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Staff & contacts 
 

Course Teachers   

 

Dr. Robert Hamlin   ph. 479 8161 rob.hamlin@otago.ac.nz 

(Leader)     Office:   Room 4:20, Commerce Building  

     Office hours:  TBA 

 

Dr. David Bishop   ph 479 8196  david.bishop@otago.ac.nz 

(Coordinator)   Office:   Room 4:18, Commerce Building 

     Office hours:  TBA 

 

 

Office (Food Science Administrative Assistant)  

Fiona West     

     ph 479 7562 foodscience.office@otago.ac.nz 

     Office G01, Gregory Building  

Office hours: 9am – 2.45pm, Monday to Friday 

 

Office (Marketing Department receptionist)  

Kerry Haggart   ph 479 7697  marketing@otago.ac.nz 

     Reception, Fourth floor, Commerce Building  

Office hours: 10am – 3.00pm, Monday to Friday 

 

 

 

Course information 
 

Description 

FOSC 112 ‘Introduction to Food Marketing’ is one of two 100 level papers offered by the 

Department of Food Science.  Along with FOSC 111, ‘Food Principles’ it forms part of the core 

requirements of both the Food Science (http://www.otago.ac.nz/courses/subjects/ fosc.html) and 

Consumer Food Science (http://www.otago.ac.nz/courses/subjects/cfsc.html) degrees at both 

bachelor and honours levels.  It may be taken in year one or two of either subject under normal 

prerequisite requirements and progression (See chart).  It may also be taken as a 100 level course by 

any applied science (B.App.Sc.) or science student (B.Sc.), and the 18 points will count towards the 

allowable non-compulsory 100 level points requirements for any such degree.  

 

The course is specifically designed to give an introduction to marketing from a technical/science 

perspective.  It acts as background and context for the higher level technical courses offered by the 

Food Science Department, which are by their very nature strongly orientated towards scientific and 

consumer innovation and the technical development of food products that will eventually be brought 

to market.   

 

While the material used in the course is entirely food orientated, the material and concepts that it 

delivers are also highly relevant to students of other pure and applied science disciplines that involve 

consumer product innovation and development.    
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Eligibility 

There are no specific course prerequisites for FOSC112, and can thus be taken by any student 

enrolled at Otago University, but it is a prerequisite for FOSC 311 (see above).  Students are 

advised to consult Schedule C of their specific degree and majors to establish how FOSC 112 can 

contribute to the required points for their chosen qualification  
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Learning Outcomes 

On completion of this course students should have a working knowledge of the following: 

 

1)  What marketing is.  What its position with a commercial organisation and its 

       relationship with other functions. 

2)  What products are, what brands are, and in particular what categories are, as these 

             are the primary strategic units of food marketing. 

3)  The nature and mechanics of food consumer learning and choice 

4)  The three critical processes of segmentation, targeting and positioning, and how 

                these relate to one another.  

5) The various types of brands, their nature and how they are used in a competitive 

              food market. 

6)  The role of sales and the process of selling, plus the critical importance to food 

                marketing of sales. 

7)  The nature of power in food markets. How it is acquired, how it is retained and how 

             it is used. 

8)  The nature and purpose of innovation in food markets 

9)  The nature of food consumer needs, and their critical importance in defining a 

                viable market offering. 

         10) The importance of research ‘scoping’ – the process of identifying which questions 

                need to be asked when investigating the viability of a food market offering. 

         11) The basic methods by which these questions can be asked as part of a food market 

                research programme. 

 12) The major strategic trends that are affecting food markets at the present time.     

 

Graduate attributes emphasised 

 

As FOSC 112 is an introductory course it emphasises all of the attributes contained in the graduate 

profile for food science students attached top this outline. 

 

Paper Structure 

 

Topics to be covered 

The course is in 12 sections (one week per section+ introductory week), and divides into four parts: 

Food marketing basics, managing food markets, management of innovation for food markets and the 

strategic development of food markets.  

 

Delivery  

The course will be delivered by two one hour lectures and one, one hour tutorial/workshop each 

week.  Each lecture will be accompanied by three review questions (for 72 questions in total).  

These review questions may also cover any set readings.  The workshop will cover material 

delivered in the previous week’s lectures.  Each workshop will be accompanied by a single case (for 

12 cases in total).  Development questions for each case will be delivered in the workshop itself. 

 

Any queries and applications for stream changes, special consideration extension etc. should be 

addressed exclusively to the course coordinator. Dr. David Bishop.  
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Assessment 

The course assessment will consist of one assignment and a final examination each worth 50% of the 

course grade 

 

Permission to sit the final exam (Terms) 

 

Permission to sit the final exam is granted subject to: 

1) Satisfactory attendance at tutorials and classes (A roll will be taken at tutorials and any 

    more than two unexplained absences will be treated as unsatisfactory.) 

2) Satisfactory completion of assignments (An assignment must be submitted, and it must 

    attract a grade of 40% or more (D)  

 

 

Textbooks 
 

There will be no set text – one on food marketing is not available.  Readings, if they are used, will be 

supplied via blackboard the week before they course elements that they are attached to.   The body 

of knowledge that the students taking this course will be responsible for is represented by the 

review questions and the tutorial lab case and questions (see ‘assessment’ below). 

 
Assessment  

 

Assessment is in two parts: 

 

Individual assignment (50%) 

Each student will have to prepare an individual assignment.  This assignment will be based upon the 

material delivered in the first part of the course ‘marketing basics’.  It will be issued to students at 

the end of this first part, and will be submitted at the end of the second part of the course ‘managing 

markets’.  The dates are shown in the course schedule above. 

   

Final examination (50% - 3 questions @10% each, and 1 question @ 20%) 

The final examination will be of two hours duration, closed book.  The examination will consist of 

two parts: 

 

Part 1: 3 questions @ 10% each.  These three questions will be drawn for the bank of c. 72 review 

questions handed out in the lectures.  The three questions will be reproduced from this bank 

verbatim.  There will be no choice. 

 

Part 2: 1 question @ 20% 

This question will be drawn from the bank of 12 cases and associated questions delivered in the 

tutorials.  The case and questions will also be reproduced verbatim.  

 

Note that the grading scheme used at Otago is: 

 

 A+ 90-100 A 85-89  A- 80-84  B+ 75-79 

 B 70-72  B- 65-69  C+ 60-64  C 55-59 

 C- 50-54  D 40-49  E <40 
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Course timetable 
 

PART 1: Food marketing basics 

 
Date Activity Description 

10 Jul. Lecture 1 Marketing - What is it?  The history of food marketing (RH) 

13 Jul. Lecture 2 Marketing in the company.  Marketing, sales and other functions 

(RH)  

17 Jul. Lecture 3 What is a product? Food products and food services (RH) 

20 Jul. Lecture 4 What is a brand? What is a category? (RH) 

19-20 Jul. Workshop 1 Value adding with food marketing  

24 Jul. Lecture 5 Food consumer choice: How does it happen? (RH)  

27 Jul. Lecture 6 Food business choice:  How does it happen? (RH) 

26-27 Jul. Workshop 2 Integrating products and brands 

31 Jul. Lecture 7  What is a market segment? What is a ‘target’ market? (RH) 

3 Aug.  Lecture 8  What is a market position? How does ‘segmentation, targeting and 

positioning work? (RH)  

2-3 Aug.  Workshop 3 Low involvement retail food consumer choice   

4 Aug. Assignment  Assignment available on Blackboard (Friday)  

 

PART 2 Managing Food Markets 

 
Date Activity Description 

7 Aug.  Lecture 9 Brand types and brand structure within a market. 

Brand structure, evolution and development (DB) 

10 Aug. Lecture 10 Brand and product portfolios.  Fighting with brands (DB)  

9-10 Aug. Workshop 4 Targeting and positioning food products 

14 Aug. Lecture 11 What is a product manager and what do they do?  

What is a brand manager and what do they do? (DB) 

17 Aug.  Lecture 12 What is a category manager and what do they do?   

What is a marketing manager and what do they do? (DB) 

16-17 Aug. Workshop 5 Brand warfare  

21 Aug. Lecture 13 What is sales? What is selling?  What does a sales manager do? (DB) 

24 Aug.  Lecture 14 What is the selling process?  Why are sales critical? (DB) 

23-24 Aug.  Workshop 6 Category management    

 

Mid-Term break: 26 August to 3 September 
 

4 Sep.  Lecture 15 What’s the difference between a free and a perfect market?  What 

is market power and how might it affect me? (DB) 

7 Sep.  Lecture 16 Benign market power & the law. Malignant market power & the law 

(DB)  

6-7 Sep.   Workshop 7 Sales and selling 
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8 Sep. Assignment  Assignment due into Marketing Dept. 100 level assignment drop 

box (4th Floor) Friday, 4.00 pm  

 

 

PART 3 Management of Innovation for Food Markets 

 
Date Activity Description 

11 Sep. Lecture 17 The product lifecycle in food markets  

The requirement for food product innovation. (DB) 

14 Sep.  Lecture 18 Innovation, product introduction and product deletion.  

Types of innovative products, degrees of innovation. (DB) 

13-14 Sep. Workshop 8 Managing market power 

18 Sep.  Lecture 19 What is a consumer need?   

The food product offering as a benefit to the consumer and a cost 

to the supplier. (DB) 

21 Sep. Lecture 20 Positioning a new offer against existing offers within the market. 

The value of formal ‘offer concept’ and offer development 

processes. (DB) 

20-21Sep. Workshop 9 Replacing existing products in the market  

25 Sep. Lecture 21  What is the role of commercial research in new food product 

development?  

Identifying the right research questions, developing research plans 

(RH)  

28 Sep.  Lecture 22 Secondary research 

Primary qualitative research (RH)   

27-28 Sep. Workshop10 Developing the product as an actual entity and as a market concept  

2 Oct. Lecture 23  Primary quantitative research  

Research and decision.  Third party research providers (RH)   

 

PART 4  The strategic development of food markets  
 

5 Oct.  Lecture 24  The decline of the full service supermarket. 

The rise of the Web and its implications (RH) 

4-5 Oct. Workshop11 Developing sensible market research plans. 

9 Oct. Lecture 25  Restaurants and Foodservice (RH) 

12 Oct.   Lecture 26  The consumer marketing of food and agricultural technology. 

Marketing when (not if) there’s not enough food. (RH)  

11-12 Oct. Workshop12  Restaurant marketing  

 

18 October – 11 November TBA: Final Examination, 2 hours closed 

book 
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Lecture and tutorial weekly times and locations 
 

Lecture 1 Monday 1-1.50 pm TBA 

Lecture 2 Thursday 4-4.50 pm TBA 

Tutorial stream 1 Wednesday 12-12.50 pm TBA 

Tutorial stream 2 Wednesday 3-3.50 pm TBA 

Tutorial stream 3 Thursday 9-9.50 am TBA 

Tutorial stream 4 Thursday 12-12.50 pm TBA 
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Blackboard 
 

Blackboard is a web-based learning platform that we use to help manage teaching and l earning in 

the course.  On Blackboard you will find resource material, a list of lectures and tutorials, your own 

personal grade sheet and other course tools.   

 

We will use some of these tools later in the course, but for now we just want to make sure you can 

access these pages.  First, go to the Blackboard home page by following these steps: 

 

1. Go to: http://blackboard.otago.ac.nz (there is also a link from the University homepage, 

otago.ac.nz) 

2. You will be asked to Login by typing in your username and password (use your university-

wide Student ID and password).  Once you have logged in you will find yourself on your 

personal Blackboard page.   

3. On the right hand side of the site you will see the heading ‘My Courses’.  All the papers in 

which you are enrolled should be listed.  Click on this button. 

4. Once you are in the website bookmark it or add it to your ‘favourites’.  

5. If you have any problems with Blackboard please contact Fiona West, on 479 7562 or 

fiona.west@otago.ac.nz. 

 

Academic Integrity 
 

Academic integrity means being honest in your studying and assessments. It is the basis for ethical 

decision-making and behaviour in an academic context.  Academic integrity is informed by the values 

of honesty, trust, responsibility, fairness, respect and courage. Students are expected to be aware of, 

and act in accordance with, the University’s Academic Integrity Policy. 

 

Academic Misconduct, such as plagiarism or cheating, is a breach of Academic Integrity and is taken 

very seriously by the University.  Types of misconduct include plagiarism, copying, unauthorised 

collaboration, taking unauthorised material into a test or exam, impersonation, and assisting someone 

else’s misconduct. A more extensive list of the types of academic misconduct and associated 

processes and penalties is available in the University’s Student Academic Misconduct Procedures. 

 

It is your responsibility to be aware of and use acceptable academic practices when completing your 

assessments. To learn more, please ask at the Student Learning Centre or Library. If you have any 

questions, ask your lecturer. 

 

Plagiarism 

Students should make sure that all submitted work is their own. Plagiarism is a form of dishonest 

practice and is defined as copying or paraphrasing another’s work, whether intentionally or otherwise, 

and presenting it as one’s own. In practice this means plagiarism includes any attempt in any piece of 

submitted work (e.g. an assignment or test) to present as one’s own work the work of another. 

Assignments submitted electronically will be checked through SafeAssign for evidence of copied 

material. 

 

Any student found responsible for plagiarism in any piece of work submitted for assessment shall be 

subject to the University’s dishonest practice regulations which may result in various penalties, 

including forfeiture of marks for the piece of work submitted, a zero grade for the paper, or in 

extreme cases, exclusion from the University. 

 

 

mailto:fiona.west@otago.ac.nz
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How to avoid plagiarism 

Sometimes writers will plagiarise ideas from someone else without realising it.  All quotations, 

paraphrases, borrowed ideas and facts that are not general knowledge should be correctly referenced 

(see: How to reference correctly).  The following guidelines should help you to avoid plagiarism in 

your work: 

 Select information carefully: material from other sources should be used to back up your 

ideas. 

 Be sure to integrate all ideas from other sources into your own discussion and explain the 

significance of the referenced material. 

 Be careful to indicate in your notes which material is a direct quotation and which material is 

paraphrased so that you don't get caught out when you use your notes to write your 

report/essay. 

 You can submit an electronic draft of your assignment to Blackboard and check it through 

SafeAssign, the University’s anti-plagiarism software. 

 

Online resources 

 Academic Integrity Policy:  

www.otago.ac.nz/administration/policies/otago116838.html 

Academic Integrity website: 

www.otago.ac.nz/study/academicintegrity 

Student Misconduct Policy: www.otago.ac.nz/administration/policies/otago116850.html 

Plagiarism policy: 

www.otago.ac.nz/study/plagiarism/index.html 

 

Student support 
 

Disability, Impairment or Medical Condition 

If you have a permanent or temporary disability, impairment or medical condition that affects your 

study in this paper, Food Science invites you to contact the Course leader to discuss any specific 

requirements.  Alternatively, you are welcome to meet with the Departmental Disability Contact or 

a Student Advisor at Disability Information and Support.  Disability Information and Support 

provides learning support, advice, advocacy and information to students with permanent or 

temporary disabilities, impairments or medical conditions. 

  

Departmental Disability Contact:  Fiona West 

Telephone  479 7562 

Email   foodscience.office@otago.ac.nz 

Location Front office, Ground floor, Gregory Building 

 

Disability Information and Support 

Telephone 479 8235 

Email  disabilities@otago.ac.nz 

Website  www.otago.ac.nz/disabilities 

Location  West wing of the ISB   

 

 

 

 
 
 

http://www.otago.ac.nz/administration/policies/otago116838.html
http://www.otago.ac.nz/study/academicintegrity
http://www.otago.ac.nz/administration/policies/otago116850.html
mailto:disabilities@otago.ac.nz
http://www.otago.ac.nz/disabilities
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Support for International  Students 

The Department of Food Science encourages international students to seek support if they are 

having difficulties with their studies or meeting other challenges while they are a student at Otago. 

  

Students can also contact International Student Support: 

Telephone:  479 8344 

Email: international.support@otago.ac.nz 

Website: www.otago.ac.nz/international 

Location: Archway West Building 

 

Adverse Weather Guidelines 

In the event of adverse weather conditions (such as snow, ice or floods) some lectures may not be 

held. If it is decided that FOSC112 lecture or lab activity will not be held then students will be 

advised accordingly on Blackboard. It is thus important that Blackboard is continually checked for 

updates. During snow conditions final examinations will be held as scheduled. Students are expected 

to make appropriate arrangements to ensure they can attend their examinations without putting 

themselves at risk. If students are unable to travel to the University to sit their exams because of 

road closures or hazardous driving conditions, they should contact the University Information 

Centre for advice. 

 

 

What do you do if you have concerns about the course? 

We hope you will feel comfortable coming to talk to us if you have a concern about the course.  

The Course leader David Bishop, will be happy to discuss any concerns.  Alternatively, report your 

concerns to the student representative who will follow up with Departmental staff.  If, after making 

approaches via these channels, you do not feel that your concerns have been addressed, there are 

university channels that may aid resolution.  For further advice and more information on these 

channels, contact the Department Manager or Head of Department. 

 

mailto:international.support@otago.ac.nz
http://www.otago.ac.nz/international
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The University of Otago  

Food Science Graduate Profile 
 

What are the important considerations when designing and packaging a safe and nutritious food 

product? How can shelf-life be extended? What type of functionality should the food product have? 

How can we decrease the use of additives? These are the types of questions that our students 

explore during their three year degree programme in Food Science (BSc). Our graduates will 

possess a deep, coherent and extensive knowledge of Food Science, and be able to integrate this 

knowledge to solve food industry problems by designing and implementing a research project. In 

addition, all our graduates will possess the following sets of attributes: 

 

Interdisciplinary perspective: Commitment to intellectual openness and curiosity, as well as an 

awareness of the strong links between health, safety, nutrition, processing, marketing, and food 

flavour and texture. 

Global Perspective: Appreciation of the international food industry, and how global political, 

economic, social and cultural structures might impact upon the NZ food export industry. 

Lifelong learning: Commitment to the on-going acquisition of new knowledge and new skills, and 

an ability to apply these to the fast-moving and dynamic food industry. 

Scholarship: Commitment to the fundamental importance of acquisition and development of 

knowledge and understanding. 

These attributes include those most often sought by employers: 

 

Research: Ability to identify food issues and implement a research strategy to solve potential 

problems. Have an appreciation of appropriate methods of laboratory analysis, and knowledge of 

where to find and evaluate current scientific information. 

Critical thinking: Ability to analyse food issues logically, to challenge conventional assumptions 

about what “good” food is, to consider different and often conflicting viewpoints and interests in 

food production and consumption  (e.g. from private, public and non-profit sectors) and make 

informed decisions. 

Ethics: Application of ethics and knowledge of ethical standards when conducting research, and 

developing, communicating and selling food products. 

Environmental literacy: Basic understanding of the principles that govern natural food 

production systems and the effects of food procurement and processing methods on these 

systems. 

Communication: Ability to communicate information and arguments effectively, both orally (e.g. 

presentations to a group and one-on-one interviews) and in writing (e.g. reports, essays, papers 

and posters). 

Information literacy: Ability to apply specific skills in acquiring, organising, analysing, evaluating 

and presenting information, in particular recognising the importance of digital-based activity to 

keep up-to-date with ever-changing food requirements. 

Cultural understanding: Knowledge of multiculturalism, in particular, the cultural requirements 

for food composition, processing and marketing, particularly for the export industry. 
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Teamwork: Ability to work effectively as both a team leader and member, in the workplace and 

community. Able to understand differing points of view and compromise when necessary to 

achieve a goal. 

Self-motivation: Capacity for self-directed activity and the ability to work independently 
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The University of Otago  
Consumer Food Science Graduate Profile 

 

Why do people choose certain food products and brands over others? Why do they eat what they 

eat? Why do they waste food which is still good to eat? How might we, as Consumer Food 

Scientists, impact upon these choices to encourage people to choose good quality and 

environmentally sustainable foods?  How might we increase the value of New Zealand food exports? 

These are the sorts of questions that our students explore during their three year degree 

programme in Consumer Food Science (BAppSc). Our graduates will possess a deep, coherent and 

extensive knowledge of Consumer Food Science, a subject that provides an interdisciplinary 

understanding of food and consumer food choice. These attributes involve substantial affective 

elements: 

 

Interdisciplinary perspective: Commitment to intellectual openness and curiosity, as well as an 

awareness of the strong links between the social (i.e. “people”) and the natural (i.e. “product”) 

sciences   

Global perspective: Appreciation of the international food industry, the global politics and 

harmonisation of food production and consumption (i.e. how global political, economic, social and 

cultural structures might influence and be influenced by food choices) and the nature of global 

citizenship  

Lifelong learning: Commitment to the on-going acquisition of new knowledge and new skills, and 

an ability to apply these to the fast-moving and dynamic food industry  

Scholarship: Commitment to the fundamental importance of acquisition and development of 

knowledge and understanding 

   These attributes include those most often sought by employers: 

 

Research: Ability to evaluate and conduct consumer research, using a range of both qualitative 

(i.e. interview and focus group) and quantitative (i.e. survey and experiment) research methods to 

investigate topical consumer food issues  

Critical thinking: Ability to analyse consumer food issues logically, to challenge conventional 

assumptions about what “good” food is, to consider different and often conflicting viewpoints and 

interests in food production and consumption  (e.g. from private, public and non-profit sectors) 

and make informed decisions  

Ethics: Application of ethics and knowledge of ethical standards when conducting consumer 

research, and developing, communicating and selling food products  

Environmental literacy: Basic understanding of the principles that govern both natural food 

production systems and the systems that move food from farm to fork, and the effects of 

consumer food choice on these systems 

Communication: Ability to communicate information, arguments and analyses effectively, both 

orally (e.g. presentations to a group and one-on-one interviews) and in writing (e.g. reports, 

essays, papers and posters) 

Information literacy: Ability to apply specific skills in acquiring, organising, analysing, evaluating 

and presenting information, in particular recognising the importance of digital-based activity to 

keep up-to-date with ever-changing consumer food trends    
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Cultural understanding: Knowledge and appreciation of biculturalism within the framework of 

the Treaty of Waitangi (in particular with regards to the food harvesting/production rights of 

Māori), knowledge of multiculturalism (in particular with regards to how cultural values influence 

food choice), and an ability to apply such knowledge in a culturally appropriate manner (e.g. 

producing and marking halal food products) 

Teamwork: Ability to work effectively as both a team leader and member, in the workplace and 

community 

Self-motivation: Capacity for self-directed activity and the ability to work independently in the 

classroom, in the lab, in the workplace or in the field 
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Referencing  
What is referencing? 
Referencing is acknowledging and identifying sources for any ideas, opinions, arguments, theories, 

evidence and statistics that are not your own but which you have used in your writing. Referencing 

is required whether you have used the original author's exact words (quoted) or whether you have 

rewritten in your own words (paraphrased). Note: Direct quotes are not used in scientific writing 

and will therefore not be accepted in lab reports.  You should paraphrase (i.e. rewrite information in 

your own words and reference the source) instead. 

 

Why should you reference? 
There are three main reasons for referencing: 

1. If you don't acknowledge your use of someone else's work you are likely to be accused of 

plagiarism (see Academic Integrity & plagiarism, p10) 

2. Referencing shows that you have researched the topic and adds credibility to your work. 

3. Referencing is a way of supporting what you have said by providing evidence (e.g. previous 

research with the same results that you obtained in your experiment/s; literature that 

supports that way you have interpreted your results) 

 

How to reference correctly 
The referencing is based on “APA Referencing Style”.  You must also read the University’s Plagiarism 

Policy. See p11 for more information. 

 

Appendix 
This contains all of the raw data plus calculations to show how final results were obtained. This 

section is not marked and need not be typed. It is used to understand your work and reasoning in 

the main body of the assignment. If it is missing or incomplete your mark may be affected since the 

marker cannot give you credit if any small errors affect the results.  

 

 

 


