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PART A: COURSE-SPECIFIC INFORMATION 
 
1 STAFF CONTACT DETAILS 
 
Lecturer-in-charge: Charlie Cochrane 
Room  
Phone No: 0419359557 
Email: c.cochrane@unsw.edu.au 
Consultation Times –  by appointment 
 
A full list of tutors will be posted on Course Website. 
 
 
2 COURSE DETAILS 

2.1 Teaching Times and Locations 
Lectures start in Week 01 to Week 06: The Location is: ASB115. The times are: 
 
Week 01 Thurs 2 May 6pm – 9pm 
Week 02 Thurs 9 May 6pm – 9pm 
Week 03 Thurs 16 May 6pm – 9pm 
Week 04 Thurs 23 May 6pm – 9pm 
Week 05 Thurs 30 May 6pm – 9pm 
Week 06 Thurs 6 June 6pm – 9pm 
 

2.2 Units of Credit 
The course is worth 03 units of credit as an elective on the Master of Marketing degree 
There is no parallel teaching in this course.  
 

2.3 Summary of Course  
In this course on consumer analysis, we will focus on a specific approach to studying 
and understanding consumers: ethnography. Ethnography is generally defined as a 
mixture of methodologies, all sharing a commitment to studying communities and 
cultures in their natural settings through participant observation and other forms of 
personal data gathering. Interviews, observation, online forums, photography and film 
are all part of the ethnographer‘s repertoire. 
 
In the business world, ethnography is a popular research method in a growing number 
of organizations. Companies such as Intel, Procter & Gamble, Nokia, Harley Davidson, 
and Microsoft have teams of ethnographers researching product design and exploring 
new market opportunities. Many market research firms either specialize in 
ethnographic work or include it among their product portfolio. Ethnographies have 
helped companies develop an in-depth understanding of consumer segments, create 
empathetic product designs, and generate insights into future consumer trend 
 
This class is designed to give you a hands-on experience of ethnography. You will 
learn essential tools such as how to develop an interview guide, interview consumers, 
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moderate a focus group and analyse qualitative data to design successful marketing 
strategies. 
 
The underlying philosophy of this course is that an understanding of consumer 
behaviour is pivotal to commercial success and a companies’ overall performance. 
More specifically, managers need to know how consumers think, react and behave, in 
order to design new products, modify existing ones and decide on marketing strategy. 
In this course we will explore a variety of ways in which understanding consumers at a 
deep - not superficial -level lead to successful marketing strategies. 
 
This class approaches the subject from a commercial practical perspective: The class 
is taught by an ethnographer who has done projects for a variety of corporations and 
government organisations in Australia. A goal of the class is to mix these perspectives 
and see how they can help you with a very specific project. You will be asked to 
develop a consumer culture ethnography, looking at one specific domain: 1) coffee 
culture; 2) road safety; 3) money management. 
 
It is a specialized and advanced course which requires a significant amount of work 
(because ethnographic projects are always intensive). But at the end of this course, 
you should look at consumer behaviour and marketing quite differently. Whatever the 
career that you choose in marketing, we believe that this course will give you some 
tools to understand your business differently. 
 

2.4 Course Aims and Relationship to Other Courses 
 
This course is designed for postgraduate students who seek careers in which they will 
commission and use qualitative market research. The overall emphasis is on 
developing sound approaches to addressing marketing communication problems and 
relating these decisions to the firm's strategic orientation.  
 
It is assumed you have previously done a basic consumer behaviour course. If you do 
not have this background I suggest you familiarise yourself with a standard textbook. 
See, for example:  
 
Arnould, Eric, Price, Linda and George Zinkhan (2004), Consumers. McGraw-Hill-Irwin, 
2004. 
 
You are assumed to have successfully completed all prerequisite courses.  
 

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

1. Explain why better understanding consumers can be valuable in marketing 
2. Explore how consumption fits into broader socio-cultural trends and understand 

why is it important for managers to know this 
3. Apply research tools so as to get “closer” to consumers 
4. Analyse consumer feedback and responses so as to uncover underlying 

marketing insights 
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5. Collaborate effectively to communicate these insights and translate these into 
recommended marketing activities 

 
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 ASB GA 
No. 

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

knowledge 
5 

3, 4, 5 Professional skills 6 
 
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 
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. 
 
The lectures and readings will equip you with a basic understanding of ethnographic 
approaches to gaining consumer insight, the benefits of this kind of approach and a 
toolkit of methodologies.  However, you will gain the most from this subject by further 
selective independent reading, from the project work for the course and from an 
exploration of the topic on the Internet. I will provide you with an additional reading list 
covering a large number of topics relating to ethnography and qualitative research 
approaches.  In addition to this I would like you to actively explore the topic online.  
There is plenty of material about ethnography online particularly since this has become 
a popular approach in the past decade.  
 
We expect you come to and be prepared for every lecture.  This means you should 
have a point of view about the subject to be discussed and have looked at some of the 
pre-readings.  You'll be expected to have an informed point of view and to be able to 
comment on particular topics, if called upon in class. 
 
You should be prepared to actively participate in class discussions, group work and 
assignments.  I expect every student to pull their weight in the class assignments.  In 
the event that members of the group in for me that some people have not contributed in 
a balanced way, I reserve the right to use peer evaluation of group members to allocate 
marks dependent on each individual member’s contribution.  
 

http://www.asb.unsw.edu.au/learningandteaching/aboutlearningandteaching/graduateattributes/Pages/default.aspx�
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3.2 Learning Activities and Teaching Strategies 
This course will primarily utilise a lecture /discussion approach supplemented by 
selected case studies. Importantly it will explore how ethnography is practically used by 
businesses to help understand consumers. We will draw upon the experience of 
students, the course leader and visiting speakers to provide relevant real world 
examples of how ethnographic approaches are used. The class projects and many of 
the examples we will explore in class will be based on real-life problems and actual 
projects that have been commissioned by commercial and government clients.  
 
Computers and mobile devices are not allowed to be used in class (unless 
the instructor indicates otherwise) – surfing and texting emerges as an 
inevitable and regrettable result, and is highly distracting for everyone. 
 
 
4 ASSESSMENT 

4.1 Formal Requirements 
Your performance in this course will depend on how well you do in group exercises and 
individual assignments as well as on how effectively you participate in class sessions. 
We are going to be covering a lot of ground in 6 weeks so be prepared for an intense 
workload. You should expect to work and study six to nine hours every week outside of 
class time. 
 
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 
Your grade will be based on the following weights: 
 

Assessment Task Weighting Learning 
Outcomes 
assessed 

ASB 
Graduate 
Attributes 
assessed 

Length Due Date 

Class Participation 15% 1, 2 3 1,4,5,6  Ongoing 

Individual Report 35% 1, 2, 3, 4  1, 2, 4, 5, 
6 

Approx. 8 
pages 

June 6th 2013 
with submission 
of exercises on 
weeks 2,3,4 

Group 
Presentation 

30% 1, 4, 5 2, 3, 6  June 6th 2013 

Group Report 20% 1, 2, 3, 4, 
5 

1, 3, 5, 6 Approx. 
10 pages 
(3,000 words) 

June 6th 2013 
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Details of each assessment task:  
 
Exercise 1: INTERVIEW GUIDE  
 
Select the category of individuals you want to interview (e.g. students, home makers, 
families, children etc).  
 
Write a protocol of main questions that you want to guide your interview. We will give 
you examples of protocol in class and on blackboard. It is important that you design 
your interview protocol with open-ended questions, to make it more like a 
conversation, rather than have a list of survey questions. 
 
 For your individual report, you will have to give us your interview guide (also called 
interview protocol)  
 
 
Exercise 2:  2 X INTERVIEWS 
 
Make an appointment to do the interviews, preferably at their site (home, office etc). 
Inform the person that the interview might take anywhere between 45 and 60 minutes. 
Mention to them you will be recording the interview. Also ask them if it is OK to take 
any pictures while you are there.  
 
Bring a tape/digital recorder to record your interviews or be prepared to take extensive 
notes. Conduct the interviews. Listen carefully as the person speaks and be 
professional and courteous. The interview should be more like a conversation rather 
than a question and answer investigation. While you are there do remember to take 
notes without distracting the interviewee. After you finish and leave, prepare field notes 
based on your observations/impressions, usually a couple of pages. Write the time and 
date and the name and any other details of the person(s) interviewed.  
 
For your individual report, you will nedd to provide an overview of important 
observations and learnings you made and two or three pages of the quotes you find 
the most interesting and/or important which illustrate these observations/insights. To 
do this, rely on the recording you have made and transcribe the most interesting and/or 
important quotes. Explain in a couple of sentences every time you include a quote, 
why you find that quote especially telling or interesting. 
 
 
Exercise 3: VISUAL EXERCISE 
 
For this exercise, you will have to select a research setting, which could be the same 
as your group project (for example coffee shops if you have picked coffee culture) and 
document some portions of that setting visually, either through photographs or video. 
The setting is really up to you, as long as it is related to some aspect of consumer 
culture. Observe "at a distance" two scenes (settings, activities, encounters, 
exchanges), devoting a brief observational period to each.  
 
Try, if possible, to select two of the following three types of scenes: one highly public, 
rather anonymous scene (e.g., pedestrians grouping themselves together at a 
downtown intersection waiting for the light to change); one quasi-public yet not so 
anonymous scene (e.g., a playground game of children), and one tending toward the 
private, intimate end of the continuum (e.g., a pickup or flirtation in a bar). 
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In your written account, no more than 1-2 pages for each, describe what you saw and 
try to interpret, speculate, and extrapolate from the scene. We would like to see the 
paper laid out beginning with a description of the physical setting and ambience, then 
of the participants, and what you can infer from their appearance, and then of their 
behaviours, and what you can infer from these. Do not worry if you fail to cover 
"everything:" for present purposes, a segment of the action will serve as well as the 
"whole scene." Provide an appropriate descriptive title for each observation. 
Be prepared to share with the group 5 of you best pictures or an edited portion of your 
video.  I will call 3 or 4 people to come show their visuals in class so be prepared with 
a USB stick and a collection of your visuals. 
 
 
Exercise 4: RITUALS 
 
For the purpose of this study, we will define rituals as series of actions that move 
people emotionally from one place to another. For example, mornings are full of rituals 
times during which transformations occur. Early morning is a transitional period, when 
consumers move over a threshold from sleep to waking, from their private to public 
self. The breakfast they consume during this phase is central to the content of their 
transformational experience. Understanding that context is going to be important for 
manufacturers of cereal brands. The objective for you will be to uncover whether there 
is anything ritualistic in the behaviours that you have observed. For some people, 
maybe having a coffee at a coffee shop is a transition, what we call a liminal phase, 
from one part of their life to another. Write about 2 or 3 activities you have observed 
that you consider to be rituals. Describe how each is ritualistic. What are the ‘before’ 
and ‘after’ states that these rituals help people transition between. What do you see as 
culturally significant in each? 
 
 
INDIVIDUAL REPORT 
 
Your individual report should contain your three individual exercises and a fourth 
important component which is your learning journal. In addition, we ask you to reflect 
on: 1) how you would improve your different exercises now that you have experience 
doing more interviews and observations; 2) what you can learn from talking to 
consumers and how that is different from learning out of observing; 3) what you have 
learned from the class. If you have visuals / videos that you want to include, as part of 
your report, include a CD or a DVD. The sections of your individual report will look like 
this 
 
SECTION 1: Collate exercises done for this class (Interview guide; Interview 
observations and quotes; Visual observations and Discussion of Rituals 
 
SECTION 2 (APPROX. 600 WORDS): 1) How would you improve your exercises (for 
example, areas of the interview guide you could change); 2) what did you learn from 
the different techniques covered in these exercises? How are they complementary?; 
What are their limits/benefits? 3) what you have learned from the class and how you 
can apply these learnings to the business world? 
 
The objective of the report is to make you reflect on what you have done and more 
generally, on the different methodologies we use in ethnographic research. You will be 
evaluated on: 1) exercise 1 (20 points); 2) exercise 2 (20 points); 3) exercise 3 (20 
points); 4) Section 2 (40 points).  
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Your section 2, which is a section of reflection, will be evaluated against your ability to 
identify the limitations of your own research (what could you have done better?) and 
your ability to understand the limitations of each method. We also want to see here 
whether you are able to evaluate yourself.  
 
At the end of your report, please include your peer review form (see Appendix 5).  
 
Your Individual report is due on or before June 6th. We will not be able to accept late 
reports because of other work commitments.  Please drop a hard copy at the school of 
Marketing, in assignment box 1. If you can’t access this, please mail a hard copy of 
your report to Charlie Cochrane, Ethnography Australia, 48 Squires Crescent, 
Coledale, NSW, 2515. Make sure your report reaches us on or before June 6th.  
  
 
GROUP PROJECT 
 
Your first task for this group project is to create a group of 4 or 5 people and email the 
list of group members to c.cochrane@unsw.edu.au by the 6th of May 2013, close of 
business day. If you have not found a group by that date, make sure you email me at 
c.cochrane@unsw.edu.au and we will find a group for you. We will not accept groups 
of 3 or 6 people. Please also note that you will have to submit your peer review form. 
Include it in your individual report (see appendix 2). 
 
Below, we have tried to be as specific as possible regarding your group project. You 
have the choice between three options for your group project. This is to insure that you 
have some direction about what we expect, but also some flexibility to match the 
project with your own interests. In all three cases, I have done a commercial project on 
the same theme for a client at some point, and will share some of his findings at the 
end of the class. So these projects have commercial relevance and they can have 
commercial implications. Most importantly, we think these are actually fun projects and 
that you will enjoy the process. If you have any questions, please don’t hesitate to 
email or call during office hours. We will regularly post some general feedback / helpful 
information on blackboard so keep checking the course page on the website: 
http://telt.unsw.edu.au/ 
 
Option 1: Coffee Culture 
 
Overview of the project 
To talk about “coffee culture” rather than simply to talk about coffee, is to recognize 
that the way we consume coffee, for example in large Australian cities, is very specific 
to a certain time and place. The fact that the US coffee chain Starbucks was so 
unsuccessful in trying to replicate the American way of selling and consuming coffee in 
the US model in Australia indicates that Australian consumers have very different 
expectations. Furthermore, we can say that coffee has a variety of symbolic meanings 
and that these meanings will vary across cultures. As Denny and Sunderland explain 
in the preface of their book “[the] consumption [of coffee], and its meanings are cultural 
matters that can only be understood with attention to cultural context, whether in 
Benton Harbor, Michigan, or Bangkok, Thailand.” (p. 16). 
 
For this project, you will have to describe for us the Sydney coffee culture, by 
observing people drinking coffee, talking to them about coffee. Some of the questions 
that may help you structure your inquiry are: What are the rituals people go through 
when consuming coffee? What are the cultural meanings of coffee? Eventually, you 
will have to think about and develop commercial implications for your findings. 
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Project Structure 
Here we want to give you as much help as possible to design your project from 
beginning to end. This is not a strict guide, but should give you an idea of what we 
expect to see you do. 
 
1. Long interviews 
 The first stage of the project involves each group member talking to and interviewing 2 
people about their coffee consumption, or their non consumption, if you decide that 
interviewing people who do not drink coffee is important.  
 
2.  Observation exercises 
Each group member will have to do one observation in a public setting and one period 
of observation in a private setting. Example of observation in a public setting may be 
spending an hour on a coffee shop on campus and taking notes about the activities 
taking place, how people act and react.  An example of private observation may be 
going to one of your friends’ places in the morning, a coffee drinker, and watch him/her 
go through his breakfast ritual. The goal of this exercise is to capture in detail what 
people do and how, to complement our analysis. 
 
3. Rituals 
Each group member will write about relevant rituals that they have observed 
 
4.  Data Analysis [for specific details on how to analyse data, see class 4] 
 
5.  Commercial Implications 
 
Here you have to think about what this could mean for the different companies 
involved in the coffee business: what are the ideas for new product development or 
new service development that you can come up with based on your study? What 
advice would you give advertising agency on how to sell coffee in Australia? 
 
Useful Books and Articles 
Denny, Rita and Patti Sunderland (2002), “What is Coffee in Bangkok,” Research 
Magazine, November. 
Roseberry, W. (1996), “The Rise of Yuppie Coffees and the Reimagination of Class in 
the United States,” American Anthropologist 98 (4), 762-775  
Thompson, Craig and Zeynep Arsel (2004), “The Starbucks Brandscape and 
Consumer’s (Anticorporate) Experiences of Glocalization,” Journal of Consumer 
Research, 31 (3), 631–42. 
 
 
Option 2: Road Safety and Driving Culture 
 
Overview of the project 
Very much like there is a culture of coffee, there is also a culture of driving, that is a set 
of values, attitudes, expectations and beliefs related to driving, which are inscribed at 
the society level, not only at the individual level. In other words, there are ideas and 
attitudes about driving, or about being a pedestrian, which impact how a society 
approaches driving or being a pedestrian. The objective of this project is for you to 
describe for us, this culture of driving in Australia.  
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Road safety is one of those areas where you can see the limits of traditional market 
research, in the form of surveys or focus groups because people behind the wheel are 
often like a different person. So part of this project is to have you observe others 
driving, and focus more specifically on the risks they take. You should conduct this 
study as if you were advising the RTA on how to best communicate about risk and 
risky behaviour to young people (defined here as under 25). 
 
Project Structure 
Again here we want to give you as much help as possible to design your project from 
beginning to end. This is not a strict guide, but should give you an idea of what we 
expect to see you do.  
 
1.  Long Interviews 
The first stage of the project involves each group member talking to and interviewing at 
least 2 people under 25 about the kinds of risks they take on the road, the risky 
situations they have found themselves in and how they handled these risky situations. 
You want to use this interview to better understand how they see risk. 
 
2.  Observations 
Each group member will have to do two periods of observation of approximately half 
an hour to an hour each, acting as a passenger for a friend a family member, anyone 
that falls under the sample restrictions (driver under 25).  
 
3. Rituals 
Each group member will write about relevant rituals that they have observed 
 
4. Data Analysis [for specific details on how to analyse data, see class 4] 
Your analysis will have to bring a rich and holistic understanding of why and how 
people take risks on the road. What we mean by rich and holistic is: 1) showing us how 
driving risks is related to other parts of their life (or not; they may be a different person 
when they are driving); 2) how driving and taking risks is related to other cultural 
meanings, such as the meaning of masculinity or the meaning of youth. 
 
5. Commercial Implications 
Here you have to think about what this could mean for the government organizations 
trying to reduce the number and the types of risks that young Australian drivers take.   
 
 
Useful Books and Articles 
Vanderbilt, Tom (2008) Traffic: Why We Drive the Way We Do (and What It Says 
About Us), published by Alfred A. Knopf 
Vick, M. (2003). Danger on the roads: masculinity, the car, and safety. Youth Studies 
Australia, 22 (1), 32-37.  
Vick, M. (2005). ‘I am a good driver’: young people’s constructions of themselves as 
road users. Youth Studies Australia, 24 (4), 28-33.  
Walker, L., Butland, D., & Connell, R.W. (2000). Boys on the road: masculinities, car 
culture, and road safety education. Journal of Men’s Studies, 8 (2), 153-169. 
 
Electronic Resources 
http://www.rsconference.com 
http://www.howwedrive.com/ 
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Option 3: Money Management 
 
1.  Long Interviews 
The first stage of the project involves each group member talking to and interviewing at 
least 2 people. Here we would like you examine the effects of life cycles and life 
changes on the way people manage their money. So you may want to interview a 
group of students but then also try to interview a group of people who are at a different 
stage in their life. This may be people who have children, or people who have retired. 
Your analysis will look at the differences between these groups, with the hypothesis 
that life cycle influences dramatically the way we look at and manage our money. 
 
2.  Observations / self-analysis 
Because money management is a process that is difficult to observe, you are 
encouraged to do part of your observations as a self-analysis of your own money 
management. In other words, we want you to keep a journal of your money 
management. For a period of 5 days to a week, keep a journal of all the activities that 
you think are related to money management: going online to manage your credit card, 
paying your bills, accessing your statements, going to the ATM. Try to be as detailed 
as possible. We will give you examples of self analysis in class. Try to complement this 
with some observations of other people. Maybe ask a friend to let you observe the way 
they manage their bills, or look at the way they organize their bills at home, or their 
bank statements. Again be as detailed as possible, for example by using video or 
audio to record your observations.  
 
3. Rituals 
Each group member will write about relevant rituals that they have observed 
 
4.  Data Analysis [for specific details on how to analyse data, see class 4] 
Your analysis will have to bring a rich and holistic understanding of the way people 
manage their money. What we mean by rich and holistic is: 1) showing us how the way 
they look at money is related to other parts of their life; 2) how life cycle impacts the 
way they look at and manage their money. 
 
5.  Commercial Implications.  
Here you have to think about what this could mean for financial companies such as 
banks, insurance companies, but also more generally companies trying to facilitate 
their financial transactions with consumers. The best presentations and reports will 
develop innovative ideas for new products and services in this area. 
 
Books and Articles 
Manning, Robert (2000), Credit Card Nation:The Consequences of America’s 
Addiction to Credit. New York: Basic Books. 
Zelizer, Viviana (1994). The Social Meaning of Money: Pin Money, Paychecks, Poor 
Relief, and Other Currencies. Basic Books.The Social Meaning of Money, New York: 
Basic Books, 1994. 
 
Group Presentations and Group report 
For these group presentations, we are going to evaluate you the same way a market 
research or a consulting company would be evaluated: your presentation must have 
impact. We want to really encourage you to be creative with your presentation, both in 
terms of format and content. For your group report, you will be evaluated on your 
ability to execute the techniques seen in class. For your group presentation, we want 
to see if you are able to tell a compelling story about your most interesting findings. 
What we are looking for here, are not presentations where you show us in great detail 
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what you have done, but a presentation where you focus on the most interesting and 
surprising findings of your project, as well as the most promising market applications 
for these findings. 
 
You are free to experience with the format of the presentation. Your only constraint is 
time: you will have only 20 minuted to deliver your presentation. We will be very strict 
about this and you will be penalized by two points for every minute you go past 20 
minutes. This is to ensure everybody has the same amount of time, and we are able to 
wrap up the class on time.  
 
You do not have to include specific sections in your presentations. But you will have to 
do two things well: tell us what your most surprising findings were; tell us what this may 
mean in terms of commercial implications. Include a section about methodology. What 
we encourage you to do is to find a structure for your findings. 
 
You will be evaluated on the following criteria: 
 
1. Compelling Delivery: Did the team make efforts to connect and engage with the 
audience by delivering a lively and impactful presentation? Did the team focus on 
surprising and interesting findings rather than a bullet point of unsurprising 
statements? [30 points] 
 
2. Well-Structured and Surprising Description of your Findings: most company 
executives will be most interested in getting some fresh insights about their brand or 
their category. So here we want to evaluate whether you have found a good story to 
tell your findings, that you have structured your findings in such a way that we really go 
away thinking we have learnt something new. [40 points] 
 
3. Incisive Managerial Recommendations: are your recommendations linked to your 
findings? Is your recommendations innovative, showing out-of-the-box thinking? Are 
your recommendations realistic and feasible? [30 points] 
 
  
Group Report 
 
For your group report, we expect you to follow a similar format but include more details 
about your methodology 
 
1. Executive Summary: explain what your most important findings are and what 
commercial implications they have in one page. 
 
2.  Methodology: here we want you to include details about the people you 
interviewed, the observations you made and how you analysed the data (approx 1-2 
pages) 
 
3. Findings: here we want to see some striking quotes (a few sentences usually) from 
your informants, maybe some pictures, or some video, that illustrate the most 
interesting aspects of your findings. We want you to explain to us why you find this 
interesting / compelling / surprising. We also want you to do some reading on this topic 
(see suggested readings) and tell us how your findings relate to what has been written 
on this topic before. 
 
4. Commercial Implications: tell us what ideas for new products / services or 
improvements you can see in the marketplace, from your findings. 
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Your group report is due on or before June 6th. We will not be able to accept late 
reports because of other work commitments. Please drop a hard copy at the school of 
Marketing, in assignment box 1. If you can’t access this, please mail a hard copy of 
your report to Charlie Cochrane, Ethnography Australia, 48 Squires Crescent, 
Coledale, NSW, 2515. Make sure your report reaches us on or before June 6th  
 

 

 

 

 

 

 

 

 

Peer Evaluation Form 
 
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. Please include this in your individual report, due on 6th 

June. 

 

Your name:  

  

Team members Contribution score 

  

 

 

  

Total Contribution 100 

 

Please provide some comments to justify your evaluation: 

 

 

 

 

Thank you very much for your input! 

 

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

Marked assignments that are due after the completion of the course can be collected during 
office hours Monday to Thursday from the School of Marketing Office on the 3rd Floor 
Quadrangle Building. It is student’s responsibility to collect them. In the case of group 
assignments, students should nominate one group member to collect their marked group 
assignment. If you are making a special trip to the UNSW you should first check with School of 
Marketing Office to confirm assignments are available for collection at the time you are coming 
to the School. 

 

Master of Marketing Grade and Mark ranges 
 

The progressive assessment during the session (either by 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.  
 
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 an 
ASB Faculty sub-committee meeting to approve distribution of marks.  
 
 
5 COURSE RESOURCES 
The website for this course is on UNSW Blackboard at: 
http://lms-blackboard.telt.unsw.edu.au/webapps/portal/frameset.jsp 
   
The textbook for this course is: 
 
Doing Anthropology in Consumer Research , Sunderland, Patricia L    
Left Coast Press 2007 
 
Specific readings will be posted on the blackboard 
 
 
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 

http://lms-blackboard.telt.unsw.edu.au/webapps/portal/frameset.jsp�
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the ways in which student evaluative feedback is gathered. In this course, we will seek 
your feedback through end of semester CATEI evaluations. As a result of this feedback 
we will aim to revise and improve the course in subsequent years 
 
 
7 COURSE SCHEDULE 
 

COURSE SCHEDULE  
Week  Lecture Topic Tutorial Topic  

 
References Other Activities/ 

Assessment 
Week 1  
 

Introducing 
ethnographic 
research 

Interview 
discussion guides 

  

Week 2  
 

Listening to 
Consumers 

Interview skills  Assessment of 
guides 

Week 3  
 

Observing 
Consumers 

Observations skills, 
video and 
photographs 

 Assessment of 
interviews and 
findings 

Week 4 
 

Analysing 
Consumer Data Rituals 

 Assessment of 
observations and 
insights gleaned 

Week 5 
 

Case Study Group and 
individual projects 

 Assessment of 
exploration of rituals 

Week 6 
 

Group 
presentations 

   

 



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

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

3.1 Workload for Master of Marketing Courses 
For a Master of Marketing elective course (3UOC) it is expected that you will spend at least 
ten hours per week studying including 3 hours in class sessions 
 

3.2 Attendance 
Your regular and punctual attendance at lectures and seminars is expected in this 
course. University regulations indicate that if students attend less than 80% of 
scheduled classes they may be refused final assessment.  

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

http://www.lc.unsw.edu.au/plagiarism/index.html�
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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�
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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. 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.  

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. 

 
 
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 

http://www.ohs.unsw.edu.au/�
https://my.unsw.edu.au/student/academiclife/StudentCentralKensington.html�
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�
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