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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 
 
Lecture:  
 
Thursday 11/10/2012 6.00-9.00pm 
Sunday 14/10/2012 10.00am-5.00pm 
Thursday 18/10/2012 6.00-9.00pm 
Sunday 21/10/2012 10.00am-5.00pm 

 
Venue: ABS 115 on Saturdays and ASB 119 on Tuesday Evenings 
 
 
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 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 experiences, and drives their 

conversation with and about brands. 

mailto:heather.albrecht@digitalconnections.com.au�
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We will use digital marketing (including social media) management frameworks to 

examine how to use digital 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 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 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. 

 

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 
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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.  A 

framework for planning Social Influence Marketing programs will also be 

introduced with a focus on Facebook and Twitter (but also including Pinterest, 

Tumblr, Instagram and Google+). 

 

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 have a better understanding of the strategic role 

of digital/social communications in the communications mix: 

As a result you should be better able to: 

1. Embrace a Participation Branding vision for your marketing and communications 

2. Understand the implications of Participation Branding in the context of a brand’s 

positioning or what a brand stands for 

3. Understand the implications of Participation Branding in the context of the 

groundswell 

4. Plan a Participation Branding campaign, with an understanding of the approach to 

media and message planning that utilizes digital channels and platforms 

strategically 

5. Determine the metrics that measure participation value 
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6. Assess an organization’s readiness for participation 

7. Create a plan, including guiding the development of a social media policy, to ready 

an organization for participation 

8. Take a strategic four step approach to planning participation marketing programs 

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 

2,3,4,5,6 1 Critical thinking and problem solving 

1,3,6,7 2 Communication 

1,3,6,7 3 Teamwork and leadership 

4,6,7 4 Social, ethical and global perspectives 

2,3,4,5 5 In-depth engagement with relevant disciplinary 
knowledge 

1,2,3,6,7 6 Professional skills 

 
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: Jun 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. 
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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, 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 channels and platforms. 

 
Despite being a digital marketing course, 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 
 

In order to pass this course, you must: 

 achieve a composite mark of at least 50; and 

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

Weighting Learning 
Outcomes 
assessed 

ASB Graduate 
Attributes 
assessed 

Length Due Date 

1. Individual 
Assignment 

20% 1, 3  1, 2, 4,  1,000 words First Lecture 

2. Individual 
Assignment 

20% 6, 7  1, 2, 4, 5 1,000 words Second 
Lecture 

3.Individual 
Assignment 

20% 1, 8 1, 2, 4, 5 1,000 words Third Lecture 

4.Take Home 
Exam 

30% 1, 2, 4, 5 1, 2, 4, 5, 6 12-15 pages 
1.5 spaced 
in 12 point 
font size 

Nov 4, 2012 

5. Class 
Participation 

10% 1, 2, 3, 5, 
6, 7 

1, 2, 4, 5, 6 One page Nov 4, 2012 
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Individual Assignment #1: Read Part I of the book 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 opportunities and the key threats for your 

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

 

The groundswell as 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. 

 

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. 

 

Assignment Format (applies to all assignments for this course): 

 

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 

 

Individual Assignment #2: Visit the link to the database of social media policies: 

http://socialmediagovernance.com/policies.php and view by ‘Consumer Products and 

Services’, choose three companies, read their social media policies and determine: 

 

1) To what extent does the organisation focus on the risks versus the opportunities 

http://socialmediagovernance.com/policies.php�
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in social media and how do they do this? 

2) Does the policy encourage employees to use social media more or less?  In 

other words, does the policy empower or discourage employees to use social 

media and how does it do this? 

3) Is the policy written in simply, easy to understand language or legalize?  How 

does this affect your impressions of the organisation’s attitudes about the use of 

social media and whether they value transparency and authenticity in their 

dealings with their stakeholders and customers? 

 

This assignment is worth 20% of the course mark.  
 

Developing a social media policy for an organisation is one of the first steps to ready 

the organisation for social participation and sets the tone for how the organisation 

views social media – a risk/threat or an opportunity. Before a marketer can seriously 

think about activating marketing programs that invite participation, the organisation 

must have a social media policy in place to protect and provide guardrails for both the 

organisation and its employees and to guide the development of guidelines for 

customer interaction on branded properties.  

 

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: 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 channels/platforms. This assignment is worth 20% of the course 

mark.  

 

Without clear objectives, social media is often treated tactically by marketers.  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 

senior management’s attention.  The POST process ensures a formal strategic 

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

 

Note: Assignments will generally be marked and be made available for student 

collection one week after the due date.  

 

Take Home 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 Sunday November 4th 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. 

 
You must complete this one page participation log by Sunday November 4th and submit 

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

 
4.3. Late Submission 
 
A daily penalty of 10% applies to late assignments. 

mailto:heather.albrecht@digitalconnections.com.au�
mailto:heather.albrecht@digitalconnections.com.au�
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Master of Marketing Grade and Mark ranges 

 
From Semester 1, 2011 grades for progressive assessment during the session (either 

by assignments, participation and/or a mid-session examination) have been provided to 

students in a form of a letter grade (not as a mark) as follows. This follows the    

grading system used on other postgraduate degrees in ASB.  

 

Grade Mark Explanation 

A 75 - 100 A superior to outstanding performance 

B 60 - 74 A good performance  

C 50 - 59 An acceptable level of performance 

Fail 0–49 Performance below minimum level of competence 

 

Course results are released to students and are available via MyUNSW as a 

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

Each year feedback is sought from students about the courses offered in the School 

and continual improvements are made based on this feedback. In this course, we will 

seek your feedback through CATEI, and any informal feedback you wish to provide to 

the lecturer.   

 
6. COURSE RESOURCES    
Prescribed Text: 

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

Social Technologies 

by Charlene Li, Josh Bernoff 

Source: Harvard Business Press Books 
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352 pages.  Publication date: Jun 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. 

 

Journal Readings and Video 

 

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 

savvy executives who move fast, understand how to integrate social media into 

corporate communications, and can organize cross-functional teams. 

http://www.bookshop.unsw.edu.au/�
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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. 

 

Can You Measure the ROI of Your Social Media Marketing? 

By Donna L. Hoffman; Marek Fodor 

MIT Sloan Management – Oct 1, 2010 

 

Description: 

We are going about the way we measure the return on investment in social media 

completely backwards. Effective social media measurement should start by turning the 

traditional ROI approach on its head. That is, instead of emphasizing their own 

marketing investments and calculating the returns in terms of customer response, 

managers should begin by considering consumer motivations to use social media and 

then measure the social media investments customers make as they engage with the 

marketers' brands. Handling the measurements this way makes much more sense. It 

takes into account not only short term goals such as increasing sales in the next month 

via a social media marketing campaign, or reducing costs next quarter due to more 

responsive online support forums, but also the long-term returns of significant 

corporate investment in social media. The authors show how you can implement this 

new kind of measurement and point to the benefits of doing so. 
 

Best Buy's CEO on Learning to Love Social Media 
By Brian J. Dunn 

Harvard Business Review – Dec 1, 2010 
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Description: 

When Brian Dunn became interested in social media, about five years ago, it was a 

personal interest, not a strategy. Now he uses Twitter and Facebook to connect directly 

with customers and employees, watch trends, and keep on top of the news. On 

Memorial Day 2010, after he tweeted a simple thank-you to U.S. service members and 

Best Buy employees in the reserves, Dunn heard back from a company product 

specialist that her fellow employees had put together a technology system (using a 

laptop, a webcam, and Skype) that enabled her and her three children to talk with their 

father, a soldier in Iraq. To Dunn, this was a moment of serendipity--and an illustration 

of how important his employees' work can be. Social media are absolutely core to his 

company's strategy, Dunn says, because the more people become involved with them, 

the greater the demand for connectivity and the PCs and mobile devices that deliver it. 

That's why Best Buy has a Twitter feed called Twelpforce, where customers can post 

tech problems and company associates or other users can post solutions. Dunn 

acknowledges that social media can have a downside--such as when his Twitter 

account was hacked in a particularly embarrassing way, causing a brief crisis at Best 

Buy--but he remains a committed fan 

 

Social spending: Managing the social media mix  
ByBruce D. Weinberg; Ekin Pehlivan  

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

Harvard Business Review – Jul 01, 2011 

 

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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7 This video entitled: The Machine is (Changing) Us: YouTube and the Politics of 
Authenticity by Professor Michael Wesch talks to the cultural anthropology of 
consumer behaviour and social channels, specifically YouTube.  As marketers, it is 
important to understand changes in behaviour brought about by social media 
platforms and channels and use our understanding to leverage these insights into 
marketing strategy and programs. 

 

http://www.youtube.com/watch?v=09gR6VPVrpw  

 
 
 
 
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 are also recommended as additional reference material: 

 

http://www.web-strategist.com/blog/ 

http://www.digitalbuzzblog.com/  

http://mashable.com/ 

http://www.socialmediaexplorer.com/ 

http://www.techcrunch.com/ 

http://www.steverubel.com/ 

http://darmano.typepad.com/logic_emotion/ 

http://www.chrisbrogan.com/ 

http://amnesiablog.wordpress.com/ 

http://blogs.forrester.com/interactive_marketing  

http://blogs.forrester.com/marketing_leadership 

 
7. COURSE SCHEDULE 

http://www.youtube.com/watch?v=09gR6VPVrpw�
http://www.web-strategist.com/blog/�
http://www.digitalbuzzblog.com/�
http://mashable.com/�
http://www.socialmediaexplorer.com/�
http://www.techcrunch.com/�
http://www.steverubel.com/�
http://darmano.typepad.com/logic_emotion/�
http://www.chrisbrogan.com/�
http://amnesiablog.wordpress.com/�
http://blogs.forrester.com/interactive_marketing�
http://blogs.forrester.com/marketing_leadership�
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Lecture I: Thursday October 11, 2012 6.00-9.00pm 

 

6.00pm – 9.00pm 

o Introductions and overview of course 

o SHIFT Happens – implications of key technological shifts for marketers 

o The three consumer macro-trends driving the shift 

o The new interactive model 

o Redefining media – Bought, Owned, Earned 

o The Interlinked media and message planning framework 

o Defining Participation Branding 

o Understanding participation via Consumer Technographics segmentation 

 

Lecture II: Sunday October 14th 10.00am – 5.00pm 
 

10.00am – 1.00pm 

o A Participation Branding case study – Kleenex ‘Let It Out’ 

o The Participation Branding checklist 

o Participation Branding as continuous marketing 

o Importance of Content (Marketing) 

o How Mature is Your Organization’s Content (Marketing) 

o From Participation Branding to Brand Ecosystem – the three C’s of Conversation, 

Content and Community 

 

1.00pm – 2.00pm 

Lunch 

 

2.00pm-5.00pm 

o Definition of Social Media 

o Definition of Social Influence Marketing 

o The Social Graph versus the Interest Graph 

o The Influence Works Online 

o The Share A Coke Case Study 

o How to tell if an organisation is ready for social media 

o The role and importance of a Social Media Policy 

o Social Media Monitoring – why and how-to? 
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o Definition of Social Intelligence 

 

Lecture III: Thursday October 18th 6.00pm-9.00pm 
 

6.00pm – 9.00pm 

o How to use Social Intelligence to predict sales outcomes – Kotex U & Mini Copper 

Case Studies 

o The eight stages of socialising web sites 

o Overview of POST - planning framework for Social Influence Marketing 

o How to measure Social Influence Marketing programs 

 
Lecture IV: Sunday October 21st 10.00am-5.00pm 
 

10.00am – 1.00pm 

o The ‘why’ behind the dominance of social networks & Facebook in particular 

o Why people ‘like’ and ‘unlike’ a Facebook brand page 

o The keys to getting fans for Facebook brand pages  

o The Facebook Newsfeed Optimization (NFO) – why is it important and it’s larger 

implications for all marketing 

o Best practice for Facebook Newsfeed Optimization (NFO) 

o Facebook TimeLine and Ticker – what they mean for Facebook brand pages 

o How to measure Facebook marketing success 

 

1.00pm – 2.00pm 

Lunch 
 

2.00pm-5.00pm 

 

o The dominance of social games and how brands can leverage them 

o Ten Trends in Digital/Social Marketing 

o Course wrap-up 
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PART B. KEY POLICIES, STUDENT RESPONSIBILITIES AND SUPPORT  
 
1. ACADEMIC HONESTY AND PLAGIARISM 
The University regards plagiarism as a form of academic misconduct, and has very 

strict rules regarding plagiarism. For UNSW policies, penalties, and information to help 

you avoid plagiarism see: http://www.lc.unsw.edu.au/plagiarism/index.html as well as 

the guidelines in the online ELISE and ELISE Plus tutorials for all new UNSW 

students: http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm. 

 

To see if you understand plagiarism, do this short quiz: 

http://www.lc.unsw.edu.au/plagiarism/plagquiz.html 

For information on how to acknowledge your sources and reference correctly, see: 

http://www.lc.unsw.edu.au/onlib/ref.html 

For the ASB Harvard Referencing Guide, see the ASB Referencing and Plagiarism 
webpage (ASB >Learning and Teaching>Student services>Referencing and 

plagiarism)   

 
 
2. STUDENT RESPONSIBILITIES AND CONDUCT 
 
Students are expected to be familiar with and adhere to university policies in relation to 

class attendance and general conduct and behaviour, including maintaining a safe, 

respectful environment; and to understand their obligations in relation to workload, 

assessment and keeping informed.  

 

Information and policies on these topics can be found in the ‘A-Z Student Guide’: 

https://my.unsw.edu.au/student/atoz/A.html. See, especially, information on 

‘Attendance and Absence’, ‘Academic Misconduct’, ‘Assessment Information’, 

‘Examinations’, ‘Special Consideration’, ‘Student Responsibilities’, ‘Workload’ and 

policies such as ‘Occupational Health and Safety’. 
 
 
2.1. Workload 
 
For a Master of Marketing elective course (3 UOC) it is expected that you will spend 

at least a total or 60 hours, or more, in study. 
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This time should include reading, research, and working on assignments. 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.  

 
2.2. Attendance 
 
Your regular and punctual attendance at lectures and seminars is expected in this 

course. University regulations indicate that if students attend less than eighty per cent 

of scheduled classes they may be refused final assessment.  
 
2.3. General Conduct and Behaviour 
 
You are expected to conduct yourself with consideration and respect for the needs of 

your fellow students and teaching staff.  Conduct which unduly disrupts or interferes 

with a class, such as ringing or talking on mobile phones, is not acceptable and 

students may be asked to leave the class. More information on student conduct is 

available at: https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html 
 

 
2.4. Occupational Health and Safety  
 
UNSW Policy requires each person to work safely and responsibly, in order to avoid 

personal injury and to protect the safety of others. For more information, see 

http://www.ohs.unsw.edu.au/. 
 
 
2.5. Keeping Informed 
 
You should take note of all announcements made in lectures, tutorials or on the course 

web site.  From time to time, the University will send important announcements to your 

university e-mail address without providing you with a paper copy.  You will be deemed 

to have received this information. It is also your responsibility to keep the University 

informed of all changes to your contact details. 
 
 
3. SPECIAL CONSIDERATION AND SUPPLEMENTARY EXAMINATIONS 
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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.html) 

and be lodged within 3 working days of the assessment to which it refers; 

2. 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; 

3. Applying for special consideration does not automatically mean that you will 

be granted a supplementary exam; 

4. Special consideration requests do not allow lecturers-in-charge to award 

students additional marks. 

 
 
4. ADDITIONAL STUDENT RESOURCES AND SUPPORT  
 

The University and the ASB provide a wide range of support services for students, 

including: 

• ASB Education Development Unit  (EDU) 
http://www.asb.unsw.edu.au/learningandteaching/studentservices/Pages/default.aspx  

Academic writing, study skills and maths support specifically for ASB students. 

Services include workshops, online and printed resources, and individual 

consultations. EDU Office: Room GO7, Ground Floor, ASB Building (opposite 

Student Centre); Ph: 9385 5584; Email: edu@unsw.edu.au  

• Capturing the Student Voice:  An ASB website enabling students to comment on 

any aspect of their learning experience in the ASB. To find out more, go to the 

Current Students/Resources/Student Feedback page here. 

• 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 ) 
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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  

• UNSW IT Service Centre: :  https://www.it.unsw.edu.au/students/index.html 

Technical support for problems logging in to websites, downloading documents 

etc.: UNSW Library Annexe (Ground floor); Ph: 9385 1333. 

• 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:  Quadrangle Building, Level 2, 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   
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