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PART A: COURSE-SPECIFIC INFORMATION 
 
1. STAFF CONTACT DETAILS  
 
Course Lecturer: Dr Munib Karavdic 
Email address:  munib.karavdic@unsw.edu.au 
Consultation:  After lecture 
 
Admin Contact:  Margot Decelis, Assistant to Head of School  
Email:   m.decelis@unsw.edu.au   
Telephone:    +61 2 9385-3385   
Location:    Quadrangle Building, Level 3, Room 3037 
 
2. COURSE DETAILS 
 
2.1 Teaching times and Locations 
 
Lecture: Saturday 9.00 am – 4.00 pm with breaks for lunch and coffees 
Timeframe: 28 April to 2 June 
Venue: ASB Room 115 
 
2.2 Units of Credit 
 
This course is worth 6 UOC units of credit. 
There is no parallel teaching in this course. 
 
2.3 Summary of Course  
  
“Because its purpose is to create customers, the business enterprise has two – and only these 
two functions: marketing and innovation. Marketing and innovation produce results; all the rest 
are ‘costs’.” (Peter Drucker) 
 
However, there are some views that marketing has failed to deliver on its potential and in many 
companies it has been reduced to organizing the advertising and promotional campaigns. Two 
broad reasons might explain why. First, shareholders and analysts are pressuring CEOs to 
deliver against short-term profit and revenue objectives. In this environment marketers have 
acquired a reputation as a "spend" function rather than a "investment" function. Therefore, 
marketing initiatives must have a substantial, demonstrated, top- or bottom-line effect to excite 
the CEO. Second, marketers are too often seen as specialists and tacticians talking about the 
"Four Ps" rather than strategists who help senior management lead company-wide initiatives 
that have strategic, cross-functional, and bottom-line impact. With all its specialisation, 
marketing has not aspired to lead major business development projects that involve cross-
functional, multinational teams sponsored by the CEO. 
 
There is increasing emphasis on marketing to demonstrate growth-driven activities that deliver 
measurable results. In this course we would like to address two key questions: 

1. What is the role of marketing in an organisation? 
2. What are marketing blind spots? 

 
The two primary roles of marketing are to attain and retain target customers.  These inevitably 
mean engaging consumers such that a transaction with the brand becomes a desirable 
possibility. How do we create that desirable possibility? This is where we "decide what business 
we're in." 
 
Driving in the "blind spot" is dangerous both personally and corporately. To overcome marketing 
“blind spots” it is necessary to find answers to the following questions: where will we be active 
and with how much emphasis, how will we get there, how will we win, what will be our speed 
and sequence of moves, and how will we obtain our return?  
 
To address these two questions several modules are designed for this subject. 

mailto:munib.karavdic@unsw.edu.au�
mailto:m.decelis@unsw.edu.au�
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1. Strategic Orientation: Traditionally marketing aligned itself with the company’s overall 
strategic and financial goals. Marketers instead need to play a major role in formulating these 
goals, being the ‘voice of the customer’ in strategy and board meetings. We explore ‘blue ocean’ 
strategy to learn how to create new demand and differentiate from competitors.  
 
2. Strategic Development: Strategy is essentially a two part process. Part One focuses on 
what the company hopes to achieve.  Part Two focuses on how to achieve this.  Two of the 
crucial elements in this environment are the company’s competitors and target customers.  The 
aim of this session is to explore the fit between these three factors. Growth is the mantra for 
most companies.  And innovation is one of the primary vehicles to achieve this.    
 
3. Finance and Valuation: The link between marketing and finance is critical as firms focus on 
creating and capturing more economic value. Marketing professionals need to have the ability to 
analyse the projected Return on Invest (ROI) of a marketing endeavour to corporate decision 
makers. The understanding of the cost/benefit trade off for a new project is critical. This would 
include discounting back net present values of future projected cash inflows, and comparing the 
(NPV) to the marketing project's budgeted expenditure. 
 
4. Measuring Marketing Performance: The need to understand the relationships among 
customer metrics and profitability has never been more critical. We explore the key marketing 
metrics and associated approaches. Brand equity is one of a company’s main intangible assets.  
In this session we will discuss valuing brand equity and strategic management of brand equity. 
 
5. Emerging technologies and strategy: Accelerated adoption in the consumer and business 
markets of Internet, of wireless network, and other new technologies specific to “new economy”, 
is a trend that cannot be ignored at the organisational level. An aggressive development of 
social networks using new technologies has forced business people to take them seriously. In 
this session we will discuss impact of the Internet and social websites on marketing strategy.  
 
2.4 Course Aims and Relationship to Other Courses 
 
This course builds upon and expands marketing concepts and models that you would have 
studied in other marketing courses and adapts them to the services sector.  A study of strategic 
skills also complements the wider array of subjects taught in the Master of Marketing program. 
 
2.5 Student Learning Outcomes 
 
The prime objective of this course is to help you develop your knowledge and skills in the areas 
where the marketing function is not strong enough. The content of this course should enhance 
your capacity to make a significant contribution to the strategic decision-making processes and 
marketing outcomes in your organisation, as a senior marketing manager, strategic planner, 
general manager or board member.  
 
To achieve this objective, specific attention is given to enhancing your capacity to: 

1. Identify and analyse the process whereby strategic decisions are made in an 
organisation.  

2. Analyse the competitive environment and search for new opportunities for sustained 
profitable growth. 

3. Understand the key interfaces and linkages between finance and marketing. 
4. Evaluate the financial impact of marketing expenditures. 
5. Develop a measurement-based approach to allocating resources across your 

marketing portfolio and evaluating intangible assets, such as brand equity and 
customer satisfaction. 

6. Identify marketing problems in a specific business situation then apply advanced 
analytical skills to creatively solve problems and make informed decisions. 

7. This course is designed to expose you to some of the competing perspectives on 
strategic marketing management and to challenge you to define and develop your own 
approach for dealing with complex problems in the context of high uncertainty and 
inadequate information. 
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ASB Graduate Attributes 
This course contributes to your development of the following Australian School of Business 
Graduate Attributes, which are the qualities, skills and understandings we want you to have by 
the completion of your degree.  
 
Course learning outcomes ASB Graduate Attributes 

2, 6,  7 1. Critical thinking and problem solving 

2 2. Communication 

1, 7 3. Teamwork and leadership 

3, 4, 5, 6 4. In-depth engagement with relevant disciplinary knowledge 

3, 4, 5 5. Professional skills 
 

More information on the ASB Graduate Attributes and how they align with the UNSW Graduate 
Attributes is available on the ASB website (Learning and Teaching >Graduate Attributes). 

 
3. LEARNING AND TEACHING ACTIVITIES 
 
3.1 Approach to learning and teaching 
 
This course will utilise a range of learning and teaching approaches including lectures, case 
studies, reading material, visiting speakers and video material. Active student participation and 
preparation to the classes will form an important element of the course. 
 
3.2 Learning Activities and Teaching Strategies 
 
The course stresses interactive teaching and discovery based learning.  

• The lectures are interactive; and we look for active student contributions through 
discussion and questioning that reflects your reading and experience.  

• The targeted readings for each topic reinforce the understanding and learning 
experience. 

• Cases and guest lecturers encourage you to explore theoretical concepts in a practical 
situation. 

• The major project is designed to help further develop your analytic and communication 
skills. 

• The design of assessment tasks reinforces crucial knowledge and skills areas.  
 
The sessions will be run by a combination of lecture, external presentations from industry 
experts, class discussion, case studies and presentations, and workshop activity. For most 
weeks there will be a presentation by an industry expert.  
 
There will be one group assignment covering Blue Ocean approaches for innovation and 
growth.  
 
Active participation is an important component of the Master of Marketing program.  All 
students are expected to participate in class discussions and activities as well as, at various 
times throughout the session, make contributions in class. For each class meeting articles will 
be assigned. Students are expected to have read the articles before coming to the class 
  
Computers and mobile devices are not allowed to be used in class (unless the instructor 
indicates otherwise) – surfing and texting emerge as an inevitable and regrettable result, 
and is highly distracting for everyone. 
 
 
 
 
 

http://www.asb.unsw.edu.au/learningandteaching/aboutlearningandteaching/graduateattributes/Pages/default.aspx�
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4. ASSESSMENT 
 
4.1 Formal Requirements  
 
In order to pass this course, you must: 

• achieve a composite mark of at least 50; and 
• perform satisfactorily in all assessment tasks (see below). 

 
 
4.2 Assessment Details 

Assessment Task Weighting Learning outcomes 
assessed 

ASB Graduate 
Attributes assessed Length Due Date 

Class Preparation  15% 1-7 1, 4, 5 6 weeks 
Throughout 
course 

Group Project 30% 1-7 2, 3, 5 20 pages 1/6/ 12 
Mini case study 
(individual) 15% 1-7 1, 4 4 pages 26/5/12 

Final Exam 40% 1-7 1, 3, 4, 5 1 week 09/6/ 12 
 
Master of Marketing Grade and Mark ranges 
From Semester 1, 2010 grades for progressive assessment during the session (either by 
assignments, participation and/or a mid-session examination) 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.  
 

Grade Mark Explanation 
A 75 - 100 A superior to outstanding performance 

B 60 - 74 A good average performance  

C 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 marks 
 
4.3 Assessment Format 
 
4.3.1 Class preparation and case analysis  
 
Due date:  Through course 
Weight:  15%  
Length:  2 pages MAXIMUM of text per article 
 
Active preparation and participation are important components of the Master of Marketing 
program. You will be assessed on your ability to contribute to class discussion of case studies, 
designated readings and questions from the course lecturer. 
 
Class Preparation  
 
Because this course relies heavily on conceptual articles and case materials, extensive before 
class preparation and in class participation are required to ensure the class' success. What you 
get from this course will depend on what you put in – not just in terms of your reading and 
analysis of the articles and cases, but your willingness to question and to seek alternate 
perspectives, to be clear about your own position, and to defend your arguments.  
 
Guide to Article Analysis. The following set of questions is provided to guide your analysis of 
the readings assigned in this course. 
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1. What is the purpose of this article? What problem or issue does it address?  
2. What are the basic assumptions/assertions/values that underlie this piece? 
3. What is the basic argument/thesis? What are the major findings and conclusions?  
4. What problems or concerns are you left with? How does it contribute to your overall 

understanding of a company strategy and marketing contribution to it? 
 
Guide to Case Analysis. Preparation for a case discussion should: 
 
1. Begin with a rapid reading of the assigned case and other materials. 
2. Then, it is worthwhile to review the discussion questions provided for clues as to what 

issues require special attention. If no questions are provided then your task is to use your 
experience and prior learning to determine what the major issues are. 

3. The next step is normally to re-read the case carefully, taking notes that sort information, 
facts, and observations under a number of relevant headings. Push yourself to reach 
tentative conclusions before you come to class. 

4. Finally, preparation will include notes that can be used to guide your contribution in class 
discussions. 

 
Preparation Notes 
 
It is expected that you will make brief notes or outlines before coming to class. It is required to 
prepare notes (1-2 pages) for each article and case study that will be discussed in that week 
 
Preparation notes are to be handed in to the lecturer at the end of class. You should list 
your name, student number, the date, and the article/case discussed. Late participation 
notes submission will be graded zero. 
 
 
4.3.2 Group project   
 
Due date:  1 June 2012 by 5PM 
Weight:  30%  
Length:  20 pages MAXIMUM of text (30 pages MAXIMUM with appendix) 

Please number all pages starting from the Managerial Summary. 
Font Size:  12 point, Times New Roman 
Spacing:  double spacing 
Margins:  1" on all sides (top, left, bottom, and right) 
Presentation:  10 Power Point slides MAXIMUM 
Submission:  email to both munib.karavdic@unsw.edu.au & m.decelis@unsw.edu.au  
Assessment:  Peer evaluation (see Form 1 on the last page) No written feedback on projects. 
 
You have been contracted to undertake a “Blue Ocean” assessment for the next 3-5 years for a 
company.  (This may be either an Australian company or an international company competing 
within Australia).  
 
The assignment should be done in groups of four or five people. Groups will be formed in 
Session 1. The project will be in two phasis: 
 
Project scoping – Opportunity identification 
The first part of the project involves the Group identifying a suitable Blue Ocean scope for their 
selected organisation/product/service.  This will be based on an assessment of: 

• brief company overview (history, results, market position) 
• the firm’s internal capabilities, overall strategy and Blue Ocean readiness; 
• the scope of financial and other benefits to the firm, and the likely risks involved 
• your team members skills in organising the research and potential interviews with 

companies/customers etc. 
Select your company/industry carefully. You will find the project more manageable if you focus 
on a small industry or industry sub-sector.  
 
Scoping documents with team members must be emailed to: munib.karavdic@unsw.edu.au 
by 4 May 2010. 

mailto:munib.karavdic@unsw.edu.au�
mailto:m.decelis@unsw.edu.au�
mailto:munib.karavdic@unsw.edu.au�
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Final report –Blue Ocean Strategy assessment  
Groups are to develop a Blue Ocean strategy assessment for the opportunity identified in the 
interim report.  This will involve: 
 
1. Company overview (history, results, market position) 
2. Determine the main competitive differentiation factors the company espouses versus the 

competition (a strategy canvas). 
3. Use all the 6 paths approach to reconstruct market boundaries (e.g. Path 1- Look across 

alternative industries to Path 6-Look across time).  
4. Create a possible Eliminate-Reduce-Raise-Create Grid. 
5. Identify likely stakeholders/influencers to interview as part of your search for Blue Ocean 

opportunities. 
 
Presentation content should be selected elements from your findings. The presentation will 
contribute 5% of the allocated 30%; assessment will be based on the appropriateness of the 
content and style, given the context (audience, time). Also, your final mark for the Group project 
will be adjusted based on your peers’ evaluation of your contribution to the Group work (it can 
be up to 10% below your group mark). 
 
The opening sections of the plan should provide adequate background on the organisation, and 
summarise the opportunity and its rationale from the earlier interim report. 
 
For presentation purposes we will create the Company’s ‘board’ which will be consisted of a 
representative of each student group and the lecturer (chair). Each group will present their Blue 
Ocean Project to the Company’s ‘board’. The objective is to seek the board’s approval to 
develop a Blue Ocean strategy.  The ‘deliverables’ for this interim report are: a) a (maximum) 
30 minute presentation (including questions); b) a set of presentation charts (email to 
munib.karavdic@unsw.edu.au prior 5 June), with any relevant appendices attached.  The 
presentations will take place in week 6, and will be under simulated boardroom conditions. 
 
The completed documents should be something groups would be happy to share with the 
managers of the organisation they have studied (some have been in previous years), and 
should therefore be of a high standard of business writing and presentation.  For example, each 
report should include a stand-alone executive summary that presents the main 
conclusions/actions and supporting arguments contained in the document. 
 
4.3.3 AMP Mini case study (individual assessment)   
 
Due date:  26 May 2012 by 5PM 
Weight:  15%  
Length:  4 pages MAXIMUM of text (appendix not limited) 
Font Size:  12 point, Times New Roman 
Spacing:  single spacing 
Margins:  1" on all sides (top, left, bottom, and right) 
Submission:  email to both munib.karavdic@unsw.edu.au & m.decelis@unsw.edu.au  
 

Research AMP’s market position and its strategy through your sources: company reports, web 
sites, analyst reports, etc. As you will find, almost all of AMP’s products and services are 
delivered through face to face channels (financial advisers). However, new technologies are 
having significant impact on consumer behaviours and it will inevitably change how they 
purchase financial advice and products. Based on your findings identify marketing problems in 
selling AMP financial advice through face to face channels then apply analytical skills to identify 
a new business model  as well as the related marketing strategies.   
 
Some guidance for case analysis: 
1. Identify strengths and weaknesses within the company; 2. Gather information on the external 
environment; 3. Analyse your findings; 4. Identify corporate level strategy; 5. Identify Marketing 
strategy; 6. Make recommendations.  
 
 

mailto:munib.karavdic@unsw.edu.au�
mailto:munib.karavdic@unsw.edu.au�
mailto:m.decelis@unsw.edu.au�
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4.3.4 Final Exam 
 
Due:   Final exam has to be submitted by Sat 9 June at midnight (11:59PM) 
Weight:  40%  
Exam length: from 2 – 9 June  
Exam type: Home based exam 

 
4.4 Late Submission 
Information about late submission, including penalties, is available on: 
http://www.marketing.unsw.edu.au/contribute2/Marketing/current/Late_Submission.htm 
 
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. 
 

 
5. COURSE RESOURCES 
 
Text Book:  
The prescribed book for this course is: 

Chan, Kim., Mauborgne, Renee, Blue Ocean Strategy, Harvard Business School Press, 2005 
(The book must be read before course starts) 
 
Required Reading Pack: All articles and case studies posted on Black Board (see section 10). 
Students are responsible to download material and print documents (if they need it). 
 

Other (optional) books of potential interest: 

Peter Doyle, Value Based Marketing: Marketing Strategies for Corporate Growth and 
Shareholders Value, (2nd edition), (John Wiley & Sons Ltd, 2008) 

David Aaker, Strategic Market Management (8th edition), (John Wiley & Sons Ltd, 2008) 

Walker, Gountas, Mavando, & Mullins, Marketing Strategy: A Decision-focused Approach 
(McGraw-Hill Australia, 2009) 

Grahame Dowling, The Art & Science of Marketing (Oxford University Press, 2004) 
 
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.  

http://www.marketing.unsw.edu.au/contribute2/Marketing/current/Late_Submission.htm�
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7. COURSE SCHEDULE 
 

W Date Topics Readings & Cases  

1 28 Apr 

Strategy Orientation 
1a. Introduction and course overview 
1b. Blue Ocean Strategy 

 
• Are you sure you have a strategy? 
• Strategies for Two-Sided Markets 
• Blue Ocean Strategy (book) 

2 5 May 

Strategy Development 
2a. Strategy development and execution 
2b. Growth strategies 
2c. Growth & innovations 
 
Guest lecturer: Maureen Thurston, Design 
Leverage Consultant, The 2nd Road, Sydney 

 
• How Strategists Really Think: Tapping 

the power of analogy 
• Innovation traps     
• Meeting the Challenge of Corporate 

Entrepreneurship  
 

• Case Study: AMP Mini case study 
(students research for discussion) 

3 12 May 

Money Talk 
3a. Finance and accounting 
3b. Valuation (M&A) 
 
Guest lecturer: Dr Leanne Word,  
CFO AMP Bank 
 

 
• How Does Financial Performance 

Affect Marketing? 
• Need Cash? Look Inside Your 

Company 
• What's It Worth?: A General Manager's 

Guide to Valuation 
 

• Case Study: Nantucket Nectars 

4 19 May 

Marketing Efficiency 
4a. Value based marketing 
4b. Marketing metrics 
 

• Bringing customers into the boardroom 
• Customer Metrics and Their Impact on 

Financial Performance 
• Marketing When Customer Equity 

Matters 
• What Value Marketing? 
• Value-Based Marketing 

5 26 May 

Emerging technologies & Strategy 
5a. The Internet marketing strategy 
5b. Social websites and marketing strategy 
  
Guest lecturer: Natalie Lovett, Account 
executive, Facebook Australia  
 

• Getting brand communities right  
• What’s your Google strategy 
• Community relations 2.0 
• The Contribution Revolution: Letting 

Volunteers Build Your Business  
 

• Case Study: Facebook’s Platforms 

6 2 June 

Projects presentation day 
6a. Course recapitulation 
Project presentations (Board simulation) 
Panel member: TBA 

 

 11 June Exam  
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PEER EVALUATION FOR GROUP PROJECT 
 
MARK 6001, Session 1, 2012 
 
 
The purpose of this form is to allow you to evaluate the relative contribution of the members of 
your group to the group project. In making your evaluation, you should divide 100 points 
among the members of the group, other than yourself. Thus, the total in each column should be 
100. 
 
Your name: ____________________________ 
 
Group Topic: _________________________________________________________ 
  _________________________________________________________ 
  _________________________________________________________ 
 
Team member (s) name Conceptualis

ation 
Project 

execution 
Team 
work 

Overall 
contribution 

     
     
     
     
TOTAL 100% 100% 100% 100% 
 
Please provide brief comments on the scores you gave: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Thank you very much for your input! 
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PART B: KEY POLICIES, STUDENT RESPONSIBILITIES AND SUPPORT 
 
1 ACADEMIC HONESTY AND PLAGIARISM 
 
The University regards plagiarism as a form of academic misconduct, and has very 
strict rules regarding plagiarism. For UNSW policies, penalties, and information to help 
you avoid plagiarism see: http://www.lc.unsw.edu.au/plagiarism/index.html as well as 
the guidelines in the online ELISE and ELISE Plus tutorials for all new UNSW students: 
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm. 
 
To see if you understand plagiarism, do this short quiz: 
http://www.lc.unsw.edu.au/plagiarism/plagquiz.html 
For information on how to acknowledge your sources and reference correctly, see: 
http://www.lc.unsw.edu.au/onlib/ref.html 
 

For the ASB Harvard Referencing Guide, see ASB Referencing and Plagiarism 
webpage (ASB >Learning and Teaching>Student services>Referencing and 
plagiarism)   
 
 
2 STUDENT RESPONSIBILITIES AND CONDUCT 
 
Students are expected to be familiar with and adhere to university policies in relation to 
class attendance and general conduct and behaviour, including maintaining a safe, 
respectful environment; and to understand their obligations in relation to workload, 
assessment and keeping informed.  
 
Information and policies on these topics can be found in the ‘A-Z Student Guide’: 
https://my.unsw.edu.au/student/atoz/A.html. See, especially, information on 
‘Attendance and Absence’, ‘Academic Misconduct’, ‘Assessment Information’, 
‘Examinations’, ‘Student Responsibilities’, ‘Workload’ and policies such as 
‘Occupational Health and Safety’. 
. 

2.1 Workload for Master of Marketing Courses 
 
For a Master of Marketing core course (6UOC) it is expected that you will spend at 
least twenty hours per week studying including 6 hours in class sessions 

2.2 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.  
 

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

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

2.5 Keeping Informed 
 
You should take note of all announcements made in lectures, tutorials or on the course 
web site.  From time to time, the University will send important announcements to your 
university e-mail address without providing you with a paper copy.  You will be deemed 
to have received this information. It is also your responsibility to keep the University 
informed of all changes to your contact details. 
 
 
3 SPECIAL CONSIDERATION AND SUPPLEMENTARY EXAMINATIONS 
 
You must submit all assignments and attend all examinations scheduled for your 
course. You should seek assistance early if you suffer illness or misadventure which 
affects your course progress.  
 
General Information on Special Consideration: 

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

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

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

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

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

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

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

• ASB Education Development Unit  (EDU) (www.business.unsw.edu.au/edu) 
Academic writing, study skills and maths support specifically for ASB students. 
Services include workshops, online and printed resources, and individual 

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�
http://www.business.unsw.edu.au/edu�
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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   

 
 
 
 

mailto:edu@unsw.edu.au�
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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