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PART A: COURSE-SPECIFIC INFORMATION 

1 STAFF CONTACT DETAILS 
Lecturer-in-charge: Mr Phillip A Armstrong 
Office: Quadrangle Building, Room 3043 
Consultation Time: Monday, 4.30 – 5.30pm 
Mobile: 0404 468 148 
Email: phil.armstrong@unsw.edu.au 

Please note consultation time is limited. Please contact me via mobile if the scheduled 
consultation time is not suitable for you. If I am unable to answer please leave a 
voicemail or send an email. I will respond to your call and email as soon as possible, but 
please keep in mind regular office hours and weekends. 

2 COURSE DETAILS 

2.1 Teaching Times and Location 
The course is taught as a combined 3 hour class Lecture and Tutorial (with a short half- 
time break). 

Lectures commence Week 1 – Monday February 27 and finish in Week 12 – 
Monday May 22. 

Class location: Building E 12 – Lecture Room 115. 

Units of Credit 

The course is worth 6 units of credit. 

2.2 Summary of Course 
In the past 20 years, the eras of E Commerce and M Commerce have revolutionised the 
way in which Governments, Corporations and Consumers have interacted. Today 
Customer access to information and thereafter to the consumption of a wide range of 
Services, rely upon an increasing use of Customer driven, self - service initiatives. 
Services industries have become the commercial growth engines of developed 
Economies. The effective Marketing Management of Consumer and Industrial Services 
require an understanding and leverage of unique characteristics and capabilities which 
are differentiated from traditional Product Marketing. 

These subtle differences are most readily observed during the key phases of Concept 
Development and Customer Service delivery. The Marketing of Services leverages a 
wide range of Customer engagement techniques; which are somewhat unique, rather 
than completely distinctive from shared Marketing mix elements and processes that 
otherwise apply to the traditional approaches seen in classic Product Marketing. 

Mark 6104 is heavily oriented towards a rigorous, student dominated, interactive learning 
approach. The course will involve examination and discussion of contemporary Services 
Marketing Management theories; including reference to dynamic concepts and advanced 
Customer Service delivery models. Contemporary HBR Case Studies sourced from a 

mailto:phil.armstrong@unsw.edu.au
mailto:phil.armstrong@unsw.edu.au


business.unsw.edu.au 2 
CRICOS Code 00098G 

wide range of industry sectors will be analysed. For each student, a residual learning 
benefit will develop based in part upon the quality of their weekly interactive class 
participation and individual coursework contribution. 

Marks will be awarded to reflect the quality of individual Case Study summaries 
and the depth of participation in weekly class discussions. 

Students will be encouraged to think clearly and logically about business problems and 
opportunities identified in the individual Case Studies. We will examine techniques to 
critically evaluate large volumes of complex Marketing Case Study data and Customer 
Services information. Industry best “global and local practices” in Services Marketing will 
be reviewed. 

As a group, we will analyse conventional Marketing Mix frameworks. Thereafter our aim 
is to understand how to improve Customer Service delivery; whilst increasing Customer 
loyalty and improving overall Customer Service satisfaction levels in a cost effective and 
sustainable manner. We will discuss and explore in depth, the 7 Ps of the “Marketing 
Mix” (the traditional 4 Ps plus people, processes, and physical evidence). Special 
emphasis will be placed upon the role of People ( 5th P ) and superior Business 
Processes and clever IT CRM systems ( the 6th P) in shaping effective Services 
Marketing Management programs. 

2.3 Course Aims and Relationship to Other Courses 

Mark 6104 is offered as an elective in the Master of Marketing degree. 

The course focusses exclusively on Services Marketing Management and expands upon 
traditional Marketing concepts previously studied in other Marketing and/or Business 
Studies courses. Prior studies in Commerce combined with on the job experience will be 
a highly valuable prerequisite. Mark 6104 will refresh and amplify existing Marketing 
skills; to assist students address the fast paced opportunities and challenges that define 
the Internet dominated Marketing Services sector. The study of Service Marketing 
Management will complement the wider array of Post Graduate Marketing subjects 
taught within the UNSW Master of Marketing degree. 

Student Learning Outcomes 

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

1. Understand, demonstrate and explain how the Marketing and Sale of Consumer
and Industrial Services differ from tangible Products. Students will understand how
these differences influence the design and execution of successful Marketing
Services strategies and Customer Service offerings.

2. Identify and explain emerging issues and challenges facing Services Marketing
organisations across Multiple Industry sectors. The use of advanced analysis and
creative thinking abilities,will enable students to successfully design and implement
winning Customer Services Marketing offerings and/or implement defensive Market
Share retention plans.

3. Apply tools and models that Marketing Managers use to measure and increase
Customer perceptions of satisfaction, service quality and value for money.
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4. Apply the 7 Ps of the traditional Marketing mix to contemporary Services Marketing
Management challenges and opportunities.

5. Be confident of your newly learned abilities to critically evaluate Marketing Services
Management business models, plans and proposals. Your aim will be to develop
these essential business skills; so as to participate in and eventually lead cross
functional business teams within your workplace environment.

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 diligently complete the 
mandatory assessment items. Class participation will be closely scrutinised and 
individual performance counselling offered. 

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 
UNSW Business School. Program Learning Goals are what we want you to BE or HAVE 
by the time you successfully complete your Post Graduate Marketing degree (e.g. 
‘become a highly respected Marketing Manager and effective business team player’). 

You can demonstrate your academic learning by achieving specific Program Learning 
Outcomes. 

For more information on the Postgraduate Coursework Program Learning Goals and 
Outcomes, see Part B of the course outline. 

Business 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 research and analyse complex issues and problems that impact upon Business 
and/or Marketing Management. Your KPI will be your enhanced ability to define and propose appropriate 
and well-justified solutions. 

3. Communication: Our graduates will be effective communicators in professional contexts.
You should be able to: 

a. Produce written documents that communicate complex disciplinary ideas and
information effectively for the intended audience and purpose, and 

b. Produce oral presentations that communicate complex disciplinary ideas and information
effectively for the intended audience and purpose. 

4. Teamwork: Our graduates will be effective team participants.
You should be able to participate collaboratively and responsibly in teams, and reflect on your own 
teamwork, and on the team’s processes and ability to achieve outcomes. 

5. Ethical, social and environmental responsibility: Our graduates will have a sound awareness of
ethical, social, cultural and environmental implications of business issues and practice. 
You should be able to: 

a. Identify and assess ethical, environmental and/or sustainability considerations in business
decision-making and practice, and 

b. Consider social and cultural implications of business and /or management practice.
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The following table shows how your Course Learning Outcomes relate to the overall 
Program Learning Goals and Outcomes. The table below indicates where and how these 
skills are assessed. 

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: 

Learning outcome will 
be assessed in the 
following items: 

1 Knowledge of 
Services Marketing 
Management 
Theories and 
selected HBR Case 
Studies. 

- Demonstrate and explain how the
characteristics of consumer service 
products differ from tangible goods, 
and how this impacts on design 
and execution of Marketing 
Services strategies and 
capabilities. 

- Understand a wide range of
emerging issues and challenges 
facing Services Marketing 
Management organisations. 

• Individual
Assignments

• Weekly Class
Participation

2 Critical thinking and 
problem solving 
leveraged from HBR 
Case Studies and 
demonstrated by 
class contribution. 

- Understand theory and apply tools
and models that Marketing 
Managers employ to increase 
Customer perceptions of 
satisfaction, service quality and 
value. 

- Apply the 7 Ps of the Marketing
mix. 

• Individual
Assignments

• Weekly Class
Participation

3a High Quality Written 
communication. 

- Construct written work which is
logically and professionally 
presented. 

• Individual
Assignments

• Weekly Case
Study Summary

3b Effective and 
Persuasive Oral 
communication. 

- Communicate ideas in a logical,
succinct and clear manner. 

- Gather support for your point of
view. 

• Weekly Class
Participation

4 Teamwork. - An essential life and work skill.
- Working in a collegiate and

harmonious way with other 
students. Demonstrate team 
leadership. 

• Weekly Class
Participation

5 Industry Sector 
Awareness. 

- Develop deep Industry Sector
knowledge to add value to your 
career development. 

• Weekly Class
Participation

• Extra Reading

6 Knowledge of Global 
and Local Business 
Environment and the 
critical influence of 
Government. 

- The quality and depth of your Class
commentaries and awareness of 
the broader Commercial landscape 
will define individual progress. 

• Weekly Class
Participation

• Extra Reading
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3 LEARNING AND TEACHING ACTIVITIES 

3.1 Approach to Learning and Teaching in the Course 
The learning experience in this course is based on an active, adult-learning approach 
that values and rewards interactive learning. The foundation of this approach is the 
weekly in depth analysis of HBR Case Studies. The selected Case Studies will 
challenge students’ collective and individual experiences from their workplace and past 
academic learnings in Marketing. 
Students will be challenged to reference their individual experiences as Marketing 
Services consumers and providers. The aim of Mark 6104 is to encourage thoughtful 
student contributions via quality structured class activities, discussions, and question 
time. 
Emphasis will be placed upon discussion of real world examples, as highlighted by the 
key learning elements within each HBR Case Study. The aim is to help  students 
explore, understand and then successfully apply the principles of these Services 
Marketing Management concepts in their business careers. 
The weekly lecture component will reference Services Marketing theories and concepts. 
Selected Chapter readings from the Text Book will be discussed. The Tutorial 
discussion will describe how these learnings can be applied across a broad range of 
diverse business settings. 
All class materials will be uploaded to UNSW Moodle in a timely manner to allow you to 
preview lecture slides and weekly HBR case studies. During class you are encouraged 
to concentrate on actively listening to the lecture materials, whilst always applying 
critical thinking to what you have learnt. Healthy scepticism and pragmatism will be 
encouraged and rewarded during class discussions. 

Students must summarise the assigned HBR Case Study and have also 
completed weekly Text Book readings prior to class. 
A one page, typed HBR Case summary (hand-in) is required for weeks 2-12 
inclusive (except week 10, no case study required). 
Class discussions will be moderated by the use of sophisticated business language. 
Each class member will be actively peer reviewed and supported. The course aim is to 
inform, uplift and develop the Marketing Services knowledge of each class member. My 
personal aim is to equip each class member with transferable business skills. These 
reusable skills should assist you develop and manage cost effective, winning Marketing 
Services programs throughout your business career. 

4 ASSESSMENT 

Formal Requirements 

In order to pass this course, you must: 

• achieve a composite mark of at least 50; and
• make a satisfactory attempt at completing all assessment tasks
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Assessment Task Weighting Length Due Date 
Quality of HBR Case 15 marks One A 4 page Commencing Week 2. 
Summary Submission. prorated 

across 
10 
weekly 
case 
studies 

summary for 
each HBR Case 
Study. 

Ending Week 12. 
No case summary for 
Week 10 

Quality and Depth of 15 marks Frequency and Commencing Week 2. 
Class Participation and 
evidence of HBR Case 
Understanding 

prorated 
across 10 
weekly 
case 
studies 

Quality of Your 
Individual Class 
Commentary 

Ending Week 12. 
No class assessment for 
Week 10 

Major Assignment for 40 marks. 3,000 words Released in class 
Mandatory Question.  submitted via 9.00pm Mon April 3. 

Moodle and 
Turnitin. 

Submitted NO LATER 
than 9.00pm Mon 
May 8. 

Minor Assignment(s) in 30 marks. 2 Exam Style Released in class 
lieu of formal Essays of 1,000 9.00pm Mon 22 May. 
examination. words each. 15 

Marks per 
essay. 

Submitted NO LATER 
than 9.00pm Weds May 
24. 

Submitted via 
Moodle and 
Turnitin. 

Total 100% 

(1) Weekly HBR Case Summary and Class Discussion (30 marks ) 
My expectations are this evening class is a standing business appointment. Your 
presence is required. Case Studies and other discussion questions will be posted on 
UNSW Moodle at least one week prior to each class. 
Your participation during classes will be monitored. You are expected to actively 
participate in class activities, group discussions and case analyses. 
For the HBR Case Studies discussed in class, students are to submit a 1 page case 
study summary. The objective of the case summary is to engage students with the 
problems raised in the Case study. During class; I will be looking for informed debate, 
detailed exploration and discussion of various Services Marketing concepts. 

Each case study summary is to be no longer than one page - typed in 12 point 
font.  Bullet point format is acceptable. 

An effective case study summary should include: 

• A 1-2 sentence problem statement summarising the key issues of the Case.

• A brief summary of the main issue(s); you might find it helpful to reflect on the
discussion questions at the end of the case, where applicable.
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• Recommend and justify possible solutions to the core challenges  described
within the case, anchored via reference to the relevant literature and  other
course material.

(2) Major Assignment (40 marks). 

A 3,000 word Major Essay (excluding charts/diagrams/appendices). 
A minimum of (6 ) Academic Journal References are required. 

Harvard Style formal academic writing is required. It is expected Students will offer high 
quality grammar and expression; inclusive of sophisticated business and academic 
language. You will have the opportunity to show the depth of your understanding and 
application of Marketing Mix elements and contemporary Marketing Services 
Management theories and Global Best Marketing Practices. 

To score highly, your ability to synthesise class work learnings via a high quality essay 
submission is critical. Your essay must demonstrate original thinking. It must be well 
supported by clear, concise, persuasive discussion and show a superior understanding 
of sophisticated Marketing Services Management. I will be looking for direct evidence 
you have referenced a wide ranging source of contemporary Academic Journals, 
Business Publications, Newspaper Articles, Industry Seminars, Case Studies and 
Textbook sources. 

Above all else, you must demonstrate that you have clearly understood the central 
issues of Marketing Services Management. 

Your essay must respond to the core elements of the question at hand. Detailed industry 
analysis, augmented by thoughtful commentary of ”global best practices” is essential. 
Your analysis must lead to logical solutions and recommendations that are well justified. 
Support for the core elements of your essay should come directly from HBR Case 
studies, the course Text Book via reference to leading Academic Journals and 
commentaries from recognised Marketing Services experts. 

Students are warned to avoid an essay response which deals rather simplistically and 
seeks to merely restate the problem(s) at a high level. To score highly, I am after 
evidence your essay reflects high quality academic rigour and demonstrates the rare 
ability to get behind an understanding of the key issues that underpin the question at 
hand. 

3) Final Assessment ( 30 marks )

The final assessment is (2) essays of 1,000 words each. You can select your (2) 
essay topics from a set menu of (3) mandatory essay topics. 
The essay questions will have direct relevance to class learnings. The short form, exam 
style essays will test your ability to demonstrate and apply your newly acquired 
Marketing Services Management skills. 
The essays are to be written as if you were UNDER EXAMINATION conditions. You will 
not be obliged to formally reference your essay. 
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An ABSOLUTE STRICT submission deadline of 48 hours will apply starting from 
the release of questions in Class at 9.00pm on Monday 22 May. Essays MUST be 
received by Turnitin via Moodle, by latest 9.00pm Wednesday 24 May. 

Master of Marketing – Course Grade and Mark ranges 
 

Individual students will be assessed based on marks earned for each assessment task. 
 

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 UNSW Business School sub-committee meeting to 
approve distribution of marks. 

 
 

Failure to attend weekly classes will result in automatic loss of available 
participation and submission marks for that week. 

 
Late submission of the Major Assignment will incur a daily deduction 
penalty of 10% of the total marks, with a component of marks being 
deducted per day (including weekends) after the due date. 

 
Submissions will not be accepted after 5 working days. An assignment is 
considered late if the electronic copy has not been submitted to Moodle on time. 

 
Penalty exemptions for late submissions will only be considered, as per formal 
UNSW policies that govern illness and disadvantage caused by extreme life 
circumstances. 

 

 

5 COURSE RESOURCES 
 

The website for this course is on Moodle at: http://moodle.telt.unsw.edu.au . 
Please check Moodle regularly for course updates; for all case studies, readings and 
other materials. 

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. 

http://moodle.telt.unsw.edu.au/
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The recommended textbook for this course is: 
 

Lovelock, Christopher. H., Paul G. Patterson and Jochen, Wirtz 
(2015), Service Marketing: An Asia Pacific and Australian 
Perspective, 6th edition, Pearson Education: Sydney. 

 
 

6 COURSE EVALUATION AND DEVELOPMENT 
 

Each year feedback is sought from students and other stakeholders about the courses 
offered in the School. Continuous improvements are made based on this feedback. 
UNSW's online ‘myExperience’ process is one of the ways in which student evaluative 
feedback is gathered. At completion of this course, we will seek your feedback through 
formal ‘myExperience’ evaluations online. 
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7 COURSE SCHEDULE 
 

COURSE SCHEDULE 

Week Lecture Topic TEXT BOOK HBR Case 
Studies 

Week 1 
27 Feb 

Introduction to Course and 
Overview 

Chapter 1 Concept 
Introduction 

Week 2 
6 March 

Consumer Behaviour, 
Culture and Service 
Encounters 

Chapter 2 Weekly Case 
Summary 

Week 3 
13 March 

Marketing Services Design 
and Development 

Chapter 4 Weekly Case 
Summary 

Week 4 
20 March 

Physical and Electronic 
Channels 

Chapter 5 Weekly Case 
Summary 

Week 5 
27 March 

Services Delivery Costs 
and Pricing 

Chapter 6 Weekly Case 
Summary 

Week6 
3 April 

Services Marketing 
Communication 

Chapter 7 Weekly Case 
Summary 
Major Essay 
Release 
9pm 

Week 7 
10 April 

Managing Customer 
Service Delivery People 

Chapter 9 Weekly Case 
Summary 

MID SESSION BREAK 

Week 8 
24 April 

Building the Customer 
Service Environment 

Chapter 10 Weekly Case 
Summary 

Week 9 
1 May 

Managing Customer 
Service 

Chapter 11 Weekly Case 
Summary 

Week 10 
8 May 

Customer Relationships 
and Loyalty Programs 

Chapter 12 Major Essay 
Submission 
9pm 
 Week 11 

15 May 
Managing Customer 
Relationships 

Chapter 13 Weekly Case 
Summary 

Week 12 
22 May 

Customer Complaints and 
Service Recovery 

Chapter 14 Weekly Case 
Summary 

ESSAY 
SUBMISSION 
RELEASE 

  
Final essay release   
Monday 22 May 9pm 

 Final Essay 
Submission 
Weds 24 
May 9pm 
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PART B: KEY POLICIES, STUDENT RESPONSIBILITIES AND 
SUPPORT 
8 PROGRAM LEARNING GOALS AND OUTCOMES 

 
The Business School 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 and are 
sought after by employers. 

 
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 
students and essential for success in a globalised world. However, the specific outcomes 
reflect different expectations for these levels of study. 

 
We strongly advise you to choose a range of courses which assist your development of  
these skills, e.g., courses assessing written and oral communication skills, and to keep a 
record of your achievements against the Program Learning Goals as part of your portfolio. 

 
Business Postgraduate Coursework Program Learning Goals and Outcomes 

 
1. Knowledge: Our graduates will have current disciplinary or interdisciplinary knowledge applicable in 
local and global contexts. 
You should be able to identify and apply current knowledge of disciplinary or interdisciplinary theory and 
professional practice to business in local and global environments. 

 
2. Critical thinking and problem solving: Our graduates will have critical thinking and problem solving 
skills applicable to business and management practice or issues. 
You should be able to identify, research and analyse complex issues and problems in business and/or 
management, and propose appropriate and well-justified solutions. 

 
3. Communication: Our graduates will be effective communicators in professional contexts. 
You should be able to: 

a. Produce written documents that communicate complex disciplinary ideas and information 
effectively for the intended audience and purpose, and 

b. Produce oral presentations that communicate complex disciplinary ideas and information effectively for 
the intended audience and purpose. 

 
4. Teamwork: Our graduates will be effective team participants. 
You should be able to participate collaboratively and responsibly in teams, and reflect on your own teamwork, 
and on the team’s processes and ability to achieve outcomes. 

 
5. Ethical, social and environmental responsibility: Our graduates will have a sound awareness of 
ethical, social, cultural and environmental implications of business issues and practice. 
You should be able to: 

a. Identify and assess ethical, environmental and/or sustainability considerations in business decision- 
making and practice, and 

b. Consider social and cultural implications of business and /or management practice. 
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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: https://student.unsw.edu.au/plagiarism as well as the guidelines in the online 
ELISE tutorials for all new UNSW students: http://subjectguides.library.unsw.edu.au/elise 

 

To see if you understand plagiarism, do this short quiz: 
https://student.unsw.edu.au/plagiarism-quiz 

 

For information on how to acknowledge your sources and reference correctly, see: 
https://student.unsw.edu.au/harvard-referencing 

 
For the Business School Harvard Referencing Guide, see the Business Referencing and 
Plagiarism webpage (Business >Students>Learning support> Resources>Referencing and 
plagiarism). 

 
 
 

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 UNSW Current Students ‘Managing 
your Program’ webpages: https://student.unsw.edu.au/program. 

 
10.1 Workload 

 
It is expected that you will spend at least nine to ten hours per week studying this course. 
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 on expected workload: https://student.unsw.edu.au/uoc 

 
10.2 Attendance 

 
Your regular and punctual attendance at lectures and seminars or in online learning activities 
is expected in this course. University regulations indicate that if students attend less than 
80% of scheduled classes they may be refused final assessment. For more information, see: 
https://student.unsw.edu.au/attendance 

http://subjectguides.library.unsw.edu.au/elise
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10.3 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://student.unsw.edu.au/conduct 

 
10.4 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://safety.unsw.edu.au/. 

 
10.5 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. 

 
11 SPECIAL CONSIDERATION 

 
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 for undergraduate and postgraduate 
courses: 

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 > 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://student.unsw.edu.au/special- 
consideration 

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 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. 

http://safety.unsw.edu.au/
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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) 

https://www.business.unsw.edu.au/students/resources/learning-support 
The EDU offers academic writing, study skills and maths support specifically for 
Business students. Services include workshops, online resources, and individual 
consultations. EDU Office: Level 1, Room 1033, Quadrangle Building. Phone: 9385 
7577 or 9385 4508; Email: edu@unsw.edu.au. 

• Business Student Centre 
https://www.business.unsw.edu.au/students/resources/student-centre 
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 
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 services and facilities for students 
https://www.library.unsw.edu.au/study/services-for-students 

• IT Service Centre: 
https://www.it.unsw.edu.au/students/index.html 
Provides technical support to troubleshoot problems with logging into websites, 
downloading documents, etc. Office: UNSW Library Annexe (Ground floor). Phone: 
9385 1333. 

• UNSW Counselling and Psychological Services 
https://student.unsw.edu.au/wellbeing 
Provides support and services if you need help with your personal life, getting your 
academic life back on track or just want to know how to stay safe, including free, 
confidential counselling. Office: Level 2, East Wing, Quadrangle Building; Phone: 
9385 5418; Email: counselling@unsw.edu.au 

• Disability Support Services 
https://student.unsw.edu.au/disability 
Provides assistance to students who are trying to manage the demands of university 
as well as a health condition, learning disability or have personal circumstances that 
are having an impact on their studies. Office: Ground Floor, John Goodsell Building; 
Phone: 9385 4734; Email: disabilities@unsw.edu.au 

http://www.business.unsw.edu.au/students/resources/learning-support
mailto:edu@unsw.edu.au
http://www.business.unsw.edu.au/students/resources/student-centre
http://www.lc.unsw.edu.au/
http://www.library.unsw.edu.au/study/services-for-students
http://www.it.unsw.edu.au/students/index.html
mailto:counselling@unsw.edu.au
mailto:disabilities@unsw.edu.au
mailto:disabilities@unsw.edu.au
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