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PART A: COURSE-SPECIFIC INFORMATION 

 
1 STAFF CONTACT DETAILS 

 
COURSE LECTURER: Heather Albrecht 
 
AVAILABILITY: By appointment via email.  I am generally available to 

answer questions by email or phone and I will respond to all 

enquiries within 48 hours. 

 

EMAIL:   heather.albrecht@digitalconnections.com.au 
 
PHONE:  0417 263 780 
 
 
2 COURSE DETAILS 

2.1 Teaching Times and Locations 

 
Lectures:  
 

Thursday 16/10/2014 6.00pm-9.00pm 

Sunday 19/10/2014 9.00am-5.00pm 

Thursday 30/10/2014 6.00pm-9.00pm 

Sunday 2/11/2014 9.00am-5.00pm 

 
Sunday Lectures in Business School115 
Thursday Lectures TBD 

2.2 Units of Credit 

 
This course is worth 3 UOC 
 

2.3 Summary of Course  

 
In a world where media is the ultimate social lubricant, today’s marketing management 

is about encouraging and not controlling the conversation & participation with and 

amongst consumers in multi-channel, multi-screen environments. 

A central theme of this course is that 21st century marketing involves consumers as 

participants. This changes the role of marketing communications from simply the art of 

persuasion to the art of conversation.  And requires a strategic approach to the role of 

digital/social marketing and channels in the mix, a role that allows for participation with 

brands, provides consumers with exceptional interactive and social experiences, and 

drives their conversation with and about brands. 

mailto:heather.albrecht@digitalconnections.com.au
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We will use digital/social marketing management frameworks to examine how to use 

digital/social marketing strategically rather than tactically in the communications mix 

and will examine the need for organizations to ready themselves for a more 

transparent, open and collaborative relationship with their customers.  Multiple case 

studies will be used for our examination of the key factors driving both success and 

failure in this new participatory and transparent world of marketing. 

 

2.4 Course Aims and Relationship to Other Courses 

 
The aim of this course is to identify the strategic role digital and social channels, 

platforms and tools play to break through the key barriers (clutter, trust, 

disinterest) facing all marketers in their quest to reach their target audience with 

their messages.   

 

The macro trends driving the significant shifts marketers are experiencing in how 

consumers become aware of and make decisions about products and services will 

be identified along with their implications which are driving the need for a new 

communications model that leverages consumer participation into Participation 

Branding. 

 

New frameworks for communications planning, beyond the traditional model of 

integration will be explored with case studies, identifying the central and strategic 

role digital/social channels, platforms and tools can play in the mix.   

 

The segmentation and profiles of consumer participation behaviour will be 

identified and explored in the context of: 1) the need to understand consumer 

digital/social behaviour more deeply; 2) the need to create digital/social brand 

experiences appealing to each participation profile; 3) the need to create specific 

and relevant participation metrics. 

 

Importantly, the emerging area of how to measure participation value will be 

explored and the key factors that make up participation value. 

 

Importantly you’ll map your own Marketing Worldview and discover why this is key to 

understanding the opportunities and challenges for optimising the new marketing, for 

successful Participation Branding.  We’ll explore the six factors that influence a 
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Marketing Worldview and discuss the implications of a progressive versus a traditional 

Marketing Worldview.   

 

Along with the Marketing Worldview, two other factors affect the nature and pace 

of a marketer’s Participation Branding journey, namely the readiness of their 

company culture and the positioning of their brand(s).  Assessment tools will be 

provided to determine which of the two Participation Branding territories – 

Shareable Content Territory or Social Ethos Territory – a brand currently falls into 

and the implications for each territory i.e. the requirements and nature of 

community management, content creation/distribution, participation behaviour and 

measurement.  Case studies will be used to demonstrate each territory. 

 

When a brand opens itself up to participation with its target audiences, it also 

opens up the company to a whole new world of real time, social interaction.  This 

is a seismic shift for most organizations.  The five key factors determining how 

ready an organization is for social participation will be explored and a 

determination of how successful organizations are progressing will be identified, 

as well as, the lessons we can learn from the organizations that have stumbled.   

Key topic areas include: social media policy development, formal monitoring of 

and responding to the conversation online about the brand/organization.   

 

We’ll explore the importance of content fuelled by a brand’s long-term interest in 

participation and the need to earn attention in a cluttered and increasingly mobile 

marketplace; the rise of low-cost content production and distribution options; the rise of 

social, the rise of mobile and the interest in sharing and ‘earned media’; and the 

importance of content to search engine optimisation.  Specifically we’ll look at how to 

plan for and create the four types of continuous content across multiple screens and 

platforms and how to ensure content discoverability using five distribution paths.  All 

illustrated with case studies. 

 

The course will finish off with a review of the main and latest social media channels and 

how to determine which combination is right for each brand, what each does best, the 

rules of engagement and how to natively story tell in each and how they need to fit 

together to form the social and mobile ecosystem for a brand.  Including Facebook, 

Twitter, YouTube, LinkedIn, Pinterest, Instagram, Tumblr, and Snapchat. 
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Students should note: 

o In order to allow optimal opportunity for guided discussion and 

interaction significant student preparation is required in advance of 

each classroom session and you are advised to make appropriate 

allowance for this in your personal timetable. 

o When in class, you are encouraged and expected to comment on the 

topic under discussion. Those students with marketing and relevant 

business experience are particularly encouraged to share their learning 

with the class. Students and/or teams may be asked to make an 

informal or formal presentation. 

 

2.5 Student Learning Outcomes  

 

By the end of this course, you should be able to: 

 

1. Explain the specific and real-world reasons why there is a need for a new 

communications planning model. 

2. Explain a Participation Branding vision and strategy for marketing and 

communications. 

3. Analyse your own and other stakeholders Marketing Worldview to inform the 

leadership, education and experience required to move towards an increasingly 

progressive Marketing Worldview. 

4. Analyse the implications of Participation Branding in the context of a brand’s 

positioning and the organization’s culture. 

5. Plan a Participation Branding communications campaign, with an understanding 

of the necessary approach to media, message, content and metric planning that 

utilizes digital/social channels and platforms strategically. 

6. Plan for the four types of brand content and how to distribute this content to best 

advantage/budget. 

The Course Learning Outcomes are what you should be able to DO by the end of this 

course if you participate fully in learning activities and successfully complete the 

assessment items.  
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The Learning Outcomes in this course also help you to achieve some of the overall 

Program Learning Goals and Outcomes for all postgraduate coursework students in 

the Business School. Program Learning Goals are what we want you to BE or HAVE 

by the time you successfully complete your degree (e.g. ‘be an effective team player’). 

You demonstrate this by achieving specific Program Learning Outcomes - what you 

are able to DO by the end of your degree (e.g. ‘participate collaboratively and 

responsibly in teams’).  

For more information on the Postgraduate Coursework Program Learning Goals and 

Outcomes, see Part B of the course outline.  

 

The following table shows how your Course Learning Outcomes relate to the overall 

Program Learning Goals and Outcomes, and indicates where these are assessed (they 

may also be developed in tutorials and other activities): 

 

 

Program Learning 
Goals and Outcomes 

Course Learning Outcomes Course 
Assessment Item 

This course helps you to 
achieve the following 
learning goals for all 
Business School 
postgraduate 
coursework students: 

On successful completion of the 
course, you should be able to: 

This learning 
outcome will be 
assessed in the 
following items: 

1 Knowledge Explain the specific and real-world 

reasons why there is a need for a 

new communications planning model 

 

Explain a Participation Branding 

vision and strategy for marketing 

and communications 

 

Plan a Participation Branding 

communications campaign, with an 

understanding of the necessary 

approach to media, message, 

content and metric planning that 

 Individual 
assignments 

 Final Exam 



   7 

business.unsw.edu.au  
 
CRICOS Code 00098G 

utilizes digital/social channels and 

platforms strategically 

 

Plan for the four types of brand 

content and how to distribute this 

content to best advantage/budget  

2 Critical thinking 
and problem 
solving 

Analyse your own and other 

stakeholders Marketing Worldview 

to inform the leadership, education 

and experience required to move 

towards an increasingly progressive 

Marketing Worldview 

 

Analyse the implications of 

Participation Branding in the context 

of a brand’s positioning and the 

organization’s culture 

 

 Tutorial Exercise 

 Final Exam  

3a Written 
communication 

Construct written work, which is 
logically and professionally 
presented. 

 Individual 
assignments 

3b Oral 
communication 

Communicate ideas in a succinct 
and clear manner. 

 Part of 
participation 
mark but not 
separately 
assessed 

4 Teamwork  Not specifically addressed in this 
course. 

 

5a. Ethical, social and 
environmental 
responsibility 

Not specifically addressed in this 
course. 

 

5b. Social and cultural 
awareness 

Not specifically addressed in this 
course. 
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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 and video material.  The main text for the course is the following 

book:   

 

Groundswell, Expanded and Revised Edition: Winning in a World Transformed by 

Social Technologies 

by Charlene Li, Josh Bernoff 

Source: Harvard Business Press Books 

352 pages.  Publication date: June 09, 2011. Prod. #: 10256-PBK-ENG 

 

The experience of both students and the lecturer will be utilised to explore digital/social 

communications in a range of industry settings.  Active student participation and 

preparation for the classes will form an important element of the course. 

 

3.2 Learning Activities and Teaching Strategies 

 
This course will primarily utilise a lecture/discussion approach supplemented by 

selected case studies, reading material from the assigned text and from 

recommended blogs.  Importantly it will draw upon the experience of students and 

the course leader to provide relevant real world examples of brands participating 

with their audiences via digital/social channels and platforms. 

 
Despite being a digital marketing course, computers, tablets and mobile devices are 

not allowed to be used in class (unless the instructor indicates otherwise) – surfing and 

texting and email emerges as an inevitable and regrettable result, and is highly 

distracting for everyone. 

 
 
4 ASSESSMENT 

4.1 Formal Requirements 

 
In order to pass this course, you must: 

 achieve a composite mark of at least 50; and 

 make a satisfactory attempt at all assessment tasks (see below). 
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Assessment Details 

 

Assessment 
Task 

Weighting Length Due Date 
Learning 
Outcomes 
assessed 

1. Individual 
Assignment 

20% 1,000 words 
First Lecture 1 

2. Individual 
Assignment 

20% 1,000 words 
Second 
Lecture 

4 

3.Individual 
Assignment 

20% 1,000 words 
Third Lecture 3 

4.Take Home 
Exam 

30% 12-15 pages 1.5 
spaced in 12 point 
font size 

Nov 18, 2014 1, 2, 4, 5, 6 

5. Class 
Participation 

10% One page Nov 18, 2014 
1, 2, 3, 4, 5, 6 

 
 
Individual Assignment #1: Read Part I of the textbook Groundswell and reflect on 

how the groundswell is affecting your industry (if you are not currently working, then 

choose an industry, for example: travel, telecommunications, entertainment, 

automotive or consumer electronics).  Determine the key changes from a 

consumer/customer perspective, why they have happened, how they are affecting your 

industry and the main opportunities and threats for your industry due to the 

groundswell.  This assignment is worth 20% of the course mark.  

 

The groundswell is defined as ‘a social trend in which people use technologies to get 

the things they need from each other, rather than from traditional institutions like 

corporations’.  The groundswell is affecting every industry as people turn to each other 

for opinions, help, support, advice; rely more heavily on these points of view and word 

of mouth from each other rather than traditional media, advertising and traditional 

institutions of authority.  The groundswell has changed the balance of power.  Many 

organisations are threatened by the groundswell and many are thriving in it.  

Determining the key opportunities and threats is the first step to addressing the 

groundswell. 

 

Assessment Requirements/Deliverables for Individual Assignment #1 

o Detail succinctly the specific change(s) in consumer/customer behaviour and the 

technologies i.e. social sites, apps, platforms that have caused the groundswell in 

your chosen industry. 
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o Explain why consumers/customers are embracing these changes – what’s in it for 

them? 

o Expound on how these change(s) are affecting your chosen industry i.e. distribution 

channels have changed; pricing is more transparent, ratings and reviews influence 

brand choice, competition has grown vertically/horizontally etc. 

o Detail the main opportunities and the threats created by these change(s) for your 

chosen industry. 

 

Assignment Format for Individual Assignment #1: 

 

o Please think about the quality of your document’s presentation format as if you 

were preparing a submission to your management or a client. 

o Ensure your name, the date, the course name and the assignment topics are 

clearly identified on the front cover using the University’s Assignment Cover Sheet. 

o Type in one and a half spaces in an easy-to-read font such as 11pt Arial or 12pt 

Times with appropriate headings throughout. 

 

Submission Procedure for Individual Assignment #1: 

 

You must complete this assignment BEFORE THE FIRST LECTURE and be prepared 

to talk to your paper for 5 minutes in class if you are called upon.  You will hand in your 

assignment at the first lecture. 

 

 

Individual Assignment #2: Read Part II of Groundswell and choose one of the five 

objective territories (Listening or Talking or Energising or Supporting or Embracing) in 

which to develop a specific objective for your company (if you are not currently working, 

choose a company in an industry you know a little about).  Using the POST 

methodology, create a brief plan for how you would achieve that objective using social 

media and digital/social channels/platforms. This assignment is worth 20% of the 

course mark.  

 

Without clear objectives, marketers often treat social media tactically.  Feeling 

pressured to jump on the social media bandwagon, marketers and/or their 

organisations can be reactive to the latest trend making the headlines or capturing 
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senior management’s attention.  The POST process ensures a formal strategic 

marketing planning process is applied and due marketing analysis rigor takes place. 

 

Assessment Requirements/Deliverables for Individual Assignment #2 

 

o Choose one of the five objective territories and explain why your chose that one for 

your industry. 

o Using the POST (People, Objective, Strategy, Technology) methodology as the 

outline, detail a brief plan for how you will achieve and optimize the outcomes for 

your objective territory. 

 

Assignment Format for Individual Assignment #2: 

 

o Please think about the quality of your document’s presentation format as if you 

were preparing a submission to your management or a client. 

o Ensure your name, the date, the course name and the assignment topic are clearly 

identified on the front cover using the University’s Assignment Cover Sheet. 

o Type in one and a half spaces in an easy-to-read font such as 11pt Arial or 12pt 

Times with appropriate headings throughout. 

 

Submission Procedure for Individual Assignment #2: 

 

You must complete this assignment BEFORE THE SECOND LECTURE and be 

prepared to talk to your paper for 5 minutes in class if you are called upon.  You will 

hand in your assignment at the second lecture. 

 

 

Individual Assignment #3: When it comes to understanding how to strategically 

leverage digital/social channels, platforms and tools in the mix – it’s important to 

understand your own and your stakeholders Marketing Worldview.  We all recognize 

that communications planning and marketing are changing but we understand this to 

different degrees and in different ways.  Yes digital has fundamentally changed how 

marketing works driven by consumer’s behavioural changes regarding how they make 

decisions about what they buy and recommend. Consequently this evolution of 

marketing is often seen as the digital/social revolution but it’s important to understand 
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it’s not just about new digital/social channels/platforms/tools – it’s about a new 

Marketing Worldview.   

 

There are fundamentally six factors or tenants of marketing that have changed, in 

Lecture 2 we’ll use an exercise to plot your and your stakeholders Marketing Worldview 

using these six factors.  Understanding your own worldview of marketing and 

importantly your stakeholders is key to being able to assess number one, where you 

are starting from and number two, where you want to take your organization and 

number three what are the parameters of leadership you can offer your organization to 

get there. 

 

Assessment Requirements/Deliverables for Individual Assignment #3 

 

o Plot your Marketing Worldview on the spectrum for each of the six factors that 

contribute to a Marketing Worldview.  Then choose a key stakeholder in your 

organization who influences and/or funds your marketing projects/campaigns and 

plot their Marketing Worldview in the same way. 

o What do you notice about your Marketing Worldview?  Any surprises?  Is there a 

difference between what you believe and how you behave? If so, why?  Is there a 

difference between your Marketing Worldview and your key stakeholder?  If so, are 

there any particular factors where the difference is significant? 

o Detail a plan for one of the following: 

a. How you can specifically begin to gain more experience in 

planning/executing marketing projects/campaigns that are more 

‘progressive’ versus ‘traditional’. 

b. How you can specifically bring your key stakeholder into more alignment 

with your Marketing Worldview – the assumption being that your key 

stakeholder has a more ‘traditional’ view versus your own. 

 
Assignment Format for Individual Assignment #3 

 

o Please think about the quality of your document’s presentation format as if you 

were preparing a submission to your management or a client. 

o Ensure your name, the date, the course name and the assignment topic are clearly 

identified on the front cover using the University’s Assignment Cover Sheet.  
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o Type in one and a half spaces in an easy-to-read font such as 11pt Arial or 12pt 

Times with appropriate headings throughout. 

o Include an image of the plotting of the two Marketing Worldviews. 

 

Submission Procedure for Individual Assignment #3 

 

You must complete this assignment BEFORE THE THIRD LECTURE and be prepared 

to talk to your paper for 5 minutes in class if you are called upon.  You will hand in your 

assignment at the third lecture. 

 

 

Take Home Final Exam:  This final exam will be a take home exam, based on a case 

study, and will be distributed in the first lecture.  This exam is worth 30% of the course 

mark. 

 

The final exam submission is to be 12-15 pages in length, 1.5 spaced in 12-point font 

size.  You must complete this exam by November 18, 2014 and submit it by emailing it 

to heather.albrecht@digitalconnections.com.au.  You will receive email confirmation 

that your submission has been received within 24 hours, if you do not receive this email 

confirmation, text or call Heather Albrecht 0417 263 780 immediately. 

 

Class Participation: Active participation is an important component of the Masters of 

Marketing.  All students are expected to take the initiative to participate in class 

discussions.  You will be assessed on your ability to discuss intelligently and contribute 

to class discussion of case studies, designated readings and questions from the course 

lecturer. Class participation is worth 10% of the course mark.  

 

Part of your participation and class participation marks involves you bringing and using 

a name card in each session. 

 

Each student is required to submit a brief one page log to the course lecturer detailing 

their individual class participation in the course (i.e. the contribution to the discussion 

and case studies, not just show up).  You should therefore keep a brief class-by-class 

log of your involvement each week. 

 

mailto:heather.albrecht@digitalconnections.com.au
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You must complete this one page participation log by November 18, 2014 and submit it 

by emailing it to heather.albrecht@digitalconnections.com.au.   

 

4.2 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. 

 

A daily penalty of 10% applies to late assignments. 

 

 

 

 

 

 

 

  

Quality Assurance 
The Business School 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 Business School programs. All material used for 
such processes will be treated as confidential. 
 

mailto:heather.albrecht@digitalconnections.com.au
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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 as a final mark are released to students and are made available ONLY 

via MyUNSW (not by the lecturer) following a Business School Faculty sub-committee 

meeting to approve distribution of marks. 

 
 
5 COURSE RESOURCES 

 

The prescribed text for the course is the following book:   

 

Groundswell, Expanded and Revised Edition: Winning in a World Transformed 

by Social Technologies 

by Charlene Li, Josh Bernoff 

Source: Harvard Business Press Books 

352 pages.  Publication date: June 09, 2011. Prod. #: 10256-PBK-ENG 

 

This book can be purchased at the UNSW bookshop with a 10% discount or online at 

http://www.bookshop.unsw.edu.au where books are delivered via courier in 1-2 days. 

  

If you are buying the book online, please ensure you plan enough lead time for the 

book to be shipped to you as you are required to read parts of this book for your 

first assignment due at the first lecture. 

 

Note: This book is available in a Kindle Edition. 

  

http://www.bookshop.unsw.edu.au/
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Journal Readings and Video 

 

Social Media Marketing Doesn’t Matter  

By Gerald C. Kane 

MIT Sloan Review June 03, 2014  

http://sloanreview.mit.edu/article/social-media-marketing-doesnt-matter/  

 

Description: 

A social media presence, on its own, isn’t enough to give you the upper hand. 

Simply using social media for marketing no longer delivers companies any meaningful 

competitive advantage on its own. The competitive landscape of social business today 

centers on how to use these social media tools to transform the way you do business 

and leverage the data provided by these platforms to do social business better. 

 

Social Media Content Strategy at Ayojak 

By Anandan Pillai, Arvind Sahay  

Harvard Business Review – March 29, 2012 

 

Description: 

To introduce the role and challenges of an intermediary in the social media context. To 

help understand the crucial aspects of content strategy. To promote an understanding 

of the relevant metrics used to evaluate social media strategy. To show how content 

strategy can help a firm to build its brand identity. To illustrate the challenges of 

building a business using only the online medium, without any offline marketing 

support. 

 

Why You Need a New-Media "Ringmaster"  

By Patrick Spenner   

Harvard Business Review - Dec 01, 2010 

 

Description: 

Social technologies are helping--if not forcing--marketers to form new kinds of 

relationships with customers. But traditional brand management models don't account 

for these new kinds of interactions between companies and consumers. Brand 

marketers need to update their models to include "new-media ringmasters"--digitally 

http://sloanreview.mit.edu/article/social-media-marketing-doesnt-matter/
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savvy executives who move fast, understand how to integrate social media into 

corporate communications, and can organize cross-functional teams. 

 

What's Your Personal Social Media Strategy?  

By Soumitra Dutta  

Harvard Business Review - Nov 01, 2010 

 

Description: 

Social media are changing the way we do business and how leaders are perceived, 

from the shop floor to the CEO suite. But whereas the best businesses are creating 

comprehensive strategies in this area, research suggests that few corporate leaders 

have a social media presence--say, a Facebook or LinkedIn page--and that those who 

do don't use it strategically. Today's leaders must embrace social media for three 

reasons. Active participation in social media can be a powerful tool--the difference 

between leading effectively and ineffectively, and between advancing and faltering in 

the pursuit of your goals. 

 

Social spending: Managing the social media mix  

 

Business Horizons – May 15 2011 

 

Description: 

There is incessant demand for proof' of return on investment (ROI) for social media 

spending, and a significant degree of uncertainty among marketers with respect to 

allocating effort and budget to social media. In this article, we address these issues by 

identifying different ways that organizations use social media, highlighting important 

distinctions in these approaches and describing how to frame the spending decision for 

social media. Additionally, we identify dimensions that can be used to differentiate 

important types of social media in a social media mix, and relate this to tactical 

marketing execution. We also highlight the different nature of social objectives, the 

backward' process for meeting them, and the importance of establishing a social media 

mission control' as part of that process. 

 

What's Your Social Media Strategy?  

By H. James Wilson; P.J. Guinan; Salvatore Parise; Bruce D. Weinberg  

Harvard Business Review – Jul 01, 2011 
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Description: 

Having analyzed more than 1,100 companies across a range of industries and 

geographies, the authors outline four strategies firms are using to make smart use of 

new forms of communication, depending on their tolerance for uncertainty and the 

levels of results sought. 

 

We're all connected: The power of the social media ecosystem  

By Richard C. Hanna; Andrew Rohm; Victoia L. Crittenden  

Business Horizons – May 15 2011 

 

Description: 

Consumers are adopting increasingly active roles in co-creating marketing content with 

companies and their respective brands. In turn, companies and organizations are 

looking to online social marketing programs and campaigns in an effort to reach 

consumers where they live' online. However, the challenge facing many companies is 

that although they recognize the need to be active in social media, they do not truly 

understand how to do it effectively, what performance indicators they should be 

measuring, and how they should measure them. Further, as companies develop social 

media strategies, platforms such as YouTube, Facebook, and Twitter are too often 

treated as stand-alone elements rather than part of an integrated system. This article 

offers a systematic way of understanding and conceptualizing online social media, as 

an ecosystem of related elements involving both digital and traditional media. We 

highlight a best-practice case study of an organization's successful efforts to leverage 

social media in reaching an important audience of young consumers. Then, we 

conclude with several insights and lessons related to the strategic integration of social 

media into a firm's marketing communications strategy. 

 
 

Harvard Business Review Jan 2010 article: “How Ford Got Social Marketing 

Right” 

 

http://blogs.hbr.org/cs/2010/01/ford_recently_wrapped_the_firs.html  

 
 
 
 
 

http://blogs.hbr.org/cs/2010/01/ford_recently_wrapped_the_firs.html
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Optional Reading: 
 
Li, Charlene Open Leadership: How Social Technology can Transform the Way You 

Lead, Jossey-Bass, 2010 

 

Bernoff, Josh and Schadler, Ted Empowered: Unleash Your Employees, Energize 

Your Customers, and Transform Your Business, McGraw Hill, 2010 

 

The following blogs and sites are also recommended as additional reference 

material: 

 

DIGITAL MARKETING – STRATEGY/OVERVIEW 

 Econsultancy - Digital marketing general  

 Marketing Profs - Digital marketing general  

 Hubspot - Inbound marketing, social media, SEO, strategy, analytics  

 eMarketer - Research / analysis 

 Seth Godin - Marketing / branding (general) 

 Social Media Examiner – Social media general  

 Convince & Convert - Social media and content marketing 

 Content Marketing Institute - Content marketing  

 Jon Loomer - Facebook  

 Moz – SEO / digital marketing general  

 Kissmetrics – Analytics / digital marketing general  

 Digital Buzz - Digital interactive 

 Viral Blog – Viral marketing  

 Online Marketing Blog - Digital PR, social and search engine marketing 

 Digital Marketing Ramblings – Digital marketing general  

 Marketing Tech Blog – Digital marketing general  

SOCIAL MEDIA - GENERAL 

 Social Media Examiner - “Your guide to the social media jungle”   

 Convince & Convert - social media strategy and content marketing strategy  

 Danny Brown - “human side of social media marketing” 

 Chris Brogan - social media 

https://econsultancy.com/
http://www.marketingprofs.com/
http://blog.hubspot.com/
http://www.emarketer.com/Articles
http://sethgodin.typepad.com/
http://www.socialmediaexaminer.com/
http://www.convinceandconvert.com/
http://contentmarketinginstitute.com/
http://www.jonloomer.com/
http://moz.com/blog
http://blog.kissmetrics.com/
http://www.digitalbuzzblog.com/
http://www.viralblog.com/
http://www.toprankblog.com/
http://expandedramblings.com/
http://www.marketingtechblog.com/
http://www.socialmediaexaminer.com/
http://www.convinceandconvert.com/
http://dannybrown.me/
http://www.chrisbrogan.com/blog/
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 Brian Solis – a digital analyst, sociologist, and futurist, Solis has influenced the 

effects of emerging media on the convergence of marketing, communications, 

and publishing.   

 Social Media Explorer - social media general – PR slant 

 Web Strategy by Jeremiah - Web strategy  

 Social Fresh - Conferences and training 

 We Are Social – global conversation agency 

 Social Razor- tools and technology 

 Sprout Social - news, articles & industry updates 

 Sysomos - “where social media and the real world collide” 

 Social Media B2B - news and discussion 

 PROBlogger - Blogging 

 Jeff Bullas - Helping business and personal brands with digital marketing 

including social media with blogs, Twitter, Facebook, LinkedIn, YouTube and 

search engine optimization 

RESEARCH/DATA/ANALYTICS  

 eMarketer - Research, analysis, trends 

 Compete - “Optimize your digital marketing, business development, media 

planning and competitive strategy with Compete’s online consumer behavior 

insights” 

 Forrester – research 

MARKETING - GENERAL 

 Seth Godin - Marketing / branding (general)    

 Harvard Business - general marketing articles 

 Neuromarketing - marketing research that studies consumers’ sensorimotor, 

cognitive, and affective response to marketing stimuli 

 Growmap - generating more business, sales, leads, or visitors for different 

types of Web sites and businesses 

 Jim’s Marketing Blog - tips and ideas to help grow your business 

 Mumbrella – “Covers everything under Australia’s media and marketing and 

entertainment umbrella” 

 Duct Tape Marketing - Forbes favourite for small business and marketing 

http://www.briansolis.com/
http://www.socialmediaexplorer.com/
http://www.socialmediaexplorer.com/
http://www.web-strategist.com/blog/
http://socialfresh.com/
http://wearesocial.net/
http://www.razorsocial.com/
http://sproutsocial.com/insights/
http://blog.sysomos.com/
http://socialmediab2b.com/
http://www.problogger.net/
http://www.jeffbullas.com/
http://www.emarketer.com/
https://blog.compete.com/
http://blogs.forrester.com/
http://sethgodin.typepad.com/
http://hbr.org/
http://www.neurosciencemarketing.com/blog/
http://growmap.com/
http://jimsmarketingblog.com/
http://mumbrella.com.au/
http://www.ducttapemarketing.com/blog/
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 Web Ink Now - viral marketing strategies using blogs, news releases, ebooks 

and online media 

 Marketo - latest trends and proven best practices in modern marketing 

ROI/CONVERSION ANALYTICS  

 Kissmetrics - Customer intelligence & web analytics 

 Online Behaviour – Marketing measurement & optimization 

 Which Test Won – Conversion optimization 

 Marketing Experiments - Optimization related experiments and case studies 

 Occam’s Razor – Digital marketing & web analytics 

The Top Online publications – with multiple articles published per day – for Digital / 

Marketing / Communications  

 Mashable - Social media, tech and more 

 ClickZ - Interactive marketing news, information, commentary, advice, opinion, 

research, and reference in the world, online or off 

 Marketing Land - Internet marketing news and analysis, along with columns 

covering practical tips and strategies 

 Brand Republic – Digital Marketing – Digital marketing section of online 

magazine that covers advertising, marketing, media and PR in general 

 Ad Age – Digital - Digital section of online magazine covering news, 

intelligence and conversation for marketing and media communities 

 Marketing Week – News - Marketing news, opinion and information. Covering 

advertising, media, PR, online marketing 

 Media Bistro – Social media, advertising & PR, TV & video and more 

 PSFK - Advertising, design, retail & technology  

 The Drum - News for the marketing & media industries 

 

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://http/www.webinknow.com/
http://http/www.webinknow.com/
http://blog.marketo.com/
http://blog.kissmetrics.com/
http://online-behavior.com/
http://whichtestwon.com/
http://www.marketingexperiments.com/
http://www.kaushik.net/avinash/
http://mashable.com/
http://www.clickz.com/
http://marketingland.com/
http://www.brandrepublic.com/go/digital_marketing/
http://adage.com/channel/digital/20
http://www.marketingweek.co.uk/news/
http://www.mediabistro.com/
http://www.psfk.com/
http://www.thedrum.com/
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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. 

 

7 COURSE SCHEDULE 

 

Lecture I: Thursday October 16th 6.00-9.00pm 

 

6.00pm – 9.00pm 

o Introductions and overview of course 

o SHIFT Happens – implications for marketers 

o Defining Participation Branding 

o The new interactive model 

o The three consumer macro-trends  

o Redefining media – Bought, Owned, Earned and how they work together 

 

Lecture II: Sunday October 19th 9.00am – 5.00pm 

 

9.00am – 12.00pm 

o The Interlinked media/message/content/metrics planning framework for 

Participation Branding 

o Participation Branding case studies – Nikon and Chobani Yogurt 

o Understanding participation via Consumer Technographics segmentation 

o The Participation Branding checklist 

o How to put a value on Participation Branding  

o What is a Marketing Worldview? 

o How to plot your and your stakeholders Marketing Worldview 

o Implications of a Marketing Worldview  

 

12.00pm – 1.00pm 

Lunch 

 

1.00pm-5.00pm 

o What is social media?  An exercise to broaden the definition and understanding of 

social media to encompass: Culture, Behaviour and Media. 

o A review of consumer and company social media behaviour and how to determine 

which type of behaviour is right for your brand/company. 
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o How ready is the company culture?  A readiness exercise based on six factors to 

determine how aligned a culture is (or not) with the more open culture of social 

media.  How to get more ready (considerations for a social media policy, listening 

with social media monitoring tools, community management etc.)? 

o A ready is the brand?  A readiness exercise to determine how ready the brand is to 

create continuous content, conversation and community. 

 

Lecture III: Thursday October 30th 6.00pm-9.00pm 

 

6.00pm – 9.00pm 

o What will be your strategic Social Influence Marketing territory?  How to choose 

from the two territories of Sharable Content Strategy and Social Ethos Strategy?  

What are the implications for each of these territories? 

o Comparing case studies for Sharable Content Strategy and Social Ethos Strategy.  

o How to plan for continuous content?  What are the four types of content to plan? 

What are the content creation options?  What are the four models for distributing 

content?  Illustrated with case studies and planning templates. 

o How mature is the organizations content marketing offering?   

 

Lecture IV: Sunday November 2nd 9.00am-5.00pm 

 

9.00am – 12.00pm 

o Including Facebook, Twitter, YouTube, Pinterest, Instagram, Tumblr, Vine and 

Snapchat. 

 

o How and why to create a digital and social ecosystem map which visually clarifies 

how all your digital/social channels work together relative to each other.  The 

ecosystem is categorized by properties, tactics and resources. It connects all the 

content experiences that a brand delivers driven by business goals and customer 

experience.  These maps are crucial for communications planning, we’ll explore 

what they look like and how to create one  

 

o Each digital and social channel has its own norms, rules of engagement, for 

example on Tumblr it’s about Gifs, memes, quotes and photography; on Instagram 

it’s about making image and video ‘art’ and tagging it – we’ll explore the Australian 

reach for each channel, the rules of engagement for each channel and importantly 
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how a brand natively tells stories on each channel – brought to life with a case 

study.  The channels we’ll explore are: 

 

o Facebook 

o Twitter 

o YouTube 

 

12.00pm – 1.00pm 

Lunch 

 

1.00pm-5.00pm 

 

o Tumblr 

o Instagram 

o Pinterest 

o Vine 

o Planning social influence marketing programs using P.O.S.T. 

o Course wrap-up 



25 

business.unsw.edu.au  
 
CRICOS Code 00098G 

 
 
 
 
 
 
 
 

 
MARK6025 

ADVANCED TOPICS IN MARKETING 3 
Strategic Digital Marketing & Customer Experience Management 

 
 
 

 
 
 
 

Course Outline 
Semester 2, 2014 

 
 
 
 

Part B: Key Policies, Student Responsibilities and Support 
 
 
  



26 

business.unsw.edu.au  
 
CRICOS Code 00098G 

 

Table of Contents 

 

PART A: COURSE-SPECIFIC INFORMATION 2 

1 STAFF CONTACT DETAILS 2 

2 COURSE DETAILS 2 

2.1 Teaching Times and Locations 2 
2.2 Units of Credit 2 
2.3 Summary of Course 2 
2.4 Course Aims and Relationship to Other Courses 3 
2.5 Student Learning Outcomes 5 

3 LEARNING AND TEACHING ACTIVITIES 8 

3.1 Approach to Learning and Teaching in the Course 8 
3.2 Learning Activities and Teaching Strategies 8 

4 ASSESSMENT 8 

4.1 Formal Requirements 8 
4.2 Assignment Submission Procedure 14 

5 COURSE RESOURCES 15 

6 COURSE EVALUATION AND DEVELOPMENT 21 

7 COURSE SCHEDULE 22 

PART B: KEY POLICIES, STUDENT RESPONSIBILITIES AND SUPPORT 27 

8 PROGRAM LEARNING GOALS AND OUTCOMES 27 

9 ACADEMIC HONESTY AND PLAGIARISM 28 

10 STUDENT RESPONSIBILITIES AND CONDUCT 28 

10.1 Attendance 29 
10.2 General Conduct and Behaviour 29 
10.3 Occupational Health and Safety 29 
10.4 Keeping Informed 29 

11 SPECIAL CONSIDERATION AND SUPPLEMENTARY EXAMINATIONS 30 

12 STUDENT RESOURCES AND SUPPORT 30 

 

  



27 

business.unsw.edu.au  
 
CRICOS Code 00098G 

 
PART B: KEY POLICIES, STUDENT RESPONSIBILITIES AND SUPPORT  

 
8 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 
Business School 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 that 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.  
 
 

 
Business School 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 
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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. 

 

 
9 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://subjectguides.library.unsw.edu.au/elise 
 
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 Business School Harvard Referencing Guide, see the Business School 
Referencing and Plagiarism webpage (Business School >Learning and 
Teaching>Student services> Referencing and plagiarism). 
 
For information for staff on how UNSW defines plagiarism, the types of penalties that 
apply and the protocol around handling plagiarism cases, see:  
https://www.gs.unsw.edu.au/policy/documents/plagiarismpolicy.pdf 
https://www.gs.unsw.edu.au/policy/documents/plagiarismprocedure.pdf  
https://www.gs.unsw.edu.au/policy/studentmisconductprocedures.html 
 
 
10 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’. 
 

http://www.lc.unsw.edu.au/plagiarism/index.html
http://subjectguides.library.unsw.edu.au/elise
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://www.gs.unsw.edu.au/policy/documents/plagiarismpolicy.pdf
https://www.gs.unsw.edu.au/policy/documents/plagiarismprocedure.pdf
https://www.gs.unsw.edu.au/policy/studentmisconductprocedures.html
https://my.unsw.edu.au/student/atoz/A.html
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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 
 
This time should be made up of reading, research, working on exercises and problems, 
online activities 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.  
 
We strongly encourage you to connect with your Moodle course websites in the first 
week of semester. Local and international research indicates that students who engage 
early and often with their course website are more likely to pass their course. 
 
Information for staff and students on expected workload: 
https://my.unsw.edu.au/student/atoz/UnitsOfCredit.html 
 

10.1 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.  
 
Reference for 80% guideline is at: 
https://my.unsw.edu.au/student/atoz/AttendanceAbsence.html 

10.2 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 
 

10.3 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/. 
 

10.4 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. 

https://my.unsw.edu.au/student/atoz/UnitsOfCredit.html
https://my.unsw.edu.au/student/atoz/AttendanceAbsence.html
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html
http://www.ohs.unsw.edu.au/
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11 SPECIAL CONSIDERATION AND SUPPLEMENTARY EXAMINATIONS 

 
You must submit all assignments and attend all examinations scheduled for your 
course. You should seek assistance early if you suffer illness or misadventure, which 
affects your course progress.  
 
General Information on Special Consideration: 

1. All applications for special consideration must be lodged online through 

myUNSW within 3 working days of the assessment (Log into myUNSW and 

go to My Student Profile tab > My Student Services channel > Online Services 

> Special Consideration). You will then need to submit the originals or certified 

copies of your completed Professional Authority form (pdf - download here) and 

other supporting documentation to Student Central. For more information, 

please study carefully in advance the instructions and conditions at: 

https://my.unsw.edu.au/student/atoz/SpecialConsideration.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 lodge an online application for special 

consideration. 

4. Decisions and recommendations are only made by lecturers-in-charge (or by 

the Faculty Panel in the case of UG final exam special considerations), 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. 

 
 
12 STUDENT RESOURCES AND SUPPORT  

 
The University and the Business School provide a wide range of support services for 
students, including: 
 

 Business School Education Development Unit (EDU) 
http://www.asb.unsw.edu.au/learningandteaching    Click on ‘Student Services’. 
Provides academic writing, study skills and maths support specifically for 
Business School students. Services include workshops, online resources, and 
individual consultations. EDU Office: Level 1, Room 1033, Quadrangle Building. 
Phone: 9385 5584; Email: edu@unsw.edu.au.  

 Business School Student Centre http://www.asb.unsw.edu.au/requests 
Provides advice and direction on all aspects of admission, enrolment and 
graduation. Office: Level 1, Room 1028 in the Quadrangle Building; Phone: 
9385 3189. 

 Moodle eLearning Support  

https://my.unsw.edu.au/student/academiclife/ProfessionalAuthority.pdf
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html#Supportingdocumentation
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html
http://www.asb.unsw.edu.au/learningandteaching
mailto:edu@unsw.edu.au
http://www.asb.unsw.edu.au/currentstudents/resources/forms/Pages/default.aspx?utm_source=Student%2BCentre&amp;utm_medium=marketing%2Bmedium&amp;utm_campaign=requests
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For online help using Moodle, go to: https://student.unsw.edu.au/moodle-
support. For technical support, email: itservicecentre@unsw.edu.au; Phone: 
9385 1333. 

 UNSW Learning Centre (www.lc.unsw.edu.au) 
Provides 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: Provides technical support for problems logging in to 
websites, downloading documents etc. 
https://www.it.unsw.edu.au/students/index.html Office: UNSW Library Annexe 
(Ground floor). Ph: 9385 1333. 

 UNSW Counselling and Psychological Services  
http://www.counselling.unsw.edu.au Provides 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, East Wing, 
Quadrangle Building; Phone: 9385 5418. 

 Student Equity & Disabilities Unit http://www.studentequity.unsw.edu.au         
Provides 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; Phone: 9385 4734; Email: 
seadu@unsw.edu.au 

 

https://student.unsw.edu.au/moodle-support
https://student.unsw.edu.au/moodle-support
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/

