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PART A: COURSE-SPECIFIC INFORMATION 
 
1 STAFF CONTACT DETAILS 
 
Lecturer-in-charge: Craig Tapper 
Room N/A 
Phone No: 0414 616012 
Email: craig.tapper@unsw.edu.au 
Consultation Times – By appointment 
 
 
2 COURSE DETAILS 

2.1 Teaching Times and Locations 
Each contact meeting will be a full day, 9am-4pm (including 1 hour lunch) 
ASB building, Room 115 
 
Weeks 8 to 14 of Semester 2 with up to 6 x Saturdays – September 15, 22 & 29, 
October 6, 20 & 27 (and other meetings as scheduled and agreed). 

2.2 Units of Credit 
The course is worth six units of credit. 
 

2.3 Summary of Course  
 
We have approached 2 clients who have agreed to be available for real marketing 
consulting projects as specified by the client. Students will be assigned to groups to act 
as a consulting team to solve these marketing problems. Students will learn what key 
skills are necessary in a consulting role, and practice those skills along with all their 
marketing and management knowledge and skills to perform the role of consultants 
solving the business problem and presenting the solution to a panel or to the client. 

2.4 Course Aims and Relationship to Other Courses 
 
This is a core course where students should apply all their knowledge and skills in a 
practical way. It aims to make students aware of consulting skills, tools, process and of 
their own strengths and weaknesses in a consulting environment. It aims to practice 
those consulting skills and implement existing business and marketing knowledge in a 
real life situation. It aims to provide a quality solution to ensure client satisfaction that 
may lead the client to implement that solution or parts of the solution. 

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

  
1. Understand your own strengths and weaknesses in the role of consultants 

2. Describe the steps in an effective consulting project  

3. Demonstrate the skills of an effective marketing consultant 
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4. Develop a consulting project plan 

5. Manage and report progress against a project plan 

6. Apply marketing research tools and methodologies and describe the 
advantages and disadvantages of alternate research methodologies 

7. Demonstrate the ability to work in a group of contributors with mixed skills, to 
deliver and outcome for a client. 

8. Apply accumulated marketing and management knowledge in a practical 
situation. 

 
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.  
 

Learning 
Outcomes 

ASB Graduate Attributes 

3.4,6 1. Critical thinking and problem solving 

1,4,5,6 2. Communication 

5,6 3. Teamwork, self awareness and leadership 

6 4. Social, ethical and global perspectives 

6 5. In-depth engagement with relevant disciplinary knowledge 

2,3,4,5,6 6. Professional skills 

 
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 
Effective consulting involves gathering and analysing data and information to 
assist an organisation address a problem and come up with a range of options for 
how the problem can be solved. In this course students will gain an appreciation 
of the consulting process as it relates to a marketing problem.  In association with 
the Course Facilitator, and based on some key readings about consulting, core 
marketing research and analysis skills, what makes an effective team, how to 
develop ‘best practice’ marketing plans and using selected references students 
will work on real life marketing issues and apply concepts, models and 
frameworks learned in the range of Master of Marketing subjects that they have 
studied prior to this course. However, it is important to understand that this is not a 
theoretical course and was well as producing a practical outcome for a client with 
a marketing problem, the course is focused on students learning about 
themselves and their skill sets via an action-learning framework that involves: 

1. Getting information - about your own practices, performance, skills and 
best roles in teams 

2. Reflecting - on those practices, performances and experiences 

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


 

MARK6005 – Services Marketing Management   3 

3. Generating ideas – about what you do well (Strengths), areas for 
improvement or areas where you are not strong (Weaknesses), what 
improvements you can make and what your best roles in a team might be 

4. Developing plans for personal improvement based on these insights   
 
In this course, the aim is to give students exposure to practical experience and 
skills on how to run a marketing consulting project and produce a quality result. 
The course will introduce templates to assist in maximising output within the 
available time. Consultants typically work in consulting teams and to tight 
deadlines. Teams may not have all the skills or the perfect amount of data for the 
project and therefore two key attributes are required (1) research skills (to uncover 
and integrate data relevant to the client assignment), and (2) effective teamwork 
based on an assessment of the existing skill set and available data.  
 
In teams of up to 5 (maximum), you will undertake a real marketing project for a 
real client. There are 2 organisations that have been approached to provide 
consulting projects for this course. Within the 6 weeks of the face-to-face contact 
for the course (plus some additional time frame to produce a written report) and 
with the coaching and assistance of the Course Coordinator, teams will be 
required to analyse the problem, gather and interpret relevant data and generate a 
range of alternative possible solutions to address the marketing problem defined 
by the client(s).   
 
Every student will be required to complete a confidentiality or non-disclosure 
agreement with the organisations involved and undertake not to discuss 
information about these projects with anyone outside the course. This is 
necessary for open exchange of information and is normal consulting practice. 
 

3.2 Learning Activities and Teaching Strategies 
This course will include a combination of full day lectures, case studies and time 
allocated for working on a project for 2 real life clients. During some weeks no formal 
lectures or content delivery sessions will be conducted but teams will be allocated 
meeting times to discuss progress and plans for completion of the project with the 
Course Coordinator.   
 
Client representatives will provide an initial briefing, background papers, some 
scheduled times for meetings (by conference call, individual phone interview or 
perhaps face to face meetings by appointment). A person in your team may need to 
attend client offices to undertake research, ask follow-up questions or do some 
analyses. The clients will attend final presentations by the student teams.  
 
This course will include an overview and some discussion of (a) best practice in 
marketing planning (2) best practices in marketing research and (3) some other skills 
relevant to consulting (in particular project management and communication). It will 
include an overview of the key steps in the consulting process and will introduce some 
common methodologies and provide some tools or templates.  
 
Two organisations have been approached to be clients and have made time available 
to provide a briefing paper, deliver a briefing presentation, participate in meeting(s), 
communication in response to additional questions, read and help assess the final 
reports of student teams and be present at team presentations.   
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During the course some guest lecturers who are marketing consultants may attend 
and share some of their experiences in the practice of marketing consulting.  
 
Class participation is necessary to get the full learning experience.  
 
Use of computers and mobile devices is not allowed in class (unless the instructor 
indicates otherwise) – surfing and texting emerges as an inevitable and regrettable 
result, and is highly distracting for everyone. Computers and Internet access are 
required for group work. Additional group work may be required via remote 
communication (UNSW Blackboard, email or a Wiki) or group meetings during the 
week. Team meetings are expected to continue during periods where no lectures are 
scheduled and teams will be allocated times to meet with the Course Coordinator to 
advise progress and receive coaching or mentoring to ensure effective outcomes from 
the project.  At least one hour of team meeting time will be included in lecture days. 
 
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 

Weight-
ing 

Learning 
Outcomes 
assessed 

ASB 
Graduate 
Attributes 
assessed 

Length & Description Due Date 

1. a) Project 
Plan 

 

20% 

 

2,3,4,5,7 

 

1,2,3,6 

6 page plan  Emailed by 11:59am 
Wednesday 3 October 
2012.  

1.b) Status 
Report * 

2 pages MSWord  Emailed by 11:59am Friday 
19 October 2012 

2. Presentation 
** 

20% 3,5,7,8 1, 2,5,6 30-minute presentation 
to an audience 
consisting of the 
Course Coordinator, 
other students and 
client representatives. 

 

Email slides to me, and the 
client, by 5pm Thursday 25 
October. A hand-out is also 
to be provided at the 
presentation.  This may 
take the form of printouts of 
the presentation slides. 

Presentation in ASB Room 
115 on Sat 27/10 

3. Team 
Written report 
** 

20% 5,6,7,8 1, 2,5,6 Maximum 10 pages A4 
double-spaced, 
12point Times New 
Roman including an 
implementation plan.   

Emailed by 11:59am 
Monday 5 November 2012. 

4. Individual 
Reflective 
Report 

30% 1,3,7,8 2, 3, 5 & 6 2 x Action Learning 
Reviews (ALR).   

1st Action Learning Review 
due by 11:59am 
Wednesday 10 October.  
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2nd Action Learning Review 
due via email by 11:59am 
Friday 9 November  

5. Individual 
participation 

10% 1,7,8 2,3 Observation, fellow 
team feedback 

Ongoing 

Confidential Per Review. 
 
TABLE NOTES: 
 
* MS Word documents should be double spaced, 12pt Times New Roman, margins of 
2.5cm. Footer must include document name, the name of team members or the 
individual student name for individual reports, date last saved and page numbers.  MS 
Excel or MS Project can be used to prepare and deliver project plans and indicate 
progress. 
 
** Clients will be requested to assess teams on the quality of solution, coordination, 
consulting skills, professionalism, team report and presentation. This will influence the 
lecturer’s assessment especially for the report and presentation. 
 
Details of relevant articles or cases will be made available via a Reading List posted 
on Blackboard.  These will be made available to enhance student learning. Students 
will periodically be asked for comments or conclusions about the insights gained from 
the articles as part of class work. 
 

1. Project Plan and Status Report (20%) 
A project plan is required outlining the work plan that the team will undertake in order 
to deliver two key milestones for the client (1) a presentation of research outcomes 
and preliminary findings on Saturday 22 October 2012, and (2) a final written report by 
11:59am on Monday 5 November 2012.  The project plan should be written in MS 
Word, Excel or PowerPoint.   
 
The project plan should detail:  

• your understanding of the client brief  (a mark out of 10% will be given) 
• the marketing problem(s) that you have interpreted from the brief (a mark out of 

20%) 
• the sources and methods of gathering primary and secondary research to 

provide insights to the causes and impacts of the marketing problem (a mark 
out of 10%) 

• the marketing analysis tools and frameworks that you propose to use to 
analyse the research and information (a mark out of 30%) 

• the proposed process to be used for generating and evaluating options to 
address the marketing problem (a mark out of 10%) 

• your recommended process and work plan for gathering, analysing and 
interpreting the data; preparing and submitting progress reports, preparing and 
delivering a 30 minute presentation on key findings on 27 October and 
preparing and delivering a final written report by 11:59am Monday 5 November 
2012 (a mark out of 20%) 

  
The Project Plan should be of no more than 6 pages A4 double spaced 12 point font 
Times New Roman with 2.5cm margins.  Appendices including spreadsheets, task 
breakdowns, GANTT or PERT charts and critical path analyses, PowerPoint 
presentations, reference source lists, etc are allowed and may exceed the page limit, 
however the Appendices are for supporting information only – all marks will be 
based on the information contained in the first six pages. 
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In consulting practice, the Project Plan is viewed by the client and the Principal 
Consultant (the role played in this course by the Course Coordinator) to clarify 
expectations, identify and agree the scope of the project, key tasks and outcomes to 
be delivered. 
 
We will discuss format and key headings of the Project Plan in class. It must include 
key steps, allocated resource, estimates of time to be spent, duration of tasks, key 
milestones and contingencies. 
 
A Status Report (2 x A4 pages, double-spaced, 12 point font Times New Roman with 
2.5cm margins) is to be submitted by 11:59am on Friday 19th October.  This report is 
to identify (1) which issues from the Project Plan are on-track or ahead of plan (2) 
which issues from the Project Plan are off-track or behind plan (3) what the team has 
done or proposes to do in order to deliver the required outcomes on time and to the 
expected level of quality to satisfy the client.  
 
 In practice Status Reports are used in consulting assignments to update the client 
sponsor and Principal Consultant. Status Reports prepare the key stakeholders for any 
possible time or cost overruns, and whether the desired outcomes are going to be 
achieved.   
 
The Course Coordinator will play the role of Principal Consultant and all contact with 
the clients outside of the agreed meeting schedule discussed in class should be 
approved by the Course Coordinator.  Updates of progress will be given by the Course 
Coordinator to the clients and this will help manage their expectations on the quality of 
output and ultimately influence client satisfaction.  
 
Further discussion on format of the Status Reports will occur in class. 
 
The client briefing paper for each team will be provided by clients at the time of their 
briefing in class on 22 September 2012, by which times teams will be formed.  
 

2. Team Presentation (20%) 
The presentation by each team will be of 30 minutes duration and delivered to an 
audience consisting of the Course Coordinator, selected other students and client 
representatives. 
 
The presentation is to cover (1) the team’s understanding of the marketing problem (2) 
a summary of the relevant information gathered during the research phase, and 
insights derived from analysis of the information (3) a range of preliminary options for 
possible solutions to the client’s problem (4) a preliminary evaluation of the pros and 
cons of these options.  Feedback from the clients will be given to these preliminary 
findings, and this feedback should be incorporated in development of the final written 
report. 
 
Teams must be open to questions and critique by the client.  The client and the Course 
Coordinator will assess the presentation on the following criteria: 

• Demonstrated understanding of the client’s brief (a mark out of 20%) 
• Quality and coverage of the research and information gathered (a mark out of 

20%) 
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• Demonstration of technical marketing skill by application of the range of 
marketing models, frameworks and tools used to analyse the data and 
generate marketing solutions (a mark out of 30%) 

• The quality and effectiveness of the presentation as a communication with the 
client (a mark out of 30%) 

There is no predetermined format. All the classroom facilities will be available, please 
check with the Course Coordinator for materials if required. 
 

3. Team Written Report (20%) 
The report is to: 

(1) Identify the marketing problem that the team were asked to address  

(2) Identify key information and analyses and the insights gained from these  

(3) Identify a range of alternative marketing options to resolve the client problem  

(4) Recommend a preferred option to be undertaken and  

(5) Provide an implementation plan to effectively execute the recommended solution.  
 
The report should be a maximum of 10 pages A4 double-spaced, 12point Times New 
Roman including an implementation plan.  The page limit does not include the cover 
page or table of contents, and supporting appendices are permitted with no limit.  
However any supporting appendices will not affect the mark.  The mark will be based 
entirely on the first 10 pages (excluding cover sheet and table of contents). 
 
The Report will be assessed by the client for feasibility and relevance (a mark out of 
20% will be determined for this in consultation with the client).  In addition the Course 
Coordinator will assess the report on the following criteria: 

• The extent to which the report demonstrates the understanding and application 
of marketing concepts, frameworks and tools taught on the Master of Marketing 
program (a mark out of 40%) 

• The extent to which the recommendations and implementation proposed 
address the client’s marketing problems (a mark out of 30%) 

• The quality of the written document as a marketing communication with a client 
(a mark out of 10%) 

  
4. Individual Action Learning Reviews (30%) 

2 x Action Learning Reviews (ALR) are required from each student.  These Action 
Learning Reviews (ALR’s) are to be a maximum of six pages A4, double spaced, 
12point Times New Roman with 2.5cm margins.    
 
The purpose of these ALR’s is for each student to demonstrate performance against 
the following learning goals: 
 

• In-depth Marketing knowledge: Students are required to demonstrate an in-
depth understanding and application of a range of marketing concepts. 

 
• Analytical skills in Marketing:  Students are able to identify marketing problems 

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

 
This requires each student to submit an individual response to the following 
assessment issues: 
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Action Learning Review 1 (15%) due by 11:59am Wednesday 10 October 

1. Identify at least three marketing models, concepts and frameworks that can be 
used to analyse the marketing environments of the organisation selected as the 
target for the team project      

2. Identify a number of specific marketing management insights that the student 
has identified by applying the models, concepts and frameworks to the data 
and research conducted about the organisation and its marketing environments 

3. Identify a range of marketing strategies and tactics that are indicated as 
feasible and appropriate based on the outcomes of the analyses 

 
 Action Learning Review 2 (15%) due via email by 11:59am Friday 9 November 

1. Identify specific insights that the student has gained from the team project 
about the effective use of marketing research, analysis and planning processes 
used to develop and manage marketing plans 

2. Identify ways in which these insights could be applied to improve the marketing 
management of another organisation (either one that the students has worked 
in previously or one that the student knows well) 

3. Identify specific lessons that can be derived more broadly from the team project 
about the management of marketing  

 
The content and structure of Action Learning Reviews will be discussed in more detail 
in the first class on Saturday 15 September as will the marking allocation for these 
ALR’s, and this will then posted on Blackboard.  Action Learning Reviews will be 
assessed using the following Marking Guides. 
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Semester 2, 2012 - Marking Guide 

Master of Marketing LG1– In-depth Marketing knowledge:  Students are required to demonstrate an in-depth understanding and 
application of a range of marketing concepts. 
 

Criteria Below Expectations 
0-2.00 (Fail) 

Meets Expectations 
2.5 – 3.0 (Pass-Credit) 

Exceeds Expectations 
 3.5-5.0 (Distinction-High Distinction) 

Score 
 

1. Identify key 
marketing models 
/ concepts (5%) 

• Does not correctly or adequately 
identify three appropriate  concepts / 
frameworks which can be used to 
analyse the marketing environments 
of the organisation 

 
 
 

• Accurately identifies (and explains if 
necessary) three appropriate concepts / 
frameworks,  

• Demonstrates a detailed understanding 
of concepts/ frameworks. 

• Accurately identifies (and explains if 
necessary) appropriate concepts / 
frameworks, demonstrating an in-depth 
understanding of concepts/framework. 
 

• Identifies a range of relevant concepts, 
indicating a breadth of understanding. 
 

 

2. Apply key 
marketing models 
/concepts to a 
company (5%) 

• Does not apply the marketing 
concepts to data and evidence 
gathered about an organization 

• Does not accurately or clearly identify 
specific marketing management 
insights from application of concepts 

• Identifies and discusses specific 
marketing management insights gained 
from application of concepts to data and 
evidence gathered about an organization 

• Identifies and insightfully and 
comprehensively discusses marketing 
management insights gained from 
application of concepts to data and 
evidence gathered about an organization 
 

 

3. Draw conclusions 
and recommend 
marketing strategy 
(5%) 

 
 

• Does not accurately or adequately 
identify appropriate and feasible 
marketing strategies, or 
recommendations are not based on 
previous  analysis 

• Identifies a rage of appropriate and 
feasible marketing strategies based on 
previous  analysis. 

• Identifies a range of appropriate and 
feasible marketing strategies based on 
previous  analysis, and justifies the 
recommendations. 

 

 
Total mark:    /15 
Comment: 
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MARK6003 Marketing Consulting Project - Action Learning Review 2 (15%)  
Semester 2, 2012 - Marking Guide 

Master of Marketing LG3– Analytical skills in Marketing: Students are able to identify marketing problems in a specific business situation 
then apply advanced analytical skills to creatively solve problems and make informed decisions. 
 

Criteria Below Expectations 
0-2.00 (Fail) 

Meets Expectations 
2.5 – 3.0 (Pass-Credit) 

Exceeds Expectations 
 3.5-5.0 (Distinction-High Distinction) 

Score 
 

4. Identify key 
practices for 
developing and 
managing 
marketing 
management 
strategies (3%) 

• Does not accurately or clearly 
identify effective processes to 
develop and manage marketing 
plans. 

• Clearly and accurately identifies some 
effective processes to develop and 
manage marketing plans, but shows 
little ability to relate the processes to 
the specific issues of managing 
marketing in a specific organization?  

• Insightfully identifies effective processes 
for and insights into developing and 
managing marketing plans, showing an 
understanding of complexity related to 
different organizations.  

 

5. Identify marketing 
management 
problem in a 
company (3%) 

• Does not correctly or adequately 
identify the impact of specific 
problems on the practice of 
marketing management identified in 
a company 

• Identifies and explains (where 
necessary) key elements of how 
specific marketing problems require 
adaptation of marketing management 
practices, but fails to recognize how 
internal and external environments 
create marketing management 
complexity. 

• Clearly identifies and accurately 
defines/explains (where necessary) 
relevant, key aspects of how marketing 
management adapts to the nature of the 
specific marketing problem, and conveys 
the impact of complexity on marketing 
management practices. 

 

6. Critically analyze a 
marketing 
management 
problem (3%) 

• Does not use appropriate 
processes to analyze the marketing 
management problem, or applies 
them inaccurately,  

• Uses appropriate processes to analyze 
the marketing management problem, 
but does not derive marketing 
management insights from the process 

• Uses appropriate processes to analyze 
the marketing management problem, and 
derives relevant marketing management 
insights from the process 

 

7. Make • Does not make feasible or • Identifies a range of broad or general • Identifies a range of specific lessons and  
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Criteria Below Expectations 
0-2.00 (Fail) 

Meets Expectations 
2.5 – 3.0 (Pass-Credit) 

Exceeds Expectations 
 3.5-5.0 (Distinction-High Distinction) 

Score 
 

recommendations 
to improve  
marketing 
management of a 
company (3%) 

appropriate recommendations for a 
company’s marketing management, 
or recommendations are not based 
on insights gained from the team 
project 

lessons and insights about effective 
practices for development and 
management of marketing strategies in 
a company based on analysis 
undertaken and insights gained as part 
of the team project, but does not adapt 
them to the specifics of the company 

insights about the effective practices for 
development and management of 
marketing strategies in a company based 
on analysis undertaken and insights 
gained as part of the team project 

8. Draw conclusions 
and make 
recommendations 
to improve 
marketing 
management (3%) 

• Does not draw logical conclusions 
about marketing management 
practices or fails to make adequate, 
realistic recommendations about 
the practice of marketing 
management in an organization 

• Draws logical conclusions and makes 
realistic recommendations about 
marketing management practices but is 
not able to adapt these practices to the 
specific conditions of different 
organization 

• Draws logical conclusions and makes 
thoughtful, insightful recommendations 
about marketing management practices in 
different organizations. 

 

 
Total mark:    /15 
Comment: 
 
 
 
 
 
 
 
 
 
 
 



 

 

 
 
 
 
 

4. Participation (10%) 
Attendance and participation in discussion is required. Students dominating class 
discussion will not lead to higher grades. Assessment will include observation of 
classroom tasks, discussion and evidence of pre-reading.  
 
Although there is not a recommended textbook, articles and cases will be made 
available to supplement practical parts of the course. 
 
Confidential Peer feedback at end of the course will be conducted via a form made 
available on Blackboard, which is to be submitted to the Course Coordinator via email 
by not later than 11:59am Friday 9 November 2012.  Adjustments (up or down) may be 
made to individual student participation marks based on the feedback from peers on 
the contribution of each individual to the final team performance.    

4.3 Assessment Format 
 
Included above in Assessment Details. 

4.4 Assignment Submission Procedure 
Assignments should be submitted via Email (acknowledgment of these will be 
confirmed within 48 hours of receipt via return email to the sender’s email 
address). 

Assignments will generally be marked and feedback emailed to students generally 
within two weeks after the due date.  

4.5 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 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 

 

4.6 Late Submission 
Late submission will be considered, if circumstances are provided before the due date 
(eg. illness).  Information about late submission of assignments, including penalties, is 
available on the School of Marketing’s website 
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http://www.marketing.unsw.edu.au/contribute2/Marketing/current/Late_Submission.ht
m  
 
 
 
 
 
 
 
 
 
5 COURSE RESOURCES 
The website for this course is on UNSW Blackboard at: 
http://lms-blackboard.telt.unsw.edu.au/webapps/portal/frameset.jsp 
   
There is no textbook for this course.   
 
A Recommended Reading List of relevant references will be provided by the first 
week of face-to-face classes.   A variety of templates will be provided 
electronically and discussed in class. Some samples of proposals and reports will 
be provided for perusal in class. 
 
It will not be necessary to have project management specific software. 
 
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.   The normal forms will be 
provided for your assessment of the course and the lecturer at the final class on 27 
October 2012. 
 
 
7 COURSE SCHEDULE 
Lecture Schedule 
 
Week 
in the 
Term 

Date of 
Lecture 

Lecture Content/Topic Assessments 

8 Saturday 15 
September 
 
Lecture 1 

Consulting skills  
Effective Proposals 
Team formation 
Team communication 
Project Planning 

 
na 

9 Saturday 
22 September 
 

Marketing Plans  
Plan Templates 
Client brief 

na 

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://www.marketing.unsw.edu.au/contribute2/Marketing/current/Late_Submission.htm�
http://www.marketing.unsw.edu.au/contribute2/Marketing/current/Late_Submission.htm�
http://lms-blackboard.telt.unsw.edu.au/webapps/portal/frameset.jsp�
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Lecture 2 Team Project Plan 
10 Saturday 

29 September 
 
Lecture 3 

Marketing Research Methodologies 
Project Planning 
Team work 
Team meeting schedule with Craig agreed 

na 

11 Saturday 
6 October 
 
Lecture 4 

Market Research – analysis 
• Project Plan to be submitted via email 

by 11:59am Wednesday 3 October 

15% (part of 
20% for 
Project Plan 
and Status 
Report) 

12 Saturday 
20 October 
 
Lecture 5 

Presenting and pitching ideas with Power and 
Impact 

• First Individual Action Learning Review 
due by 11:59 AM Wednesday 10 
October 
 

• Team Status Report due via email by 
11:59am Friday 19 October 

 
 
15% 
 
 
5% = part of 
20% for 
Project Plan 
and Status 
Report) 

13 Saturday 27  
October 
 

Team Presentations of 30 minutes to client, 
Course Coordinator and selected class mates 

20% 

 Week 
commencing 5 
November 

Team Written Report due Monday - emailed by 
11:59am Monday 5 November 2012 
 
Second Individual Action Learning Review due 
by 11:59 AM Friday 9 November 

20% 
 
 
15% 
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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 
 
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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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 
 

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. For assessments worth 20% or more, all applications for special 
consideration must go through UNSW Student Central 
(https://my.unsw.edu.au/student/academiclife/StudentCentralKensington.ht
ml) and be lodged within 3 working days of the assessment to which it 
refers.  

2. If an assessment task is worth less than 20% of the total course 
assessment, UNSW Student Central will not accept the special 
consideration unless the student can provide a Medical Certificate that 
covers three consecutive days.  

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/StudentCentralKensington.html�
https://my.unsw.edu.au/student/academiclife/StudentCentralKensington.html�
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3. Applications will not be accepted by teaching staff, but you should notify the 
lecture-in-charge when you make an application for special consideration 
through UNSW Student Central; 

4. Applying for special consideration does not automatically mean that you will 
be granted a supplementary exam; 

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

 
Special Consideration and the Final Exam: 
Applications for special consideration in relation to the final exam are considered by an 
ASB Faculty panel to which lecturers-in-charge provide their recommendations for 
each request. If the Faculty panel grants a special consideration request, this will entitle 
the student to sit a supplementary examination. No other form of consideration will be 
granted. The following procedures will apply: 

1. Supplementary exams will be scheduled centrally and will be held 
approximately two weeks after the formal examination period. The dates for 
ASB supplementary exams for Session 1, 2012 are: 
10 July 2012 – exams for the School of Accounting 
11 July 2012 – exams for all Schools other than Accounting and Economics 
 12 July 2012 – exams for the School of Economics 
If a student lodges a special consideration for the final exam, they are stating 
they will be available on the above dates. Supplementary exams will not be 
held at any other time. 

2. Where a student is granted a supplementary examination as a result of a 
request for special consideration, the student’s original exam (if completed) 
will be ignored and only the mark achieved in the supplementary examination 
will count towards the final grade. Failure to attend the supplementary exam 
will not entitle the student to have the original exam paper marked and may 
result in a zero mark for the final exam. 

 
If you attend the regular final exam, you are extremely unlikely to be granted a 
supplementary exam. Hence if you are too ill to perform up to your normal standard in 
the regular final exam, you are strongly advised not to attend. However, granting of a 
supplementary exam in such cases is not automatic. You would still need to satisfy the 
criteria stated above. 
 
The ASB’s Special Consideration and Supplementary Examination Policy and 
Procedures for Final Exams for Undergraduate Courses is available at: 
http://www.asb.unsw.edu.au/currentstudents/resources/forms/Documents/supplementa
ryexamprocedures.pdf. 
 
 
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) 

http://www.asb.unsw.edu.au/currentstudents/resources/forms/Documents/supplementaryexamprocedures.pdf�
http://www.asb.unsw.edu.au/currentstudents/resources/forms/Documents/supplementaryexamprocedures.pdf�
http://www.business.unsw.edu.au/edu�
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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   

 
 
 
 
 
 
 
 

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�
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