and reflection 
(Individual) 

20% 1, 2, 3, 4 1, 2, 3a, 3b, 4,  

5a & 5b 

1200 words Reflection 
by Turnitin: 
9:30am 
Friday      
24 May  

2. Group 
Written Press 
Evaluation  
Report  

+  

Group oral 
presentation. 

Report  

30% 

+ 

Presentation 

10% 

3, 4, 5, 6 1, 2, 3a, 3b, 4,  

5a & 5b 

Written 
Report: 
Maximum 
1500words. 

Oral 
Presentation:
20 minutes + 
6   mins Q&A. 

 

Written  
by Turnitin:     
26 April  
& 
Oral: 
27 April 
 

3. Final (Take 
Home) Exam 

40% 1, 2, 3 & 4 1, 2, 3a & 5b Maximum 
2000words 

By Turnitin: 
9:30AM 
Tuesday    
11 June 
2013 

 
 
Details of each assessment task:  
 
Participation and Reflection (Individual) (20%) 
 
Active participation is an important component of the Master of Marketing Program. All 
students are expected to take the initiative to participate in class discussions.  Classes 
for this subject are conducted in seminar format therefore there will be ample 
opportunity to join discussion.   Further, a critical component of the skills of both post-
graduate students and effective middle and senior managers is their ability to reflect 
and synthesise information over time.  This assessment is therefore designed to 
assess your ability not only to discuss issues intelligently and contribute to class 
discussion, but also to reflect on the nature of class discussions and activities, the 
insights gained from undertaking readings and from observation of issues that emerge 
in the popular or business media. 
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• Participation (continuous) is worth 7.5% of the final mark and will be assessed 

against the following criteria: 
 
1. Attendance for at least 80% of class sessions  40% 
2. The extent to which the student contributes relevant insights, 

observations, examples, experiences or other inputs to class discussions 
60% 

 
• Reflection (1200 words due by Turnitin 24 May)  is worth 12.5% of the final 

mark and will be assessed against the following criteria: 
 
3. The extent to which the student identifies and analyses present-day 

events, readings or sources relevant to concepts, models and frameworks 
addressed in the course 

30% 

4. The extent to which the reflection demonstrates a detailed understanding 
of the relevant concepts models and frameworks from the course 

30% 

5. The extent to which the student has derived practical marketing 
management insights from the process of reflection 

40% 

 
In order to enable reflection and its assessment, each student is required to 
maintain a reflective journal and must submit 1200 word maximum on Turnitin by 
9:30am, Friday 24 May outlining the value to them in the role of marketing 
manager of event management and marketing skills acquired in this course.    
Discuss particular aspects of the course and how those aspects and the management 
and marketing of events skills more broadly might inform your formation as marketing 
manager of more successful strategy.  Hint: cite benefit from research and reading in 
the field outside the specific material covered in the course but also cite how you’ll take 
learning from specific parts of the course.  Talk both broadly and specifically.  Use 
examples if you’ll able. 
 
 
Group Written Report (30%) + Group Oral Presentation with Q&A (10%) 
 
In week 3 (seminar 3 before the Easter Public Holiday), students will advise the lecturer 
of their teams of 3-5 members formed to work together to prepare a written report 
maximum 1500words and a 20 minute presentation plus 6 minutes question/answer 
(Q&A).  Your group will analyse an article (or multiple articles) from industry journals or 
popular press in the context of your learning from this course so as to give informed 
advice to an event marketing manager about to manage and market a significant event 
for the first time.  The media press report(s) must be less than 12 months old at time of 
your presentation.  Provide and attach a scanned copy of the press report(s).  [Please 
note that media or industry journal report(s) used are NOT academic journal report(s)] 
When you analyse your media or industry report in the context of your course study to 
give advice to the event marketing manager, you may and should then research and 
cite (using Harvard referencing) academic journals such as those found on ABI Inform 
to strengthen your advice. 
 
In recent times, events ranging from football matches to weddings to beach sports 
competition by corporate sponsors have gone very wrong.  Sometimes the financial 
returns were simply not as hoped.  Other times people attending the events even died.  
These situations have been well reported. 
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Given your knowledge of event management best practice gained from this course & 
the information gleaned from your press article, you should relate your learning to that 
article and provide advice to the marketing manager of what they should and should 
not do to achieve best outcomes.  Done correctly, your advice is going to be very 
valuable. 
 
Professional presentation and content will be integral components of your grade.  
 
Both the written report and the oral presentation should address the following issues: 

1. Briefly summarise the events that the press article addressed or raised; also 
providing a scan of the article no more than 18 months old (15%) 

2. Identify the key issues found in the article or case that relate to the practice 
of event management (35%) 

3. Recommend what a marketing manager managing such an event should do 
based on the insights contained in the article or case.  This means that you 
must recommend behaviours, processes and practices that you identify flow 
from understanding what the article has covered.  It is not adequate merely 
to summarise or paraphrase recommendations or findings contained in the 
article but you must describe in practical detail what behavioural changes, 
new practices or processes an event manager should adopt based on your 
analysis of the article and what you’ve learned in this course. (50%) 

 
**The group written report must be no more 1500 words in length (meaning that you’ll 
need to meet the challenge of keeping your writing succinct and relevant) and must be 
submitted by Turnitin no later than 9:30am, Friday 26 April. 
 
**Each group will present their advice report on Saturday 27 April in no more than 20 
minutes for the main presentation and no more than 6 minutes for Q&A (although Q&A 
might be allowed run longer to increase marks if the audience is engaged and getting 
good answers to good questions).  Hint: prepare your audience in advance of your 
presentation with valuable Q&A (as all wise business people do whenever they can). 
 
Final Take Home Exam (Individual) (40%) 
 
The Take-Home exam will be emailed and also handed to students in the final class 
(31 May). Your response to the exam questions must be submitted by Turnitin no later 
than 9:30AM (Sydney time) on Tuesday 11 June 2013.   
 
This is a Final Exam.  There can be NO ALLOWANCE FOR LATE SUBMISSION. 
 
The exam will involve just two (2) or three (3) questions related to event marketing 
strategies from seminars 8 to12 inclusive.   A combined word limit of 2,000 words will 
apply and marks for each question will indicate how to disperse your word count.  
 

4.3 Assessment Format 
 
The format for each assessment is detailed in the notes relating to each assessment 
above.  It is important to note that marks for the presentation will be solely based upon 
the information presented during the 20 minutes allocated for each team and their 
ability to address questions regarding that presentation with the class group in the 6 
minutes immediately afterward. 
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For the Group Written Report, only the information contained in the report main body 
(maximum = no more than 1,500 words) will be used in determining the marks.  Any 
appendix/annexes are to be used only to detail/describe assumptions made or offer 
supporting tables/figures and therefore should contain only supporting information.   
The mark for the assignment will be based entirely on the content found in the first 
1,500 words (which does not include the cover page or table of contents) and therefore 
all information needed to demonstrate performance against the assessment criteria 
must be included in the first 1,500 words – information and arguments contained in any 
appendices will not be considered in determining the mark, and therefore should only 
be used to provide elaboration or descriptive information.  An Executive Summary is 
NOT required for the assignment. 
 
 
 
The following Peer Assessment process will apply, if the Group desires to use it, to the 
Group Written Report assessment: 
 

4.3.1 Peer assessment  
 
Each student has the opportunity to assess the contribution made by each member of 
the group to the assessment task (note that this is a voluntary or opt-in process so you 
need only use it if you want to). If you wish to comment on the contribution of your 
fellow team members these peer assessments should be emailed to your lecturer by 
the submission date of the final exam at the latest.  They will be kept confidential - 
that is, your fellow team members will not know what assessment you have made of 
them. As stated above, these assessments are voluntary – if you do not submit an 
assessment the lecturer will assume that, in your view, all team members made an 
equal and valuable contribution.  
 
Following is an outline of how peer assessment works.  

Purpose 
The peer review process assists teaching staff to ensure that all students receive a fair 
mark. It allows us to determine that the group mark that each individual receives for his 
or her group’s presentation and written report reflects each person’s respective 
contribution to the tasks. Put another way, the main purpose of the evaluation is to 
allow the group to reward high performing students and to penalise underperforming 
students if they choose to do so. 
 
The process works like this: 
Let’s say that when your group’s written report and oral presentation are marked your 
group receives 76%. Any peer evaluation sheets that have been submitted will then be 
examined by the lecturer. If it is evident that there is an outstanding contribution by an 
individual, then that person may receive a higher mark, say 84%. Similarly, if the 
lecturer identifies that there was a poor contribution by an individual, then that person 
may receive a lower mark, say 68%. All other team members will continue to receive 
the original mark of 76%. 
 
If a student is evaluated poorly by all other members of the team, they can be scored 
as low as zero (0) for the assessment if it is evident from the peer assessment that the 
student made no contribution. 
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However, be aware that adjustments to marks will only be applied if ALL members of 
the group identify the lack of contribution or extra contribution and it is validated by the 
teaching staff in investigating reflective journals and other independent evidence upon 
which they may rely.  
 

How to complete your peer evaluations 
 
Once again, this is an individual exercise and is voluntary. Each group member who 
wishes to do so may complete and submit a peer evaluation confidentially to the 
lecturer.   Each group member who submits an evaluation should individually allocate a 
pool of marks amongst all team members based on a starting position of 100 points per 
person. So, the total number of points allocated should total 400 if there is a group of 
four (and 300 in a group of three, etc). To submit a peer evaluation you should copy the 
table below into an email and forward it, when completed, to your lecturer at 
i.benton@unsw.edu.au. 
 

Name Marks Reason 

    

   

   

   

   

TOTAL MARKS   

 
If you decide that every member of the team worked well and contributed equally, you 
would award each member 100 marks. If in your view one team member made an 
outstanding contribution – for a variety of reasons as detailed below, you may decide 
that he or she should receive a higher mark. Similarly, if you determine that an 
individual team member has made a less than equal or a less than satisfactory 
contribution to the team project you may decide that he or she should receive a lower 
mark.  
 
For example, if you feel that one person in a team of four made an outstanding 
contribution, you may choose to award the high performer 130 marks. And if in your 
view all other students performed equally, you would score the balance of the team at 
90 marks each. If, on the other hand, you wish to indicate that another member 
contributed less than others, then you may score that member at 70 marks rather than 
100, and score the balance of the team members at 110 each.  
 
Awarding one individual a higher or lower score does not affect the total number of 
points available to the balance of the team – as mentioned earlier, all points awarded 
should tally to the maximum pool of points for the team, at 100 points per member. 
 
Once again, you need to be aware that the lecturer will only adjust marks if there is 
sufficient evidence that an individual deserves the adjustment. This would normally 
require that all the other team members independently recommended the reward or 
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sanction and independent evidence in reflective journals or emails or other sources 
supports this view. 
 

Criteria for individual assessment 
1.  Quantity of contributions: 
• frequency of attendance at meetings 
• number of tasks taken on 
• size and complexity of the tasks undertaken or participated in 
• amount of time spent on tasks. 
2.  Quality of contributions: 
• completed tasks, on time 
• made genuine and concerted effort at all times 
• accurate and relatively error free material presented 
• highly imaginative or creative. 
3.  Contribution to team: 
• helped create positive atmosphere in meetings and in communication 
• made suggestions; had good ideas 
• active and constructive in meetings 
• sorted problems, smoothed difficulties 
• helped make decisions and kept to them. 

Completion of the peer assessment form 
• Using the table set out earlier, write your name in the first row and underline your 

name. 
• If you allocate a mark other than 100 for any team member, please provide your 

reasons (e.g. member X did extra research or member Y did not attend meetings 
regularly). You may set up an electronic version of the table below, and use as 
much space as required. 

• Check that the total is correct – 400 for a four-person team and 300 for a three-
person team.  
 
 

4.4 Assignment Submission Procedure 
 
The procedure for submission of each assessment is detailed in the notes relating to 
each assessment above. 

4.5 Late Submission 
In fairness to those students who manage their time correctly and submit their 
assignments on time, a 10% penalty per day (or part day) including weekend days 
must be applied to all assignments submitted after the due time and date published in 
this Unit Outline.  There can be NO ALLOWANCE FOR LATE SUBMISSION OF THE 
FINAL EXAM. 
 

4.6 Grade and Mark ranges 
For progressive assessment during the session (such as written or presentation 
assignments, participation and/or a mid-session examination), grades will be provided 
to students in a form of a letter grade (not as a mark) as follows. This follows the 
grading system used on other postgraduate degrees in ASB.  
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Grade Mark Explanation 
HD 85 - 100 An outstanding performance 
DN 75 - 84 A Superior performance 
 
CR 65 - 74 A good performance  

PS 50 - 59 An acceptable level of performance 
Fail 0 - 49 Performance below minimum level of competence 
 
Course results are released to students and are available via MyUNSW as a mark 
following a ASB Faculty sub-committee meeting to approve distribution of mark 
 
 
 
 
 
 
 
 
 
 
 
5 COURSE RESOURCES 
The WEBSITE for this course is on UNSW Blackboard at: 
http://lms-blackboard.telt.unsw.edu.au/webapps/portal/frameset.jsp 
   
TEXTBOOKS(2) NECESSARY for this course are: 
Conway, D.G. (2009), The Event Manager’s Bible: The Complete Guide to Planning 
and Organising a Voluntary or Public Event. 
 
Preston, C.A. (2012), Event Marketing: How to Successfully Promote Events, Festivals, 
Conventions, and Expositions. 
 
 
 
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.  
 
 
 
 
 

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

http://lms-blackboard.telt.unsw.edu.au/webapps/portal/frameset.jsp�
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7 COURSE LECTURE & ASSESSMENT SCHEDULE 
 
Lecture Seminars start in Week 1, Friday 8 March 
 

LECTURE SCHEDULE  
Seminar  Topic Reference  

 
Seminar 1 
8 March 

Introduction 
The event manager 
The event objective 
Planning the event 
Health & safety 
 
Discussion questions: 

1) What is the merit to wider marketing 
strategy of managing an event? 

2) How might this be integrated with other mix 
components? 

3) Can an event be the whole of an 
organisation’s function and marketing? 

4) Does this change the marketing 
management function? 

5) How might management and marketing of 
an event impact brand. 
 

Conway (2009) pp1-39 

Seminar 2  
15 March 

Type of event 
When to run the event 
Defining your target audience 
Audience size 
Advertising 
Event attractions 
Event requirements 
 
Discussion questions: 

1) What range of marketing objectives 
might there be for an event? 

2) What event planning issues might arise 
& what event management techniques 
might we use to overcome them? 

3) Does size matter? 
4) What are the three general sources of 

attractions and how might each adjust 
our event management & marketing? 

5) Classify event requirements and 
indicate impacts on 
management/marketing strategy.  
  

Conway (2009) pp40-85 
 

Seminar 3 
22 March 
 
 
 
 
 
 

Accommodation & services 
Event site 
Traffic management 
Sign posting 
Permissions 
Car parking 
 
 
 

Conway (2009) pp86-166 
 
Self-allocation to groups is 
preferred. 
Groups of 3-5 students 
advised to lecturer in class. 
Groups allocated & advised 
from lecturer by email if not 
known. 
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Seminar 3 cont. Discussion questions: 
1) What impact does size have on these 

factors and our event management & 
marketing strategies? 

2) Should we appoint professionals in these 
areas or should we train existing staff?  
Why? 
 

 
 

Friday, 29 March = Easter Good Friday Public Holiday = catchup class Saturday, 27 April, 10am 
Friday, 5 April = Mid-Semester Break 

Friday, 12 April = lecturer overseas = catchup class Saturday, 27 April, 2pm 
Seminar 4 
19 April 
 

Radio communications 
Staffing 
First aid 
Security 
Insurance 
Emergency & normal procedures 
 
Discussion questions: 

1) You’re responsible for managing the Rock 
Music Festival “Big Day Out” for primary 
sponsor Coca Cola.  Think this thru before 
class and be ready to give your ideas for 
best practice management of this event as 
relate to the subject areas studied this 
week. 

 
 
 
Conway (2009) pp167-226 
 
. 

Seminar 5 
26 April 
 

Presenting plans to authorities for approval 
Event manager’s manual 
Money administration & risk 
Using a video diary 
Setting up, maintaining & stripping down 
The Final Report 
 
Discussion questions: 

1) Outline an event scenario & its marketing 
objective in 80 words or less; then 

2) Taking into account the learning on event 
management from this Course so far, map 
out the template for a Plan document for 
this scenario with key bullets of 
consideration now known to be important 
(hint: align your plan with key study areas & 
look also to Annex A & B, pp285-312); 

3) Bring that Plan document template along to 
class so as to express your approach and 
considerations plus learn from other 
classmate’s Plans.  

 
 
 
Conway (2009) pp227-283 
 
 
 
 

 
Group Written Report (max 1500words): Assessment value 30%  

due by Turnitin no later than 9:30am Friday 26 April 
 

CATCHUPS 
Seminars 6 & 7 
Saturday,       
27 April 
10am-5pm 
Venue:TBA 

 
 

Group Report Oral class presentations (max 20 + 6 minutes)  
Assessment value 10% 
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Seminar 8  
3 May 

The Theory, Evolution & Practice of Event 
Marketing 
 
Discussion Questions 

1) What place might events have in the 
broader marketing strategy mix? 

2) How might they bring excitement, creativity, 
enthusiasm to brand? 

3) What event options might you have & why 
use one instead of another? 

4) What value can we take as Marketing 
Managers of the 5 lessons from Event 
Marketing pioneers (p46)? 
 
 

 
 
 
Preston (2012) pp1-86 
 
 
 
 
 

Seminar 9 
10 May 

Sponsorship & Cause-related Event Marketing 
e-Event Marketing 
 
Discussion Questions 

1) How does an event offer branding potential 
to prospective sponsors? 

2) Might your event be a market research 
opportunity? 

3) Will you (& if so, why) involve the sponsor? 
4) How might e- and/or social media 

marketing tools be integrated & why? 
 
 

 
 
 
Preston (2012) pp87-136 

Seminar 10 
17 May 

Entertainment & Festival Event Marketing 
Corporate Event Marketing 
 
Discussion Questions 

1) Might a celebrity factor assist?  Hinder? 
2) What social function might your event have 

and how might you capitalise on that? 
3) What value have the 5 questions to 

improve the outcome of internal events 
outlined on p169 have? 
 
 

 
 
 
Preston (2012) pp137-184 

Seminar 11 
24 May 

Association, Convention, and Exhibition Event 
Marketing 
Social Event Marketing 
 
Discussion Questions 

1) What opportunities and threats might 
internet communications pose for 
associative events and how will how might 
you take advantage from or mitigate these? 

2) What are the key issues that we need be 
aware of in evangelistic event marketing? 

3) How has the internet multiplied the range 
and scope of social events? 

4) How are events utilised by proponents of 
social change? 
 
 

 
 
Preston (2012) pp185-230 
 
NB: Reflection report – 
Assessment value: 20% - 
due on Turnitin no later than 
9:30am Friday 24 May 
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Seminar 12 
31 May 

Marketing Plans for Significant Events 
Future Forces & Trends in Event Marketing 
 
Discussion Questions 

1) What new social communications platforms 
are poised to evolve into established 
media? 

2) How might you take advantage of that? 
3) How will the events industry be able to 

make a strong case for advantage and/or 
necessity of face-to-face meetings in the 
emerging world of virtual communication? 

4) How will you take advantage of that? 
 
 

 
 
Preston (2012) pp231-254 
 
 
NB: Take home Final Exam 
on Event Marketing 
(seminars 8-12 inclusive) 
provided in class & by email 
to student address. 
        
 

  
FINAL EXAM due on Turnitin no later than  

9:30am Tuesday 11 June 
Assessment value: 40% 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



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 



MARK5820 Event Management & Marketing  20 

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 ASB Referencing and Plagiarism 
webpage (ASB >Learning and Teaching>Student services>Referencing and 
plagiarism)   
 
[More detailed information on plagiarism is available on the Course Outline Website.] 
 
 
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 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.  
 

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.  
 

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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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). Then submit the originals or certified copies of your 
completed Professional Authority form (pdf - download here) and other 
supporting documentation to Student Central. For more information, please 
study carefully the instructions and conditions at: 
https://my.unsw.edu.au/student/academiclife/StudentCentralKensington.html. 

2. Please note that documentation may be checked for authenticity and the 
submission of false documentation will be treated as academic misconduct. The 
School may ask to see the original or certified copy.  

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

4. Decisions and recommendations are only made by lecturers-in-charge, not by 
tutors. 

https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html�
http://www.ohs.unsw.edu.au/�
https://my.unsw.edu.au/student/academiclife/ProfessionalAuthority.pdf�
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html#Supportingdocumentation�
https://my.unsw.edu.au/student/academiclife/StudentCentralKensington.html�
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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) (www.business.unsw.edu.au/edu) 
Academic writing, study skills and maths support specifically for ASB students. 
Services include workshops, online and printed resources, and individual 
consultations. EDU Office: Room GO7, Ground Floor, ASB Building (opposite 
Student Centre); Ph: 9385 5584; Email: edu@unsw.edu.au   

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

• UNSW Learning Centre (www.lc.unsw.edu.au ) 
Academic skills support services, including workshops and resources, for all 
UNSW students.  See website for details. 

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

• IT Service Centre: Technical support for problems logging in to websites, 
downloading documents etc. https://www.it.unsw.edu.au/students/index.html 
UNSW Library Annexe (Ground floor) 

• UNSW Counselling and Psychological Services  
(http://www.counselling.unsw.edu.au) 
Free, confidential service for problems of a personal or academic nature; and 
workshops on study issues such as ‘Coping With Stress’ and ‘Procrastination’.  
Office:  Level 2, Quadrangle East Wing; Ph: 9385 5418 

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

 
 
 

http://www.business.unsw.edu.au/edu�
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