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MNGT5352 – Marketing Strategy 1 

PART A: COURSE-SPECIFIC INFORMATION 

1. STAFF CONTACT DETAILS 
Course Coordinator and Facilitator: Professor Adrian Payne 
Office:     Room 3048, Quadrangle Building 
Phone:     9385 3390 
Email:      a.payne@unsw.edu.au 
Consultation Time:   By appointment 

Students are welcome to telephone me, email me, or visit my office. This may be done 
either with or without an appointment. I welcome student contact. I will be available to 
discuss issues that arise during the term and to offer any advice and assistance that I 
can. Given I am in the Quadrangle Building and may be away from my office, you 
should email me or give me a call first to check that I am there. 

2. COURSE DETAILS 

 Teaching Times and Locations 

Updated information about class times and locations can be found on the AGSM 
website and by logging in to the Google Calendar. 

 Units of Credit 

The course is worth six units of credit. 

 Summary of Course 

The objective of the Marketing Strategy course is to demonstrate the benefits of 
undertaking marketing within a strategic context. At the end of the course, students 
should be able to conduct an audit of the marketing environment facing the firm, 
understand how to generate new marketing options and develop a strategic marketing 
plan. 

 Course Aims and Relationship to Other Courses 

The course develops the perspective of strategic marketing from a value-driven 
perspective and considers how the assets of the organisation can be used to create 
and deliver value to customers and shareholders. The course aims focus on:  
● how to develop a robust strategic marketing plan 
● understanding and evaluating strategic options 
● developing marketing success through co-creation strategy 
● learning from benchmarking and ‘best demonstrated practice’ through case studies 

and visiting speakers. 

This course adopts a seminar-style approach where we explore a series of topical 
strategic marketing issues. The course explores marketing strategies in diverse 
organisational types. In each class session we will focus on topics of importance to the 
successful implementation of complex marketing strategies.  
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2  Course Outline 

This course extends the core marketing course, providing strategic direction for the 
marketing effort. It also links marketing to corporate strategy and other managerial 
functions in the organisation. All students must have studied the core course in 
Marketing Management, or its equivalent. 

 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.  

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’). 
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MNGT5352 – Marketing Strategy 3 

MBA (Full-time) Program Learning Goals and Outcomes 

Learning Goal 1: Business Management Knowledge 
Students should be able to identify and apply current knowledge of disciplinary and 
interdisciplinary theory and professional practice to general management and business 
within diverse situations 

Learning Goal 2: Critical Thinking 
Students should understand and be able to identify, research and analyse complex issues 
and problems in business and develop appropriate solutions 

Learning Goal 3: Communication 
Students should be able to produce written documents and oral presentations that 
communicate effectively complex disciplinary ideas and information for the intended 
audience and purpose 

Learning Goal 4: Teamwork 
Students should be able to participate collaboratively and responsibly in teams and to reflect 
upon their own contribution to the team and on the necessary processes and knowledge 
within the team to achieve specified outcomes 

Learning Goal 5: Responsible Business 
Students should be able to appraise ethical, environmental and sustainability considerations 
in decision making and in practice in business 

Students should be able to consider the social and cultural implications of management 
practices and of business activities 

Learning Goal 6: Leadership 
Students should be able to reflect upon their own personal leadership style and the 
leadership needs of business and of teams 

Learning Goal 7: International Perspective 
Students should understand the needs of undertaking business within a global context 

Students should be able to apply business management knowledge to business situations 
within global markets with due recognition for differences in cultural, legal, commercial and 
other issues 

Learning Goal 8: Risk Management 
Students should be able to demonstrate an understanding of the limits in precision and the 
risks associated with business models 

Students should be able to appraise risk and to develop risk mitigation strategies applicable 
to business undertaken within uncertain and volatile environments 
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4  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: 

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

This learning outcome 
will be assessed in the 
following items: 

1 Business 
Management 
Knowledge 

Develop a robust strategic marketing 
plan and assess the plans of others. 
Understand and evaluate strategic 
marketing options. 

● Group assignment 
● Exam 

2 Critical Thinking  Evaluate and develop co-creation 
strategies. 
Develop ‘go to market’ strategies. 

● Group assignment 
● Exam  

● Part of class reflection & 
participation mark 

3 Communication Construct written work which is 
logically and professionally presented. 
Communicate ideas in a succinct and 
clear manner. 

● Group assignment 
● Exam 
● Part of class 

participation mark, but 
not separately 
assessed. 

4 Teamwork  Work collaboratively to complete a 
task. 

● Group assignment 

● Individual contributions 
not separately 
assessed. 

5 Responsible 
Business  

Identify and assess environmental and 
sustainability considerations in 
marketing. 

● Not specifically 
assessed in this course. 

6 Leadership Recognise the respective roles of 
enterprise leadership and marketing 
leadership. 

● Not specifically 
assessed in this course. 

7 International 
Perspective 

Understand implications of different 
international contexts in developing 
marketing strategies. 

● Not specifically 
assessed in this course. 
May need to be 
considered in final exam 
case study. 

8 Risk Management Develop an appreciation of the inherent 
risk in adopting alternative marketing 
strategies. 

● Not specifically 
assessed in this course. 
May need to be 
considered in final exam 
case study. 
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MNGT5352 – Marketing Strategy 5 

3. LEARNING AND TEACHING ACTIVITIES 

 Approach to Learning and Teaching in the Course 

My approach to the presentation of material will be to provide as wide a mix of learning 
methods as possible, consistent with the time that we have available for this course.  
Classes will be highly interactive and students are expected to bring their own 
experience to class. I believe that good learning does not involve the choice between 
rigour and relevance, but the combination of both. I will provide copies of slides 
covering lecture materials. 

Computers and mobile devices are not to be used by students in class as these 
are distracting for everyone, including visiting speakers.  

 Learning Activities and Teaching Strategies 

We will use lectures, class discussion, cases, readings and guest lecturers to illustrate 
points. The theory of marketing strategy will be covered by lectures. How the theory is 
applied will be illustrated in cases, readings and illustrations. Your opportunity to show 
how well you have grasped the theory and its application comes with the cases, a 
group assignment and the exam. I will try to help you think about the marketing 
problems that we encounter during the course using a combination of frameworks and 
a large dose of common-sense. 

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 all assessment tasks (see below). 

 Assessment Details  
Assessment Task Weight Length Due Date 

1. Assignment:  
Co-creating Strategic 
Marketing Success: Written 
Report – Group Assignment 

40% 3,500 words + 
accompanying  
slides 

Assignment to be 
submitted through 
Turnitin by 12 noon on 
Tuesday 11 October 
2016 
[see details below] 

2. Reflection and Participation 
memo 

10% 2–3 page summary Summary to be handed 
in at start of last class 
on 12 October 2016 

3. Final Exam 

 

50% 3 hours As per MBA exam 
schedule  
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6  Course Outline 

 

4.2.1 Group Assignment (weight 40%) 

A feature of the Marketing Strategy course is a small group assignment and 
presentation on ‘Co-creating Strategic Marketing Success’ (SMS). The focus of the 
group assignment will be on co-creation. Each team should consist of three students. 
(The maximum number in a group will be determined when the class size is finalised.)  

You will be given a formal briefing session and written brief by Week 1 of the 
course. 

You should research your company primarily through published and online sources 
rather than being reliant on making contact with the company to obtain information. 

A team mark will be awarded for the assignment, which is worth 40% of your final 
mark, so a substantial effort is expected for this assignment. Your written report should 
be a maximum of 3,500 words plus up to 20 accompanying slides or exhibits. 

Assignment Submission Procedure 

The team written assignment and accompanying slides for the class presentation are 
to be submitted as follows: 

1. Electronic version of assignment to be submitted through Turnitin by 12 noon on 
Tuesday 11 October 2016. Slide presentation to be emailed to Adrian Payne by 
12 noon on Tuesday 11 October 2016 

2. Typed version of the assignment and accompanying slides for the class 
presentation to be handed to Adrian Payne at the start of the class session on 
Wednesday 12 October 2016 

Each team will be allocated 20 minutes to make a PowerPoint presentation to the 
class on Wednesday 12 October 2016, followed by a brief general class discussion 
and questions. Use all your presentation skills to maximum impact. Use any visual aids 
you wish, but remember that you are responsible for making the arrangements, and 
setting-up times may be limited, so please get to the class room in time to load your 
PowerPoint presentation.   

Each member of the team should have with them both written and electronic 
versions of both the report and the PowerPoint presentation for the class on 
Wednesday 12 October 2016 and be prepared to present, if necessary. This will 
ensure that presentations will be made by all teams in the event of sickness or non-
attendance by one or more group member(s). 

Please make the SMS an instructive learning experience for all class members.  
Particular attention should be paid to the content; for example, coherence of the ‘story’, 
application of advanced marketing concepts, depth of understanding and analytical 
rigour. Paper copies of your presentation (six slides per page) should be handed out to 
all members of the class at the start of your presentation. No more than 20 slides are 
acceptable. (This works out at one per minute, so you may well wish to use fewer.) 

A team mark will be awarded for your written report. (Information in the 
presentation may also be taken into account, but it is the report that will be 
marked, not the presentation.)  
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MNGT5352 – Marketing Strategy 7 

The following criteria will be used to evaluate the written assignment: 

● Use of data (qualitative and quantitative)  

● Critical analysis of evidence  

● Creativity 

● Effective communication of SMS (clarity and style) 

● Provision of proper academic referencing of all materials used. 

All assignments must be accompanied by an Assessment Cover Sheet stating 
student name and student number.  

If you have any queries, please raise them with Adrian Payne well in advance of the 
presentation.  
Assignment submission 
1. You must submit your assignment through your online classroom as per the 

instructions in your LMS User Manual. 

2. Assignment submission in your LMS is performed via Turnitin, the similarity 
detection software used by UNSW students and teaching staff to prevent 
plagiarism by ensuring referencing is correct and that work has not been 
inadvertently copied from elsewhere. You can access Turnitin under the 
‘Assessments’ section in your Moodle course site. 

3. You are able to submit a draft version of your assignment prior to the due date. 
This enables you to view the Turnitin similarity report on your work and decide 
whether it complies with the guidelines regarding referencing and plagiarism, 
before you submit your final version for marking. More information about 
plagiarism can be found here: https://student.unsw.edu.au/plagiarism 

4. Please note that draft assignments submitted in this way will be regarded as the 
final version at the due date if you have not uploaded a subsequent, finalised 
version (each file uploaded overwrites the previous version). 

5. Late submissions are possible but will be marked as such and will be subject to 
late penalties of 5% of the assignment weighting for each day late. If for any 
reason you are unable to submit a late submission via Turnitin please contact your 
Facilitator or AGSM Student Experience. 

6. Extensions to assignment deadlines will be granted only in exceptional 
circumstances, and where adequate supporting documentation can be provided. 
Please note that work commitments do not constitute grounds for an extension. 
Requests must be made through the special consideration process. For details 
about this process, see: https://student.unsw.edu.au/special-consideration 

7. You will be advised of your mark by your Facilitator within 14 days of assignment 
submission date. 

 

4.2.2 Reflection and Participation (weight 10%) 

Active reflection and participation is an important component of this course. All 
students are expected to take the initiative to participate in class discussions. A critical 
component of the skills of both postgraduate students and effective middle and senior 
managers is their ability to reflect and synthesise information over time. Therefore this 
element of assessment is designed to assess your ability to not only discuss issues 

Dr
af

t



8  Course Outline 

intelligently and contribute to class discussion, but to reflect on the nature of class 
discussions and activities, the insights gained from undertaking readings and from 
observation of marketing strategy issues that emerge in the popular or business 
media. This will also include your ability to discuss intelligently and contribute to class 
discussion of case studies, readings and questions from the course coordinator and 
facilitator. 

Each student is required to submit a brief two to three-page memo to the course 
coordinator and facilitator detailing both your reflections and learning from the course 
and your individual class participation in the course (i.e. the contribution to the 
discussion and case studies, not just being there!) at the start of the last class on 12 
October 2016. You should therefore keep a brief class-by class log of your 
involvement each week. Part of your participation involves your bringing and 
using a name card in every session. This is especially important as we will have 
a number of visiting guests speaking on the course. In the event that you do not 
have your usual name card with you for a particular class, please make a temporary 
one for that class. 
 

4.2.3 Final exam (weight 50%) 
● Brief description, assessment requirements, and grading: The course 

concludes with a three-hour written closed-book Final Examination. The exam has 
two sections: Section One: this section has three questions with several 
subsections/questions within them. Two questions are problem-oriented. One 
question focuses on specific strategic marketing concepts. Section one is worth 50% 
of the paper. Section Two: this section comprises a short case study with two to 
four specific questions. Section Two is worth 50% of the paper. The two sections 
of the exam are worth a total of 50% of the course marks (the exact breakdown of 
the points by problems will be specified on the exam sheet). I will discuss the 
coverage of the exam in the final class course-review session. 

● Rationale/purpose for the assessment task: To allow students to assess their 
understanding of the disciplinary knowledge of marketing strategy and their 
analytical thinking and problem-solving abilities. 

● Submission procedure: Students will take the Final Examination proximally two 
weeks after the course finishes. The date of the examination will be communicated 
by Student Experience. Students will hand in their answers at the end of the 
allotted time for the Final Examination.   

AGSM MBA Programs conducts examinations in accordance with the policies and 
practices of UNSW.  

  

Dr
af

t



MNGT5352 – Marketing Strategy 9 

 

 Assessment Format 

For consistency across all assignments, students are required to supply assignments 
in a standard format, which is detailed below. Assignments should always be 
submitted in Word format. 
 

Headings Body text Page setup 

Font: Times New Roman 
Font size: 12 points 
Line spacing: Double 
Text style: Bold 

Font: Times New Roman 
Font size: 12 point 
Line spacing: Double 
Text style: Normal 

Top: 2.54 cm 
Bottom: 2.54 cm 
Left: 3.17 cm 
Right: 3.17 cm 
Header: 1.25 cm 
Footer: 1.25 cm 

 

Note: The left and right margins are wider than the default margins in Word. 
 

Paragraph breaks 

First line indent: 1.27cm 

Diagrams and tables 

Students are encouraged to include diagrams and tables in their assessments, but 
must ensure they do not take up more than 20% of the total assignment. 
Diagrams and tables must: 
• be formatted with single line spacing 
• be formatted with a minimum font size of 8 points 
• be positioned vertically in between paragraphs. 

Assignment file name 

Please use the following naming convention for each assignment. 

• z9999999_surname_[XXXX1111]_16s3_Ass1  
where:  
• z9999999 is your student ID – please insert your surname 
• XXXX1111 is the course code 
• 16s3 is the session name (2016, Session 3) 
• Ass1 is the Assignment number (Ass2 for Assignment 2) 
 
 

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 and will not be 
related to course grades. 
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10  Course Outline 

5. COURSE RESOURCES 

 Course website  

The course website will be used for the dissemination of any course materials not 
distributed in class. You can access Moodle using your student number and zPass by 
visiting: https://moodle.telt.unsw.edu.au/login/index.php. 

 Course textbook 

The textbook for this course is Aaker, D A 2013, Strategic market management, 10th 
edn, Wiley, and it is a useful reference text. It is available in an international student 
edition. You will need it. The course pack contains the cases we will use and briefing 
notes and articles. 

For reference, the following texts are useful for specific parts of the course:  

● Payne, A & Frow, P 2013, Strategic customer management: Integrating 
relationship marketing and CRM, Cambridge University Press. 

● McDonald, M, Frow, P & Payne, A 2011, Marketing plans for service businesses, 
Wiley. 

Reading Assignments and Visiting Speakers 

The reading assignments provide useful background to the course material. The text, 
Strategic market management (Aaker, 10th edn) has a strong conceptual foundation, 
and one that suits the emphasis of this course. Given the limited number of class 
sessions, this reading is important for you to gain a full understanding of the 
substantial scope of the theory in the domain of Marketing Strategy. However, as you 
will see from the lecture outline, I will not be closely following its sequential chapter 
structure in class sessions. I have broadly aligned chapters to class sessions. 
However, you may prefer to read the first six chapters by the first week and then read 
three to four further chapters each week in the sequence in the book. In addition to 
chapters from Aaker, case studies and articles highlighting strategy problems or 
illustrating the use of specific techniques form part of required reading. 

As you read through the case studies in the course pack you will see that we have a 
rich range of industry situations and country locations. They have been sourced from 
various locations including the Harvard Case Clearing House and the Cranfield School 
of Management, the location of the European Case Clearing House. The case studies 
represent leading or interesting companies and have been carefully chosen from the 
many case studies that are available. The case studies we will examine will cover 
many sectors: the business-to-business sector; retailing; consumer durables; and 
others.  We will also discuss many other case examples in class. The cases are set in 
a variety of countries or in a regional or global context. These case studies range from 
those which have recently been written through to all-time classics.  

You will notice the case study for Sessions 23 and 24 is ‘TBC’ (to be confirmed). I 
have previously used The Leisure Group case study to discuss linkages between 
corporate, business unit and marketing strategies. This case is an old one, but was 
previously voted by my students as one of the best case studies they have learnt from. 
(When I last taught this course, 92% of my MBA class voted for retaining this case 
study on the course.) I am actively researching a possible replacement and will advise 
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MNGT5352 – Marketing Strategy 11 

during the course whether we use The Leisure Group case study, or an alternative 
one. 

You will see that we have a number of visiting speakers from various leading 
organisations. Given speakers’ work priorities and travel overseas can intervene with 
our schedule, I will notify you of any changes in the timetable as soon as practical. 

 

Other Resources 
BusinessThink is UNSW’s free, online business publication. It is a platform for 
business research, analysis and opinion. If you would like to subscribe to 
BusinessThink, and receive the free monthly e-newsletter with the latest in research, 
opinion and business, go to http://www.businessthink.unsw.edu.au. 

 

6. COURSE EVALUATION AND DEVELOPMENT 
Mid- and end-of-session feedback is sought from students about the courses offered in 
the AGSM MBA Program, and continual improvements are made based on this 
feedback. The mid-session feedback is collected in Weeks 3 or 4, and communicated 
to students in the class following its collection. Significant changes to courses and 
programs within the Program based on end-of-session feedback are communicated to 
subsequent cohorts of students. 

 

7. COURSE SCHEDULE AND REQUIRED READING 

Sessions 1 & 2 

INTRODUCTION TO MARKETING STRATEGY 

Before the class you should read the following: 

1. ‘Marketing strategy: How it fits with business strategy’, From The marketer’s toolkit: 
The 10 strategies you need to succeed, Harvard Business School Press, (HBS 
Product number: 2556BC-PDF-ENG).  

2. Arons, M, van den Driest, F & Weed, K 2014, ‘The ultimate marketing machine’, 
Harvard Business Review, July–August, pp. 3–11. 

3. Aaker Text: Ch. 1, p. 16 

RELATIONSHIP MARKETING: KEY CONCEPTS 

Before the class you should read the following: 

1.  Payne, A & Frow, P 2013, ‘Chapter 2 – Relationship marketing: Development and key 
concepts’ in Strategic customer management, Cambridge University Press. 
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12  Course Outline 

Sessions 3 & 4 

STRATEGIC MARKETING SUCCESS THROUGH CO-CREATION 

Before the class you should read the following: 

1. Frow, P, Nenonen, S, Payne, A & Storbacka, K 2015, ‘Managing co-creation 
design:  A strategic approach to innovation’, British Journal of Management, vol. 
26, pp. 463–483. 

DEVELOPING SUPERIOR VALUE PROPOSITIONS 

Case study: Shouldice Hospital Limited (Abridged) HBS 9-805-002  

Read the case study prior to the class session and be prepared to answer the 
following questions in class: 

Questions to address: 
1. Why has Shouldice been so successful? 
2. What is Shouldice Hospital’s value proposition? 
3. What would you do going forward if you were the new CEO for the hospital 

reporting to the existing board of directors? 
4. What would you do going forward if you were a private equity fund or venture 

capitalist purchasing the hospital from its present owners?  

Read: Aaker Text: Ch. 8. 

Sessions 5 & 6 

STRATEGIC MARKETING CONCEPTS: A REVIEW 
Read: 
1. Cranfield School of Management, Marketing management: A relationship 

marketing perspective, Chapter 3, ‘Marketing diagnostic tools’, pp. 31–46. [Skim as 
refresher]. 

2. Rigby, D & Bilodeau, B 2015, Management tools and trends 2015, Bain & Company.  
3. Aaker Text: Ch. 3, 13, 14. 

INTEGRATED USE OF STRATEGIC MARKETING CONCEPTS 

Case Study: Multi-Electronique et Cie.  

Read the case study prior to the class session and be prepared to answer the 
following questions in class: 
1. What marketing problems confront Michel Jane? 
2. Undertake a SWOT analysis (strengths, weaknesses, opportunities and threats) 

for the existing avionics engineering business. 
3. Undertake a SWOT analysis for the new commercial engineering connector 

business. 
4. What segmentation bases are relevant in the new commercial connector 

business? Which ones are best? 
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MNGT5352 – Marketing Strategy 13 

5. Undertake a marketing-mix comparison contrasting the marketing-mix elements of 
product, price, promotion, place and service. What conclusions do you come to as 
a consequence of doing a marketing-mix comparison? 

6. What should Multi-Electronique’s marketing strategy be going forward? 

Sessions 7 & 8 

STRATEGIC MARKETING PLANNING  
Read: 
1. McDonald, M ‘Strategic marketing planning: Theory and practice’, in Baker, M & 

Hart, S (eds) 2016 The marketing book, 7th edn, Routledge. 

2. Aaker Text: Ch. 2, 4.  

Sessions 9 & 10 

CUSTOMER ACQUISITION & RETENTION STRATEGY 
Read: 
1. Payne, A, ‘Customer retention’, Chapter 8 in Marketing management: A 

relationship marketing perspective, Macmillan Business. 
2. Aaker Text: Ch. 5, 6 

STRATEGY MARKETING AND RETAILING  
Before the class you should read: 

1. Ahrendts, A 2013, ‘Burberry’s CEO on turning an aging British icon into global 
luxury brand’, Harvard Business Review, January–February, p. 39. 

Case study: Nordstrom Inc.   

Many of the large United States department-store chains whose territories Nordstrom 
have successfully invaded have attempted to steal its ‘secret’. None has succeeded. 
Your challenge is to uncover the essence of Nordstrom's formula. As a late starter, it 
had to surmount formidable barriers to entry. For example, competing head-to-head 
with established department store chains like Macy’s, Bloomingdale’s and Saks Fifth 
Avenue, each of which had a very strong consumer franchise. 

Questions: 
1. Explain how Nordstrom has overcome competitive barriers, and continues to thrive 

in an intensely competitive industry.  
2. Evaluate Nordstrom with reference to the McKinsey ‘Seven S’ framework. 
3. What do you think of Nordstrom’s strategy? 
4. Apart from the head-to-head competition with other department store chains like 

Macy’s and Saks Fifth Avenue, Nordstrom also faces the competition with 
specialty stores. How should Nordstrom differentiate itself from these specialty 
stores and attract their customers? 

5. Based on material from the internet, etc., what should be the key elements of their 
marketing strategy/plans (this question should be a major thrust for any requested 
class presentations). 
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14  Course Outline 

Sessions 11 & 12 

HUMAN-CENTRED DESIGN AND INNOVATION  

Visiting Speaker: 
Professor Munib Karavdic, Conjoint Professor and Director of Design & Innovation, 
AMP  

Read:  
Kolko, J 2015, ‘Design thinking comes of age’, Harvard Business Review, September. 
(If you have time, you should also browse some of the other articles in the special issue 
of HBR on design.) 

CUSTOMER EXPERIENCE 
Case study: Frow, P & Payne, A, TNT – Creating the perfect customer experience. 

Case study: Payne, A & Frow, P, Guinness – Delivering the ‘perfect pint’. 

Sessions 13 & 14 

MARKETING STRATEGY AND VALUE DELIVERY 

Visiting Speaker:  

Ben Fletcher, Partner, McKinsey & Co. 

MARKETING STRATEGY AND THE IMPACT OF PRICING DECISIONS 
Case study: International Electrical Supplies.  

Read the case study prior to the class session and be prepared to answer the 
following questions in class: 
1. What are the strategic choices regarding pricing strategy? 
2. Evaluate Exhibit 1 very thoroughly. Does the analysis make sense? Is the 

allocation of costs appropriate? 
3. What pricing option(s) would you decide on? 
4. What factors did you consider in reaching your decision? 

Read: Aaker Text: Ch. 11, 12. 

Sessions 15 & 16 

DIGITAL TRANSFORMATION AND MARKETING STRATEGY – HOW MARKETING 
CAN DRIVE ORGANISATIONAL CHANGE  

Visiting Speaker:  
Mike Zeederberg, Managing Director, ZUNI 

Read:   
1. Olanrewaju, T, Smaje, K & Willmott, P 2014, ‘The seven traits of effective digital 

enterprises, McKinsey & Co, May. http://www.mckinsey.com/business-
functions/organization/our-insights/the-seven-traits-of-effective-digital-enterprises 
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MNGT5352 – Marketing Strategy 15 

2. Fæste, L, Hemerling, J, Keenan, P & Reeves, M  2014,’Transformation: The 
imperative to change’, BCG Perspectives, 3 November. 
https://www.bcgperspectives.com/content/articles/transformation_change_manage
ment_transformation_imperative_change/ 

Sessions 17 & 18 

CUSTOMER MANAGEMENT & CRM: A STRATEGIC APPROACH 

Read: 
1. Payne, A & Frow, P 2013, Chapter 6 in Strategic customer management, 

Cambridge University Press. 

2. Payne, A & Frow, P 2013, ‘The comprehensive CRM audit’ – Skim: give some 
thought as to how your current or past organisation addressed these issues. 

3. Aaker Text: Ch. 9, 10 

IMPLEMENTING CRM AT MERCEDES-BENZ United Kingdom 

Visiting Speaker:  
Professor Pennie Frow, University of Sydney 

Case study: Mercedes-Benz: Implementing a CRM Programme. 

Read the case study prior to the class session and be prepared to answer the 
following questions in class: 

Questions: 
1. What are the problems confronting Mercedes-Benz UK following the 

reorganisation in the early 2000s? 

2. What are the major areas you consider most important to benchmark in improving 
CRM at M-B? 

3. What would a M-B dealership benefit from most in its benchmarking: 
a. Benchmarking best practice in other M-B dealers? 
b. Benchmarking other car brands: e.g. Lexus, BMW, Jaguar, Audi, etc.? 
c. Benchmarking other companies outside the auto industry? 

4. How would you encourage advocacy among existing owners of M-B cars? 

5. What challenges remain for the M-B brand. 
(Note: if you, your relations or friends drive a M-B, you might like to comment on 
your/their service experience!) 

Sessions 19 & 20 

GOOGLE MARKETING STRATEGY 

Visiting Speaker:  
Richard Wolstenholme, Industry Head – Automotive, Google 
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Sessions 21 & 22 

STRATEGY IMPLEMENTATION: INTEGRATING EMPLOYEE, CUSTOMER & 
SHAREHOLDER VALUE  
Case study: Sears Roebuck 

Read the case study prior to the class session and be prepared to answer the 
following questions in class: 

Questions: 
1. What are the difficulties in implementing the service profit chain approach in an 

organisation such as Sears? 

2. Is the service profit chain concept a useful idea for your existing or previous 
company? 

3. How would you go about gaining employee engagement with all the employees in 
a large enterprise like Sears? [We will discuss the Root Map/Learning Map 
approach Sears adopted, during the class session.] 

Read: Aaker Text: Ch. 7 

STRATEGIC MARKETING SUCCESS THROUGH CO-CREATION 
PRESENTATIONS 

Group assignment presentations and written assignments due. 

20 minutes for each group presentation and class discussion. 

Sessions 23 & 24 

STRATEGY IMPLEMENTATION: INTEGRATING CORPORATE, BUSINESS UNIT & 
MARKETING STRATEGIES 

Case study: TBC 
Read: Aaker Text: Ch. 15 

COURSE SUMMARY, REVIEW, REVISION AND QUESTIONS 

Summary and review of course, format of examination. 

 

MBA exam date: date to be advised by AGSM Student Experience
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PART B: KEY POLICIES, STUDENT 
RESPONSIBILITIES AND SUPPORT 

1. PROGRAM LEARNING GOALS AND OUTCOMES 
The UNSW 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. 

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

We strongly advise you to choose a range of courses 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.  
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MBA (Full-time) Program Learning Goals and Outcomes 

Learning Goal 1: Business Management Knowledge 
Students should be able to identify and apply current knowledge of disciplinary and 
interdisciplinary theory and professional practice to general management and 
business within diverse situations 

Learning Goal 2: Critical Thinking 
Students should understand and be able to identify, research and analyse complex 
issues and problems in business and develop appropriate solutions 

Learning Goal 3: Communication 
Students should be able to produce written documents and oral presentations that 
communicate effectively complex disciplinary ideas and information for the intended 
audience and purpose 

Learning Goal 4: Teamwork 
Students should be able to participate collaboratively and responsibly in teams and 
to reflect upon their own contribution to the team and on the necessary processes 
and knowledge within the team to achieve specified outcomes 

Learning Goal 5: Responsible Business 
Students should be able to appraise ethical, environmental and sustainability 
considerations in decision making and in practice in business 

Students should be able to consider the social and cultural implications of 
management practices and of business activities 

Learning Goal 6: Leadership 
Students should be able to reflect upon their own personal leadership style and the 
leadership needs of business and of teams 

Learning Goal 7: International Perspective 
Students should understand the needs of undertaking business within a global 
context 

Students should be able to apply business management knowledge to business 
situations within global markets with due recognition for differences in cultural, legal, 
commercial and other issues 

Learning Goal 8: Risk Management 
Students should be able to demonstrate an understanding of the limits in precision 
and the risks associated with business models 

Students should be able to appraise risk and to develop risk mitigation strategies 
applicable to business undertaken within uncertain and volatile environments 
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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 UNSW Business School Harvard Referencing Guide, see the UNSW Business 
School Referencing and Plagiarism webpage (UNSW Business School > Students > 
How can we help? > Learning support > Resources > Referencing & 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.  

AGSM MBA Programs and UNSW policies 
In general, UNSW policies apply to staff and students of AGSM MBA Programs. 
Where there are additional points or procedures which apply specifically to AGSM 
MBA Programs they are set out on the AGSM website: 

https://www.business.unsw.edu.au/agsm/students/resources/students-rights-
responsibilities 

If students are in doubt about the policy or procedure relating to a particular matter 
they should seek advice from the Student Experience. 

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’. 

4. 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.  
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5. 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.  

https://www.business.unsw.edu.au/students/resources/accept-enrol/agsm-student-
enrolments#class attendance 

6. 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 

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/. 

7. 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. 

8. SPECIAL CONSIDERATION AND SUPPLEMENTARY 
EXAMINATIONS 

You must submit all assignments and attend all examinations scheduled for your 
course. You should seek assistance early if you suffer illness or misadventure which 
affects your course progress. For both general and specific information on ‘special 
considerations’ contact Student Experience and the lecturer-in-charge: Also see 

https://www.business.unsw.edu.au/agsm/students/resources/assessments-and-
examinations 

and myUNSW 

https://student.unsw.edu.au/exams 

General Information on Special Consideration: 
1. All applications for special consideration must be lodged online through 

myUNSW within 3 working days of the assessment due date (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 - 
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download here) and other supporting documentation to Student Central. For more 
information, 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.  

3. Applications will not be accepted by teaching staff. Student Experience will be 
automatically notified when you lodge an online application for special 
consideration. 

4. Decisions and recommendations are only made by Student Experience, not by 
tutors. 

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

Special Consideration and the Final Exam: 

Applications for special consideration in relation to the final exam are considered by an 
AGSM @ UNSW Business School Student Experience panel to which lecturers-in-
charge provide their recommendations for each request.  

If you attend the regular final exam, you are extremely unlikely to be granted a 
supplementary exam. Hence if you are too ill to perform up to your normal standard in 
the regular final exam, you are strongly advised not to attend. However, granting of 
a supplementary exam in such cases is not automatic. You would still need to satisfy 
the criteria stated above. 

9. STUDENT RESOURCES AND SUPPORT  
UNSW and the Business School provide a wide range of support services for students, 
including: 

● AGSM @ UNSW Business School Student Experience 
 Advice and direction on all aspects of enrolment, timetables and graduation. 

Ground Floor – Red Counter, AGSM Building (G20),  

 Phone: (02) 9931 9400  
Email: studentexperience@agsm.edu.au  

● eLearning Support: For online help using Moodle, follow the links from 
http://teaching.unsw.edu.au/moodle-students 

 

 For login issues 
Contact the UNSW IT Service Centre: 
‒ Hours: Monday – Friday, 8am – 8pm 

  Saturday – Sunday, 11am – 2pm 
‒ Email: ITServiceCentre@unsw.edu.au 
‒ Phone:  (02) 9385 1333  

  International: +61 2 9385 1333 
 For assistance in using Moodle, including how to upload assessments 

Contact the AGSM @ UNSW Business School Elearning Coordinator: 
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‒ Hours:  Monday – Friday, 9am – 5pm 
‒ Email:  elearning@agsm.edu.au 
‒ Phone:  (02) 9931 9541  

  International: +61 2 9931 9541 
 For help with technical issues and problems 

Contact the External TELT Service Centre: 
‒ Hours: Monday – Friday, 7.30am – 9.30pm 

  Saturday – Sunday, 8.30am – 4.30pm 
‒ Email: externalteltsupport@unsw.edu.au 
‒ Phone:  (02) 9385 3331 

  International: +61 2 9385 3331 
 

● UNSW Business School Education Development Unit (EDU) 
https://www.business.unsw.edu.au/ 
Academic writing, study skills and maths support specifically for UNSW Business 
School students. Services include workshops, online and printed resources, and 
individual consultations. EDU Office: Room GO7, Ground Floor, UNSW 
Business School Building (opposite Student Centre); Phone: (02) 9385 5584;  
Email:edu@unsw.edu.au.  
Consultation online booking: 
https://booking.online.unsw.edu.au/booking/asb_consultation.login  
Visit us on Facebook: www.facebook.com/educationdevelopmentunit 

● 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: (02) 9385 5418 

● Student Equity & Disabilities Unit (http://www.studentequity.unsw.edu.au) 
Advice regarding equity and diversity issues, and support for students who have a 
disability or disadvantage that interferes with their learning. Office: Ground Floor, 
John Goodsell Building; Phone: (02) 9385 4734. 
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