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PART A: COURSE-SPECIFIC INFORMATION 
 
1 STAFF CONTACT DETAILS 
Lecturer-in-charge: Stephen Enemark 
 
Room: Off-campus 
 
Phone No: 02 94118700/0419419759 
 
Email: stephen.enemark@managesales.com.au or stephen.enemark@agsm.edu.au 
 
Consultation Times: 9am – 5pm by phone (or by appointment from 5pm – 6pm 
Thursday) 
 
2 COURSE DETAILS 

2.1 Teaching Times and Locations 
 
Classes will be held in ASB Quad room G053 

 
Tutorials start in Week 2 (to Week 13). The Groups and Times are: 
 
Thursday, 6pm – 9pm 
 

2.2 Units of Credit 
 
The course is worth 3 units of credit. 
 

2.3 Summary of Course  
 
The course is built around the latest developments and practices in Sales and Key 
Account Management. 
 
The primary focus is on the Business-to-Business environment, with some references 
to the development of selling within the context of marketing strategies. 
 
B2B selling and key account management have been under-represented in the 
education and training of marketers. The course will address the role of personal 
selling in the B2B environment – it will look at how organisations secure and maintain 
business through a strategic application of selling and account management 
strategies. 
 
Customer Relationship Management will be addressed as a key component of the B2B 
marketing process. 
 
This course shows how successful sales and account management strategies impact 
immediately and directly organisation’s financial performance.  
 

mailto:stephen.enemark@managesales.com.au�
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2.4 Course Aims and Relationship to Other Courses 
 
The aim of this course is for students to: 
 

• understand fully how sales strategies contribute to the success of organisational 
marketing strategies,  

• understand how a successful sales strategy should be formulated and 
implemented,  

• recognise the importance and approaches for successfully managing key or 
strategically important accounts, and   

• develop the knowledge and skills to develop and manage a sales and key 
account strategy. 

 
An individual project on sales strategies and a group project on key account 
management will consolidate and test course content. 
 
Students should note: 

• To allow for guided discussion and interaction, significant student preparation is 
required in advance of each of the weekly classroom session.  

• In class, you will be expected to discuss, debate and offer personal insights and 
perspectives.  Students with sales and relevant key account management 
experience will also be encouraged to share their insights with the class.  
Students and/or teams may be asked to make an informal or formal 
presentation.   

 
The course will build on other an understanding of marketing planning and marketing 
communications in particular. It will also draw on an understanding of the principles of 
relationship marketing, loyalty and customer relationship management. 
 

2.5 Student Learning Outcomes  
On successful completion of the course students will be able to: 
 
1. Describe the role of personal selling in the marketing mix as it applies in both B2C 

and B2B environments. 
 

2.   Distinguish between selling strategies applicable to B2B and B2C markets. 
 
3.   Outline the importance of gathering and maintaining customer information in sales 

and account management. 
 
4.  Identify common and effective techniques for managing a sales force including 

territory and account coverage design and reporting. 
 
6.  Describe the characteristics of ‘key accounts. 
 
7.  Outline proven practices for the management of key accounts. 
 
8.     Define the nature of personal selling in relationship building and key account 

management. 
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ASB Postgraduate Coursework Program Learning Goals and Outcomes 
 

1. Knowledge: Our graduates will have current disciplinary or interdisciplinary knowledge 
applicable in local and global contexts. 
You should be able to identify and apply current knowledge of disciplinary or interdisciplinary theory and 
professional practice to business in local and global environments. 
 
2. Critical thinking and problem solving: Our graduates will have critical thinking and problem 
solving skills applicable to business and management practice or issues.  
You should be able to identify, research and analyse complex issues and problems in business and/or 
management, and propose appropriate and well-justified solutions. 
 
3. Communication: Our graduates will be effective communicators in professional contexts.  
You should be able to: 

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

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

 
4. Teamwork: Our graduates will be effective team participants.  
You should be able to participate collaboratively and responsibly in teams, and reflect on your own 
teamwork, and on the team’s processes and ability to achieve outcomes. 
 
5. Ethical, social and environmental responsibility: Our graduates will have a sound awareness of 
ethical, social, cultural and environmental implications of business issues and practice.  
You should be able to:  

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

b. Consider social and cultural implications of business and /or management practice. 
 

For more information on the Postgraduate Coursework Program Learning Goals and 
Outcomes, see Part B of the course outline.  
 
The following table shows how your Course Learning Outcomes relate to the overall 
Program Learning Goals and Outcomes, and indicates where these are assessed (they 
may also be developed in tutorials and other activities): 
 
 
Program Learning Goals 

and Outcomes 
Course Learning Outcomes Course Assessment 

Item 

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

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

This learning outcome 
will be assessed in the 
following items: 

1 Knowledge Explain the role of personal selling in the 
overall marketing process. 
 
Articulate the differences between 
selling in B2C and B2C markets 
 

Assignments 1 & 2 

2 Critical thinking and 
problem solving 

Apply the latest theory and practices in 
for  proposals to develop strategic 
selling approaches 

Assignments 1 & 2  
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3a Written 
communication 

Construct written work which is well 
planned, structured and presented as 
logical and academic argument. 

All assignment work 
plus three reflections 
on articles and case 
studies included in the 
course. 

3b Oral communication Communicate ideas in a succinct and 
clear manner. 
Participate in all class discussions. 

Part of assignment 2 
presentation 

4 Teamwork  Work collaboratively to complete a task. Assignment 2 is a 
team based 
assignment 

5a. Ethical, 
environmental and 
sustainability 
responsibility 

Identify and justify the ethical 
requirements of  selling in the business-
to-business environment 

All assignment work 
plus three reflections 
on articles and case 
studies included in the 
course. 

5b. Social and cultural 
awareness 

Articulate the role of social media in 
sales and marketing strategies 

Assignments 1 & 2 

 
 
 
3 LEARNING AND TEACHING ACTIVITIES 
 
3.1 Approaches to Learning and Teaching in the Course 
 
Lectures and reference articles will develop a basic understanding of the key elements 
of sales force strategies and key accounts management.  
 
In addition, the individual and team project work for the course will require individual 
research, reflection and integration of course concepts.  
 
In week 1 you will be provided with a reading list covering a large number of issues 
related to each of the six topics.  The reading list will contain sufficient detail for you to 
access the articles via the UNSW Library Data Base (Sirius) or Google Scholar and 
you are expected to access and print copies of nominated articles and have read these 
prior to the relevant class. 
 
Students are also advised to explore course topics online, through structured 
workplace interviews, where possible, and through research on current sales and key 
account stories in the media.   
 
Students are expected to prepare for and participate in each of the lectures. They 
should study the course materials emailed each week, summarise the suggested 
readings, and make notes on their significance/contribution to effective account 
management. 
 
Students should download any materials from the course website well in advance of 
the class session. They should be prepared to participate in class discussions, group 
work and assignments.  
 
With the team project there will be a confidential peer evaluation of group members to 
allocate marks dependent on each individual member’s contribution.  
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3.2 Learning Activities and Teaching Strategies 

 
The course will consist of a lecture /discussion approach supplemented by selected 
case studies/ journal articles. It will draw upon the experience of students, the course 
leader and visiting speakers to provide relevant real world examples of sales force and 
key account management activities.   
 
Computers and mobile devices are not allowed to be used in class – 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: 

 perform satisfactorily in all assessment tasks 
 achieve an average mark of at least 50%  
 gain at least 50% of the allocated marks for the individual assignment. 

 
The assessments are designed to test your: 

• understanding of how to develop and implement effective sales force 
strategies, 

• ability to relate to real organisational issues and problems, 
• ability to develop or critique an organisation’s sales and key account 

management strategies, and 
• written and oral presentation skills 

 
 
4.2 Assessment Details 
 
Assessment 
Task 

Weighting Learning 
Outcomes 
assessed 

Length Due Date 

Individual 
Assignment 

40% 1-5 2,000 words plus 
accompanying 
slides 

 
6PM Thursday 22 
August 2013 

Participation 
and Reflection 

10% 1-8 No set length – a 
reflective journal on 
issues gathered via 
research and 
reading 

 
6PM Thursday 12 
September 2013 

Team 
Assignment 

50% 6-8 20 slides with 
accompanying 
Speaker’s notes to 
support a sales-
pitch to a major 
account. 

 

6PM Thursday 20 
September 2013 
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Please note:  
 
The assessments are to be submitted following the completion of face-to-face classes.  
All assignments are to be submitted electronically via email to 
stephen.enemark@agsm.edu.au .   
 
Assignments will be marked within two weeks of submission date (i.e. individual 
assignment by 30 August; Reflective Journal by 20 September and Team Project by 4 
October).  Feedback forms will be emailed on these dates to the email address from 
which the assignment was sent.  A copy of the assignment cover sheet for each 
assessment should be handed in during the relevant class.   
 
 
Assessment Components: 
 
1. Individual Assignment (40%) 
 
Individual Assignment - due 22 August 2013 by 9.00 pm. This must be emailed to 
stephen.enemark@agsm.edu.au by this date and time.  An email acknowledgment will 
be sent within 48 hours of receipt as a Reply to whatever email address you use to 
send your assignment.  If you do not receive the acknowledgement within 48 hours you 
should follow-up and contact me via email or phone. 
 
 
Topic:  
 
Critically describe and evaluate the strategic role of the sales in the organisation 
in which you are currently, (or recently have been) employed. 
 

 
 
This assignment involves developing recommendations for introducing or improving the 
contribution of personal selling strategies in the context of a specific organisation 
selected from the list above.  
 
The objective of the assignment is to analyse the company and the industry and 
recommend how an effective use of personal selling can contribute to the achievement 
of corporate objectives, as a result of your analysis. 
 
Start by reviewing the corporate goals and other published documents of the 
organisation and, using other secondary data sources such as media searches, identify 
the targeted segments and channel partners who may be appropriate for personal 
sales based strategies. You may also elect to conduct some limited primary research 
by interviewing samples of the target audiences to help identify issues about their 
wants and needs.   
 
Having done your analysis you should then prepare a written report advocating your 
recommendations to the senior management of the organisation. 
 
Length is 2,000 words (excluding any appendices)  
 
 
 

mailto:stephen.enemark@agsm.edu.au�
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2. Participation and Reflection (10%) 
 
A critical component of the skills of both post-graduate students and effective middle 
and senior managers is the ability to reflect and synthesise information over time.   
 
 
Each student is required to submit a journal detailing at least three (3) reflections 
on any sales or key account article from the course. 
 
There is no set limit on the length, but the reflections should cover: 
 

• What was the issue (brief summary of the key points of the issue with a link to 
any sources if it is a reading or media report)? 

• How does it relate to any of the sales or key account management principles, 
concepts, models or frameworks from the course? 

• What insights have you gained from your reflection about practical issues in 
managing sales or key accounts? 

 
Your reflective journal is to be emailed to stephen.enemark@agsm.edu.au by not 
later than 6 pm on 12 September 2013.  An email acknowledgment will be sent within 
48 hours of receipt as a reply to whatever email address you use to send your 
assignment.  If you do not receive the acknowledgement within 48 hours you should 
follow-up and contact me via email or phone. 
 
 
3. Team Assignment (50%) 
 
Final Team Assignment - due September 20, 2013 by 9.00 pm. receipt as a Reply to 
whatever email address you use to send your assignment.  If you do not receive the 
acknowledgement within 48 hours you should follow-up and contact me via email or 
phone. 
 
Topic: 
 
The assignment involves applying the concepts of both sales management and key 
account management.   
 
Present a 20 minute ‘sales pitch’ designed to increase business with an existing key 
account customer.  
 
The team must prepare and ‘deliver’ a presentation to the management of a specific 
company detailed in a case study (the case study will be provided by week three of the 
course).  
 
The presentation is to be completed on a team basis. Teams should be a maximum of 
4 people.  Larger groups will only be permitted by arrangement.  Typical presentation 
length is around 20 slides with accompanying presenters’ notes or pod cast or video 
detailing the key points of how the team would present their sales and relationship 
enriching message to the management team of the organisation detailed in the case 
study. 
 
  

mailto:stephen.enemark@agsm.edu.au�
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Marks will be allocated based on: 
 
1 The extent to which the presentation reflects an understanding of 

concepts models and frameworks from the course 
20% 

2 The extent to which the presentation applies these models, concepts or 
frameworks specifically and explicitly to the scenario of the case 

45% 

3 The extent to which the team presents an interesting, engaging and 
insightful sales and relationship message 

20% 

4 The quality and visual impact of the presentation 15% 
 

4.3 Assessment Format 
 
The format for each assessment is detailed in the notes relating to each assessment 
above. 
 
4.4 Assignment Submission Procedure  
Assignments are to be submitted via email to stephen.enemark@agsm.edu.au by the 
deadline unless they are too big (e.g. a video in the case of the Team Presentation) – 
in which case a hard copy disk is to be Express Posted to Stephen Enemark, PO Box 
842, Willoughby NSW 2068, by the deadline.    An email acknowledgment will be sent 
within 48 hours of receipt as a Reply to whatever email address you use to send your 
assignment.  If you do not receive the acknowledgement within 48 hours you should 
follow-up and contact me via email or phone. 
 
4.5 Late Submission 
Late submission without an extension will attract a penalty of 10% per day or part 
thereof.   
 
4.6 Master of Marketing Grade and Mark ranges 

 
Grades for progressive assessment 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 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. Unfortunately it is 
not possible for UNSW to release marks for subjects undertaken in the first half of the 
Semester before the end of the Semester. 
 
 
 
 
 
 
 

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. 
 

mailto:stephen.enemark@agsm.edu.au�
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5 COURSE RESOURCES 
 

There is no prescribed text for the course but should you wish to own or access some 
texts to use as resources, then the following books will be useful: 

 

1. Rackham, N, and De Vincentis, J, 1999, Rethinking the Sales Force, McGraw-Hill 

 

2. Cravens D.W., Le Meunier-Fitzhugh.Percy N.F.(Eds) 2011 The Oxford Handbook 
of Strategic Sales and Sales Management. 

 

3. Dixon M & Adamson B., 2011, The Challenger Sale, Portfolio/Penguin 

 

Articles, readings and case studies  

Anderson J.C., Narus J.A. & van Rossum W., Customer Value Propositions in 
Business Markets. HBR March 2006 
 
Anderson, E & Onyemah, V, 2006, ‘How Right Should the Customer Be?’, Harvard 
Business Review, Volume 84 No 7/8, July/August, pp.58-67 
 
Bertini M. & Wathieu L., How to Stop Customers from Fixating on Price HBR May 2010 
 
Bonoma, TV, 2006, ‘Major Sales: Who Really Does the Buying’, Harvard Business 
Review, Volume 84 No 7/8, July/August,  pp.172-181 
 
Gosselin D.P.& Bauwen G.A., Strategic Account Management: Customer Value 
Creation. Journal of Business & Industrial Marketing Vol 21 # 6 2006 
 
Homberg C., Workman J.P., & Jensen O., A Configurational Perspective on Account 
Management. Journal of Marketing, April 2002 

 
Kotler, P, Rackham N & Krishnaswamy, S, 2006, ‘Ending the War between Sales and 
Marketing’, Harvard Business Review, Volume 84 No 7/8, July/August, pp.68-78 
 
Moncrief W.C. & Marshall G.W., The evolution of the seven steps of selling. Industrial 
Marketing Management Vol 35 2005 

 
Payne A & Frow P, A Strategic Framework for Customer Relationship 
Management, Journal of Marketing Vol 69, 2005 
 
Trailer, B & Dickie, J, 2006, ‘Understanding What Your Sales Manager Is Up Against’, 
Harvard Business Review, Volume 84 No 7/8, July/August, pp.48-55 
 
Weitz B.A. & Bradford K.D. Personal Selling and Sales Management: A Relationship 
Marketing Perspective Journal of the Academy of Marketing Science Vol 22. 1999 
 



[MARK6123 – Sales and Key Account Management]   11 

 
Readings related to each Topic – Note it is not required that you read all of this, you 
should read selectively around issues that you wish to explore further. 
 

Session Details Related Readings 
SKAM 1 

Thursday August 8 
 

Selling and Marketing 

Kotler, P, Rackham N & Krishnaswamy, S, 2006, ‘Ending 
the War between Sales and Marketing’, Harvard Business 
Review, Volume 84 No 7/8, July/August, pp.68-78 

 
Capon, N. Marketing: The Anchor for Sales in Ch 21 The 
Oxford Handbook of Strategic Sales and Sales 
Management, 2011 

SKAM 2 
Thursday August 15 

The Evolution of 
Strategic Selling 

 

Trailer, B & Dickie, J, 2006, ‘Understanding What Your 
Sales Manager Is Up Against’, Harvard Business Review, 
Volume 84 No 7/8, July/August, pp.48-55 

 
Cravens D.W., Achieving Sales Organisation 
Effectiveness Ch 4 The Oxford Handbook of Strategic 
Sales and Sales Management, 2011 

SKAM 3 
Thursday August 22 

Managing Sales 
Performance 

 

Flaherty K., Strategic Leadership in Sales:    
Understanding the Relationship between the Role of the 
Salesperson and the Role of the Sales Manager, Ch 2  
The Oxford Handbook of Strategic Sales and Sales 
Management, 2011 
 
Weitz B.A. & Bradford K.D. Personal Selling and Sales 
Management: A Relationship Marketing Perspective 
Journal of the Academy of Marketing Science Vol 22. 1999 
 

SKAM 4 
Thursday  August 29 

Information for Sales and 
Account Management 

Evans K.R., & Miao, Sales Force Generated Market 
Intelligence Ch 7  The Oxford Handbook of Strategic Sales 
and Sales Management, 2011 

 
Leigh T.W., Customer Relationship Management and the 
Sales Force, in Ch 13  The Oxford Handbook of Strategic 
Sales and Sales Management, 2011 
 
Anderson, E & Onyemah, V, 2006, ‘How Right Should    
the Customer Be?’, Harvard Business Review, Volume 84  
No 7/8, July/August, pp.58-67 

 
Payne A & Frow P, A strategic Framework for Customer 
Relationship Management, Journal of Marketing Vol 69 
2005 

SKAM 5 
Thursday  September 5 

Key Account 
Management (1) 

Bonoma, TV, 2006, ‘Major Sales: Who Really Does the 
Buying’, Harvard Business Review, Volume 84 No 7/8, 
July/August,  pp.172-181 

Anderson J.C.,Narus J.A.& van Rossum W., Customer   
Value Propositions in Business Markets.HBR March 2006 
Homberg C., Workman J.P., & Jensen O., A 
Configurational Perspective on Account Management. 
Journal of Marketing,  April 2002 
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SKAM 6 
Thursday September 12 

Key Account 
Management (2) 

     Gosselin D.P.& Bauwen G.A., Strategic Account 
Management: Customer Value Creation. Journal of 
Business & Industrial Marketing Vol 21 # 6 2006 
 
Bertini M. & Wathieu L., How to Stop Customers from 
Fixating on Price HBR May 2010 
 
 

 
 
Journals 
 
There are a number of journals which contain significant insights into sales and sales 
management. The following are recommended:  
 
• Harvard Business Review 
• Journal of Marketing Theory & Practice 
• Journal of Personal Selling & Sales Management 
• McKinsey Quarterly 

 
 
6 COURSE EVALUATION AND DEVELOPMENT 
 
Each year feedback is sought from students and other stakeholders about the courses 
offered in the School and continual improvements are made based on this feedback.  
UNSW's Course and Teaching Evaluation and Improvement (CATEI) Process is one of 
the ways in which student evaluative feedback is gathered. In this course, we will seek 
your feedback through  
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7 COURSE SCHEDULE 
 

 
Class No Date 

 
Time & Venue 

 
Tutor 

 
Topics 

 
SKAM 1  

 
Thursday  
August 8 

 
6.00 – 9.00 pm 

 
QUAD BLDG 

G053 
 

 
CMT 

SKA 1: Selling and Marketing the 
role of selling in the marketing mix. 
The nature of B2B and other sales 
oriented markets. 

 
SKAM 2 

 
Thursday 
August 15 

 
6.00 – 9.00 pm 

 
QUAD BLDG 

G053 
 

 
CMT 

SKA 2: Evolution of Strategic 
Selling   characteristics of 
successful personal sellers and the 
nature of the sales process.   

 
SKAM 3 

 
Thursday 
August 22 

 
6.00 – 9.00 pm 

 
QUAD BLDG 

G053 
 

 
CMT 

 

SKA 3: The strategic role of 
sales management:  How sales 
force and selling strategies 
contribute to organisational 
success. 
Guest speaker: Heath Elliot – 
National Sales Manager, GSK 

 
SKAM 4 

 
Thursday 
August 29 

 
6.00 – 9.00 pm 

 
QUAD BLDG 

G053 
 

 
CMT  

 

 
SKAM 4: Information for Sales 
and Account Management 
The role of Customer Relationship 
Management and Social Media 
The sales force as a strategic 
information source 
 

 
SKAM 5 

 
Thursday 

September 5 

 
6.00 – 9.00 pm 

 
QUAD BLDG 

G053 
 

 
CMT 

 
SKA 5: Customer Relationship 
Management and Key Account 
Management (1):  the nature of 
key or major accounts, their 
strategic and tactical importance 
and the unique challenges that they 
provide. 
Guest speaker: Andrew Cavallaro 
Head Shopper and Customer 
Marketing Beiersdorf 

 
SKAM 6 

 
Thursday 

September 12 

 
6.00 – 9.00 pm 

 
QUAD BLDG 

G053 
 

 
CMT 

 
SKA 6: Key Account 
Management (2):  strategies for 
optimising the value of key 
accounts; the role of personal 
representation in building key 
account relationships. 
 

 
  



[MARK6123 – Sales and Key Account Management]   14 

PART B: KEY POLICIES, STUDENT RESPONSIBILITIES AND 
SUPPORT  
1 PROGRAM LEARNING GOALS AND OUTCOMES  
The Australian School of Business Program Learning Goals reflect what we want all 
students to BE or HAVE by the time they successfully complete their degree, 
regardless of their individual majors or specialisations. For example, we want all our 
graduates to HAVE a high level of business knowledge, and a sound awareness of 
ethical, social, cultural and environmental implications of business. As well, we want all 
our graduates to BE effective problem-solvers, communicators and team participants. 
These are our overall learning goals for you. 
 
You can demonstrate your achievement of these goals by the specific outcomes you 
achieve by the end of your degree (e.g. be able to analyse and research business 
problems and propose well-justified solutions). Each course contributes to your 
development of two or more program learning goals/outcomes by providing 
opportunities for you to practise these skills and to be assessed and receive feedback. 
 
Program Learning Goals for undergraduate and postgraduate students cover the same 
key areas (application of business knowledge, critical thinking, communication and 
teamwork, ethical, social and environmental responsibility), which are key goals for all 
ASB students and essential for success in a globalised world. However, the specific 
outcomes reflect different expectations for these levels of study. 
 
We strongly advise you to choose a range of courses which assist your development of 
these skills, e.g., courses assessing written and oral communication skills, and to keep 
a record of your achievements against the Program Learning Goals as part of your 
portfolio.  
 

ASB Postgraduate Coursework Program Learning Goals and Outcomes 
 

1. Knowledge: Our graduates will have current disciplinary or interdisciplinary knowledge 
applicable in local and global contexts. 
You should be able to identify and apply current knowledge of disciplinary or interdisciplinary theory and 
professional practice to business in local and global environments. 
 
2. Critical thinking and problem solving: Our graduates will have critical thinking and problem 
solving skills applicable to business and management practice or issues.  
You should be able to identify, research and analyse complex issues and problems in business and/or 
management, and propose appropriate and well-justified solutions. 
 
3. Communication: Our graduates will be effective communicators in professional contexts.  
You should be able to: 

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

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

 
4. Teamwork: Our graduates will be effective team participants.  
You should be able to participate collaboratively and responsibly in teams, and reflect on your own 
teamwork, and on the team’s processes and ability to achieve outcomes. 
 
5. Ethical, social and environmental responsibility: Our graduates will have a sound awareness of 
ethical, social, cultural and environmental implications of business issues and practice.  
You should be able to:  

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

b. Consider social and cultural implications of business and /or management practice. 
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2 ACADEMIC HONESTY AND PLAGIARISM 
 
The University regards plagiarism as a form of academic misconduct, and has very 
strict rules regarding plagiarism. For UNSW policies, penalties, and information to help 
you avoid plagiarism see: http://www.lc.unsw.edu.au/plagiarism/index.html as well as 
the guidelines in the online ELISE and ELISE Plus tutorials for all new UNSW students: 
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm. 
 
To see if you understand plagiarism, do this short quiz: 
http://www.lc.unsw.edu.au/plagiarism/plagquiz.html 
 
For information on how to acknowledge your sources and reference correctly, see: 
http://www.lc.unsw.edu.au/onlib/ref.html 
 
For the ASB Harvard Referencing Guide, see the ASB Referencing and Plagiarism 
webpage (ASB >Learning and Teaching>Student services> Referencing and 
plagiarism)   
 
3 STUDENT RESPONSIBILITIES AND CONDUCT 
 
Students are expected to be familiar with and adhere to university policies in relation to 
class attendance and general conduct and behaviour, including maintaining a safe, 
respectful environment; and to understand their obligations in relation to workload, 
assessment and keeping informed.  
 
Information and policies on these topics can be found in the ‘A-Z Student Guide’: 
https://my.unsw.edu.au/student/atoz/A.html. See, especially, information on 
‘Attendance and Absence’, ‘Academic Misconduct’, ‘Assessment Information’, 
‘Examinations’, ‘Student Responsibilities’, ‘Workload’ and policies such as 
‘Occupational Health and Safety’. 
 

3.1 Workload 
 
It is expected that you will spend at least ten hours per week studying this course. This 
time should be made up of reading, research, working on exercises and problems, 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 Blackboard 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. 
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3.2 Attendance 
 
Your regular and punctual attendance at lectures and seminars is expected in this 
course. University regulations indicate that if students attend less than 80% of 
scheduled classes they may be refused final assessment.  
 
Reference for 80% guideline is at: 
https://my.unsw.edu.au/student/atoz/AttendanceAbsence.html 
 

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

3.4 Occupational Health and Safety 
 
UNSW Policy requires each person to work safely and responsibly, in order to avoid 
personal injury and to protect the safety of others. For more information, see 
http://www.ohs.unsw.edu.au/. 
 

3.5 Keeping Informed 
 
You should take note of all announcements made in lectures, tutorials or on the course 
web site. From time to time, the University will send important announcements to your 
university e-mail address without providing you with a paper copy. You will be deemed 
to have received this information. It is also your responsibility to keep the University 
informed of all changes to your contact details. 
 
 
4 SPECIAL CONSIDERATION AND SUPPLEMENTARY 

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

1. All applications for special consideration must be lodged online through 
myUNSW within 3 working days of the assessment (Log into myUNSW and 
go to My Student Profile tab > My Student Services channel > Online Services 
> Special Consideration). You will then need to submit the originals or certified 
copies of your completed Professional Authority form (pdf - download here) and 
other supporting documentation to Student Central. For more information, 

https://my.unsw.edu.au/student/atoz/AttendanceAbsence.html�
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please study carefully the instructions and conditions at: 
https://my.unsw.edu.au/student/atoz/SpecialConsideration.html. 

2. Please note that documentation may be checked for authenticity and the 
submission of false documentation will be treated as academic misconduct. The 
School may ask to see the original or certified copy.  

3. Applications will not be accepted by teaching staff. The lecturer-in-charge will 
be automatically notified when you lodge an online application for special 
consideration. 

4. Decisions and recommendations are only made by lecturers-in-charge (or by 
the Faculty Panel in the case of UG final exam special considerations), not by 
tutors. 

5. Applying for special consideration does not automatically mean that you will be 
granted a supplementary exam or other concession. 

6. Special consideration requests do not allow lecturers-in-charge to award 
students additional marks. 

 
 
 
5 STUDENT RESOURCES AND SUPPORT  
 
The University and the ASB provide a wide range of support services for students, 
including: 

• ASB Education Development Unit (EDU) 
http://www.asb.unsw.edu.au/learningandteaching Click on ‘Student Services’. 
Academic writing, study skills and maths support specifically for ASB students. 
Services include workshops, online resources, and individual consultations. 
EDU Office: Room GO7, Ground Floor, ASB Building (opposite Student 
Centre); Phone: 9385 5584; Email: edu@unsw.edu.au. Visit us on Facebook: 
www.facebook.com/educationdevelopmentunit. 

• ASB Student Centre http://www.asb.unsw.edu.au/requests 
Advice and direction on all aspects of admission, enrolment and graduation. 
Ground Floor, West Wing, ASB Building; Phone: 9385 3189. 

• 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; 
Phone: 9385 1333. 

• UNSW Learning Centre (www.lc.unsw.edu.au ) 
Academic skills support services, including workshops and resources, for all 
UNSW students. See website for details. 

• Library training and search support services: 
http://info.library.unsw.edu.au/web/services/services.html  

• IT Service Centre: Technical support for problems logging in to websites, 
downloading documents etc. https://www.it.unsw.edu.au/students/index.html 
UNSW Library Annexe (Ground floor). 

• UNSW Counselling and Psychological Services: 
(http://www.counselling.unsw.edu.au) 
Free, confidential service for problems of a personal or academic nature; and 
workshops on study issues such as ‘Coping with Stress’ and ‘Procrastination’.  
Office: Level 2, Quadrangle East Wing; Phone: 9385 5418. 
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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; Phone: 9385 4734. 
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