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Course-Specific Information 
 
 
The Business School expects that you are familiar with the contents of this 
course outline. You must also be familiar with the School’s Course Outlines 
Policies webpage which contains key information on: 
• Program Learning Goals and Outcomes 
• Academic Integrity and Plagiarism 
• Student Responsibilities and Conduct 
• Special Consideration 
• Student Support and Resources  
 
This webpage can be found on the Business School website.  
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COURSE-SPECIFIC INFORMATION 

 

1 STAFF CONTACT DETAILS 

Lecturer-in-charge: Professor Munib Karavdic  
Phone No: 0401 688 491 
Email: munib.karavdic@unsw.edu.au 
Consultation Times – After lecture (or by appointment) 
 

2 COURSE DETAILS 

2.1 Teaching Times and Locations 

Lecture: Lectures start in Week 1 (29 July) 
Day: Saturday  
Time: 9am to 4pm 
Venue: 9am -12pm: Business School Building Room 115 
 1pm – 4pm: Business School Building Ground floor - The Place G26 

2.2 Units of Credit 

The course is worth 6 units of credit. 
There is no parallel teaching in this course. 

2.3 Summary of Course  

“Creativity is thinking up new things. Innovation is doing new things.” Theodor Levitt 
 
Creativity and innovation are the key drivers of success for many of today’s leading 
companies. Some of the most dramatic gains in shareholder value over the last few years 
(e.g. Google and Apple) have been created by the culture of creative innovation. Indeed, 
a culture of creativity and innovation is commonly recognised as the only sustainable 
competitive advantage.  
 
This course will focus on developing new ways of thinking and will discuss in depth the 
intricacies of innovation, customer experience, solution development and the problems 
faced by managers in this area. The course provides many opportunities to apply these 
new ways of thinking through class exercises and the course project, where you will 
develop creative concepts for an assigned topic. Active participation in this course will 
provide you with the opportunity to gain practical, real world experience in the application 
of different tools and approaches such as Human Centred Design (HCD), Ten types of 
innovation, Crowdsourcing innovation, Lean Start up, and others. The project will follow 
the phases of human centred design (HCD) to synthesise real-time research, approach 
ideation and investigation on parallel tracks. Teams will present their work at the end of 
term and vote on each other’s presentations. Further, this course will help your ability to 
communicate your recommendations, ideas or solutions (oral and written). 

2.4 Course Aims and Relationship to Other Courses 

The premises of this course are that (i) all people are naturally creative and (ii) everyone’s 
creative abilities can be improved (just like all your other abilities) through learning and 
practicing certain skills and techniques. The course is intended for students who want to 
enhance their innovation and creative thinking skills in business and other domains. More 
specifically, the course is designed to help students: 

1. Stimulate creativity in themselves and others. 
2. Learn the impact of innovation on growth creation. 

mailto:munib.karavdic@unsw.edu.au
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3. Understand several innovation concepts/ methodologies. 
4. Apply creative and design thinking to real-world business situations. 
5. Learn how to build and lead an innovation team. 

 
The ultimate goal of the course is to change the way each student views themselves and 
re-design their focus on career and leadership. Students are expected to leave this 
course with a better understanding of themselves and how to recognise and drive their 
own creativity in the business setting. 

2.5 Student Learning Outcomes  

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.  

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

1. Explain the nature of creativity and innovation. 
2. Explain ways for innovation to be systematically triggered. 
3. Identify ways to turn creativity into insights, ideas, opportunities and action. 
4. Apply different innovation methodologies for your company growth. 
5. Implement Human Centred Design into your own projects. 
6. Explain how to bring creativity and innovation into an organisation. 

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 Program Learning Goals and Outcomes, see the School’s 
Course Outlines Policies webpage.  
 
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 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  • Define and explain the main concepts, 
principles, analytical tools, and contemporary 
issues that impact on the marketing discipline. 

• Recognise and explain the inter-relatedness of 
your business discipline to other business 
disciplines within an organisation. 

• Report 

• Project 
presentation 

• Essay 

https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies
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2  Critical thinking and 
problem solving  

• Investigate a real business issue by identifying 
the problem, then applying relevant innovation 
concepts, frameworks and analytical tools, and 
recognise when other disciplines may be 
relevant to providing a solution to the problem. 

• Formulate an innovation process to tackle 
actual problems or issues. 

• Evaluate and recommend solutions based on 
the analysis of the problems or issues. 

• Apply innovation knowledge and skills in order 
to develop a robust solution to an unstructured 
client problem. 

• Report 

• Project 
presentation 

• Essay 

3a  Written 
communication  

• Construct written work that is logically and 
professionally presented.  

• Report 

• Essay 
 

3b  Oral communication  • Communicate ideas in a succinct and clear 
manner.  

• Project 
presentation 

4  Teamwork  • Work collaboratively to complete the project. • Individual 
reflection 

• Peer 
evaluation of 
teamwork 

5a Ethical, 
environmental and 
sustainability 
responsibility  

• Not specifically addressed in this course. • Not assessed 
in this course 

5b Social and cultural 
awareness  

• Not specifically addressed in this course. • Not assessed 
in this course 

 

3 LEARNING AND TEACHING ACTIVITIES 

3.1 Approach to Learning and Teaching in the Course 

The course consists of a combination of lectures, class discussions, case discussions, 
class exercises, guest lectures and a major project. Lectures and class discussions 
focus on the text and reading materials, and provide the theoretical underpinnings of the 
course. Management problems, in the form of cases, are assigned to enable the student 
to apply their knowledge. Independent study is a major part of the course, as the project 
requires much out-of-classroom work done in teams. 

3.2 Learning Activities and Teaching Strategies 

Rather than merely rehashing concepts developed in the text, class sessions will be 
devoted to probing, extending and applying text material. It will be assumed that students 
have read the text assignments and readings for the week, and that they will be ready 
for discussion in class. Students may be called upon to open the readings or the case. 
It is absolutely critical that you be able to follow a discussion, synthesise and evaluate 
perspective. 
 
The pedagogical philosophy in this course is that of ‘learning by doing’. Concepts that 
are discussed and knowledge gained in class will be applied to ‘real life’ problems 
through the major project that students will work on, in groups. 
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The course stresses interactive teaching and discovery based learning.  

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

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

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

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

• The design of assessment tasks reinforces crucial knowledge and skills areas.  
 
The sessions will be run by a combination of lecture, external presentations from industry 
experts, class discussion, presentations, and workshop activity. For most weeks, there 
will be a presentation by an industry expert.  
 
There will be one group assignment covering Human Centred Design (HCD) 
approaches for innovation and growth.  
 
Active participation is an important component of the Master of Marketing program. All 
students are expected to participate in class discussions and activities as well as, at 
various times throughout the session, making contributions to the discussion. For each 
class meeting articles will be assigned. Students are expected to have read the articles 
before coming to the class. 
 

4 ASSESSMENT 

4.1 Formal Requirements 

In order to pass this course, you must: 

• achieve a composite mark of at least 50; and 

• perform satisfactorily in all assessment tasks (see below). 

4.2 Assessment Details 

Assessment 
Task 

Weight Length Due Date 

Class 
preparation 

30% Max one page per 
article 

Before 9am every Saturday for the 
current lecture (upload report on 
Moodle) 

Project 
presentation 

15% 30 minute 
presentation (+15 
mins Q&A) 

Upload presentation on Moodle by 9am 
Saturday, 2 September 

Team written 
report 

15% Maximum 10 A4 
pages 

Upload report on Moodle before 5pm 
Friday, 1 September 

Company 
Innovation 
story (final 
exam) 

40% Maximum 2500 
words 

Upload report on Moodle by 11:59pm 
Saturday, 23 September 
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4.3 Assessment Format 

4.3.1 Class preparation and case analysis  
Due date:  Before 9am, every Saturday for current lecture 
Weight:  30%  
Length:  1 page MAXIMUM of text per article 
Submission:  Uploaded to Moodle  
 
Active preparation and participation are important components of the Master of 
Marketing program. You will be assessed on your ability to contribute to class 
discussions of case studies, designated readings and questions from the course 
lecturer. 
 
Class preparation  
 
Because this course relies heavily on conceptual articles and case materials, both 
extensive preparation before the class and in class participation are required to ensure 
the class' success. What you get from this course will depend on what you put in – not 
just in terms of your reading and analysis of the articles and cases, but your willingness 
to question and to seek alternate perspectives, to be clear about your own position, and 
to defend your arguments.  
 
Guide to article analysis. The following set of questions is provided to guide your 
analysis of the readings assigned in this course. 
 
1. What is the essence of their ideas? What problem or issue does it address? 
2. What did you learn from the reading? 
3. What problems or concerns are you left with?  

 
Preparation Notes. It is expected that you will make brief notes or outlines before 
coming to class. It is required to prepare notes (1 page) for each article and case study 
that will be discussed in that week 
 
Preparation notes are to be uploaded on to Moodle before class. Late participation 
notes submission will be graded as zero. 
 

4.3.2 Group project   
Due date:  Report: Before 5pm, 1 September 
  Presentation: Before 9am 2 September 
Weight:  30% (15% presentation + 15% final report) 
Length:  10 pages MAXIMUM of text (20 pages MAXIMUM with appendix) 

Please number all pages starting from the Managerial Summary. 
Font:   Times New Roman, size 12 
Margins:  1" on all sides (top, left, bottom, and right) 
Presentation:  10 Power Point slides MAXIMUM 
Submission:  Uploaded to Moodle  
Assessment:  Peer evaluation (see Form 1 on the last page). No written feedback on 

projects. 
 
The group project will focus on a process used to describe a way of thinking and a set of 
key outputs and deliverables associated with creative concept exploration and 
development. To do this, students will talk to real users; observe people in their native 
environments; think about real physical, technical, and social constraints; and 
understand real market pressures. This process will yield innovative experience 
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concepts that have the potential to be buildable, create traction in the marketplace, and 
forge emotional connections with users. The group project will be used as the basis for 
the collaborative working sessions. It is very important to emphasise that there will be 
practical group work between weekly classes: interview people, synthesise findings, 
prototypes testing, etc.   
 
The goal of the project is to discover insights, design concepts, and visually 
communicate an experience using creative methods and research heuristics. The 
project task is to create a market– and technology-appropriate consumer experience 
that creates an innovation opportunity for an assigned client and industry. The 
assignment should be done in groups of four people. Groups will be formed in first week.  
 
Presentation content should be selected elements from your findings. The presentation 
will contribute 15% of the total mark. Also, your final mark for the group project will be 
adjusted based on your peers’ evaluation of your contribution to the group work (it can 
be up to 10% below your group mark). 
 
For presentation purposes, we will create the VC’s/company ‘board’ which will consist 
of a representative of each student group and the lecturer (chair). Each group will 
present their project to the company’s ‘board’. The objective is to seek the board’s 
approval to develop an innovation concept.  
 
Each team’s presentation will be 30 minutes long (including 10 minutes Q&A) and will be 
delivered to an audience consisting of the course coordinator, other students and the 
client. All team members must present for a minimum of 3 minutes. 5% out of the 15% 
is allocated to individual performance and the remaining 10% to the team’s performance. 
A presentation rubric (or marking guide) will be provided to assist you in your 
presentation (details and requirements can be found on Moodle). 
 
The presentation is to cover: (i) the team’s understanding of the customer/business 
problem; (ii) a summary of the relevant information gathered during the research phase, 
and insights derived from an analysis of the interviews; (iii) a range of preliminary options 
for possible solutions to the client’s problem; (iv) a high level of desirability, feasibility and 
viability of the concept.  
 
The final group report will be assessed on the following criteria: 

• Demonstrated understanding of the problem’s brief (20%) 
• Quality and coverage of the research and information gathered (15%) 
• Demonstration of Human Centred Design (HCD) tools by application of the range 

of frameworks and tools used to analyse the data and generate concepts (30%) 
• Prototype demonstration and implementation plan (20%)   
• Overall quality and effectiveness of the report (15%) 

 
 

4.3.4 Company Innovation story (final exam) 
Due:   Before 11:59pm, 23 September 
Weight:  40%  
Exam length: Maximum 2,500 words  
Submission:  Uploaded to Moodle 
 

Although there are many innovative companies in Australia, most examples that we 
use when we talk about innovation are international. The objective of this task is to 



7 

business.unsw.edu.au  
 

MARK6102: Creativity, Innovation and Change in Marketing 

 

assess students’ understanding of the subject and how they evaluate individual 
companies in achieving their success applying design principles and methods.  

Unless students want to use their own company, a list of potential companies for the 
innovation story assignment will be provided in the first class. The main criteria for 
selecting the company is that the innovation outcomes delivered provide value for end 
users. The students will be provided with the contact person in the company for an 
interview and additional material necessary (subject to company’s confidentiality 
policies). 

Case study content: 

1. Title: Keep it short. Focus on highlighting the most compelling accomplishment. 
2. Executive Summary: A short summary of the entire story.  
3. About: An introduction to the company, market overview and positioning. 
4. Challenge: A description of the customer's challenges, prior to the company’s 

introduction of the product/service. This section should also include the goals 
that the company set out to achieve. 

5. The ways the challenge was addressed: Describe their process through HCD 
steps where possible, such as the problem statement, discovery process, 
insights, ideas/concept, prototyping, testing, learning and launching to the 
market    

6. Results: A results that proves how product/service specifically impacted the 
customers and the company, and helped achieve goals. Include data to quantify 
their contributions. 

7. Supporting Visuals or Quotes: Pick one or two powerful quotes that you 
would feature at the bottom of the above sections, as well as a visual that 
supports the story you are telling. 

For more guidelines on how to write case studies, student can use Writing case study at 
UNSW. 

4.4 Assignment Submission Procedure 

All assignments should be uploaded to Moodle course web site as per instructions.  
A daily penalty of 10% applies to late assignments. 

4.5 Special Consideration, Late Submission and Penalties 

Grades for progressive assessments during the session (either by assignments, 
participation and/or a mid-session examination) will be provided to students in a form of 
a letter grade (not as a mark) as follows. This follows the grading system used on other 
postgraduate degrees in the UNSW Business School.  
 

Grade Mark Explanation 

A 75 - 100 A superior to outstanding performance 

B 60 - 74 A good performance  

C 50 - 59 An acceptable level of performance 

Fail 0–49 Performance below minimum level of competence 

 
Course results are released to students and are available via MyUNSW as a mark 
following a Business School sub-committee meeting to approve distribution of marks. 
 

https://student.unsw.edu.au/writing-case-study
https://student.unsw.edu.au/writing-case-study
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For information on Special Consideration please refer to the Business School’s Course 
Outlines Policies webpage.  
 

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. 

 

5 COURSE RESOURCES 

Required reading pack:  
 
Book: Innovating for People: Handbook of Human-Centred Design Methods, by LUMA 
Institute, 2012 
 
Articles: All articles and case studies posted on Moodle (see section 10).  
 
Students are responsible to download material and print documents (if they so 
need). http://moodle.telt.unsw.edu.au 
 

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 myExperience survey is one of the ways in which student evaluative feedback 
is gathered. In this course, we will seek your feedback through end of each class Moodle 
responses and end of semester myExperience responses.  

At the end of each class, students are asked to take a minute writing an assessment of 
that class in the Moodle. You are asked to address two questions: 
 
1. What went well in today's class; what part was particularly stimulating. 
2. What didn't work as well; what part was confusing or too peripheral. 
 
These papers are unsigned and ungraded. Their sole purpose is to provide constructive 
feedback to permit continuous improvement in the content and form of the course. 
  

https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies
https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies
http://moodle.telt.unsw.edu.au/
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7 COURSE SCHEDULE 

IMPORTANT: Readings for the July 30th class must be completed before the 
first class meets.  

W Date Topics Readings & Cases  

1 29 Jul 

 

1a. Introduction and course overview 

1b. Human Centred Design   

Innovation 

1c. Project start – Problem framing, 

preparation for customer interviews 

 

Guest lecturer: Alex Cheek,  

Design Principal, Salesforce 

COMPLETE THESE READINGS BEFORE CLASS 

• The Design of Everyday Things, Don Norman, 
Basic Books, 2013  

• Thinking and doing ethnography in service 
design, Segelstrom, Raijmakers & Holmlid, 2009 

• Book chapters: Innovating for People: Handbook 
of Human-Centred Design Methods: Problem 
Framing (pages 48-57); Looking (pages 1-26) 

 

2 5 Aug 

 

2a. Ten Types of innovation 

2b. Customer insights and 

opportunities  

 

Guest lecturer: Sean Brennan, 

Head of Design & Innovation, AMP 

• You need an innovation strategy, HBR, July 2015 

• What Is Disruptive Innovation? HBR, December 
2015. 

• Ten types of Innovation: 
https://www.doblin.com/tentypes/ 

• Book chapters:  People & Systems (pages 29- 
40); Patterns & Priorities (40 – 48)  

3 12 Aug 

 

3a. Blue Ocean Strategy 

3b. Crowdsourcing innovation  

3c. Ideation and concepts 

preparation 

 

Guest lecturer: Inge van der Poel, 

Design Principal, WAVE Design 

• Blue Ocean Strategy, Kim & Mauborgne, CMR, 
2005 

• Using the crowd as an innovation partner, HBR 
April 2013 

• Book chapters: Concept Ideation (pages 57 - 68) 

4 19 Aug 

 

4a. Creating a Culture of Innovation 

4b. Envisioning and prototyping 

 

Guest lecturer: Quinn Chow, Lead 

Designer, AMP 

• How Innovative Is Your Company’s Culture? MIT 
Sloan Management Review, Spring 2013 

• Prototyping is the short hand of design, Tom 
Kelley, 2001 

• Book chapters: Modelling & Prototyping (pages 
68-76); Design Rationale (76 – 83) 

5 26 Aug 

 

5a. Innovation implementation 

5b. Business model innovation 

 

Guest lecturers: Franki Chamaki, 

COO and Co-founder, Hivery Start-

up  

• Why the Lean Start-up Changes Everything? 
HBR, May 2013 

• Hypothesis-Driven Entrepreneurship: The Lean 
Start up, HBS, 2013 

6 2 Sep 

 

Project presentations (VC/Capital Committee style pitch) 

 

Panel member: TBA 

 9 Sep Reflection Essay 

 

https://www.doblin.com/tentypes/
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EVALUATION FOR GROUP PROJECT 
 

MARK 6102, Session 2 

 
 
The purpose of this form is to allow you to evaluate the relative contribution of the members of 
your group to the group project. In making your evaluation, you should divide 100 points among 
the members of the group, other than yourself. Thus, the total in each column should be 100. 

 
Your name: ____________________________ 
 

Group Topic: 
_________________________________________________________ 

 
Team member (s) name Conceptualis

ation 
Project 

execution 
Team 
work 

Overall 
contribution 

     

     

     

     
TOTAL  100% 100% 100% 100% 

 
Please provide brief comments on the scores you gave: 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Thank you very much for your input! 
 


