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SEMESTER ONE 2023 

 

 MART463 Food Marketing  
 

 Paper Description and Aims 
MART 463 ‘Food Marketing’ examines the specific features of food marketing that are driven by the 

specific nature of food itself and its place in society and culture.  The paper aims to familiarise students 

with the ‘low involvement’ processes that drive consumer learning and choice, along with industry’s 

responses to them. 

 

                 Semester One            0.1667 EFTS   20 points  

  
 

 Teaching Staff 

Paper Coordinator/lecturer         

Name: Robert Hamlin  

Office: OBS 4:20 

Email: rob.hamlin@otago.ac.nz  

Office Hours: Wed. 2-3pm 

 

 You should contact Robert Hamlin with any administrative enquiries about the paper. 

 

All requests for late submissions of assignments should be addressed to Dr Mathew Parackal  

Email:  mathew.parackal@otago.ac.nz 

 

Expectations for Staff Response Time to Email Enquiries – 9am to 5pm, Monday to Friday, email 

response will generally be within 48 hours.  Please be aware that staff are not available to respond to 

emails between 5pm Friday and 9am Monday. 
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Paper Delivery 
Lecture Day/Time: Thursday 10am-12pm 

Room:  Please refer to your eVision timetable.  

 

Every week students must attend one, 110 minute lecture  

 

Lectures present the key conceptual material through discussion and interaction between teaching staff 

and students.  Lectures are supported by readings. 

 

Calendar The calendar (in this outline) details scheduling information.  Note that this calendar may 

change as the paper proceeds.  Any changes will be announced at lectures and be detailed on 

Blackboard. 

 

Students are expected to prepare for and attend all classes to gain full benefit from the course 

 

These activities should be prepared for by reviewing information detailed on Blackboard and 

completing any assigned readings.  Students unable to attend a lecture are expected to catch up on 

missed material.  Unless stated otherwise, all aspects of the course are examinable. 

 

Expectations and Workload 
MART463 is a 20-point paper.  As a general guide, 1 point represents study in formal instruction or 

independent study for 12 hours, made up of a combination of lectures, laboratories, tutorials 

assignments and readings.  As a result, you should anticipate spending approximately 240 hours on 

this subject over the duration of the semester. 

 

This particular course places a reliance on the capacity of graduate students to work independently 

individually and also harmoniously as a group, and to plan some weeks ahead of any potential 

workload peak.   If this is done, then the workload can comfortably be achieved in the ten hours that is 

the expected work input per week.  If not, then individuals and groups may experience some pretty 

hefty work spikes from time to time! 

 

Textbook Information 
MART 463 does not have a set text.   Readings will be provided as necessary.  Some requirement for 

independent study of topics both within and beyond the academic literature is expected.  Other 

materials will be supplied as required. 

 

 

 

 

 

 

 

 

 



Calendar 
Lecture/ 

Tutorial 

Number 

Date Topic 

1 2nd Mar.  Course introduction & questions 

2 9th Mar. 
Food products: Why are they different? The retail food 

purchase decision process 

3 16th Mar. The retail point of sale environment 

 22nd  Mar.  Individual assignment due via E-mail attachment to 

rob.hamlin@otago.ac.nz  Wed. Mar 22nd (4.00 pm)  

4 23rd Mar. Client briefing/field trip  

5 30th Mar. 
Integrating point of sale and remote communications in food 

marketing. 

6 6th Apr. Food channels (1) – Domestic channels 
 

7-16th Apr. 7th April - Good Friday 

7th to 16th April – Mid-Semester Break 

11th April - Otago Anniversary Day observed 

7 20th Apr.  Food channels (2) – International channels 

8 27th Apr. The internet as a food marketing tool (1)  

9 4th May  The internet as a food marketing tool (2)  

10 11th May 
Food, politics, power and primary food producer issues – 

Companies and cooperatives 

 11th May  
Individual project reports and designs (if any) due via E-mail 

attachment to rob.hamlin@otago.ac.nz, Thu. 11th May, 4.00 pm 

11 18th May  Sales pitch, theory and practice 

12 25th May Foodservice & restaurants (1)  

 25th May  
Presentation supporting report due via E-mail attachment to 

rob.hamlin@otago.ac.nz, Thu. May 25th 4.00 pm  

 26th May Presentations - Fri. May 26th  

13 1st Jun.  Foodservice & restaurants (2)  

 

* First week of Semester 1 is ACADEMIC WEEK 9 

Lectures end Friday 2 June 

University Exam Period First Semester Begins Wednesday 7 June 

Ends Wednesday 21 June 
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Assessment 
All material presented is examinable by assignments.  All-important assessment information such as 

due dates and times, content, guidelines and so on will be discussed at lectures and, where appropriate, 

detailed on Blackboard.  Students are responsible for ensuring that they are aware of this information, keeping 

track of their own progress, and catching up on any missed classes. 
 

Assessment Due date % of 

final grade 

Requirements to 

pass 

this paper 

Individual Essay  Wed. Mar. 22nd (4.00 pm)  25 N/A 

Individual project report  Thu. May 11th (4.00 pm) 50 N/A 

Project presentation*  Fri. May26th (TBA)  

Supporting doc. Thu. May 25th 

(4.00pm)  

25 N/A 

 

Paper Requirements 

A 50% grade overall in this course is required to pass.  There are no other specific requirements  
 

Assessment Format 

The assessment consists of an individual essay for 25% of the grade, an individual project report for 

50% of the course grade and an individual in person presentation to the lecturer and client/third parties 

for 25% of the course grade.  

 

All important assessment information such as due dates and times, content, guidelines and so on will 

be discussed at lectures and, where appropriate, detailed on Blackboard.   

 

Students are responsible for ensuring that they are aware of this information, keeping track of their 

own progress, and catching up on any missed classes. 

 

1) Individual essay (25%). 

 

This is an individual essay exercise.  An essay is NOT a literature review.  See here for a good resource 

for how to write essays:   https://en.oxforddictionaries.com/writing-essays , and here for a rather more 

direct analysis of the process:   http://writingcenter.fas.harvard.edu/pages/strategies-essay-writing.  

You may consider a full reading of these two websites to be your first two assigned readings.  This year 

the essay title is:  
 

“The key implication of Gerd Gigerenzer’s version of bounded rationality for retail food product 

marketing practice is…” 
 

Which means that this article: “Gigerenzer, G., & Brighton, H. (2009). Homo heuristicus: Why biased 

minds make better inferences. Topics in cognitive science, 1(1), 107-143.” Available at: 

https://onlinelibrary. wiley.com/doi/pdf/10.1111/j.1756-8765.2008.01006.x is your third set reading.  

 

Your objective is to provide a definite reasoned answer to the question above.  You get to fill in the bit 

that is represented by the dots at the end of the statement with your favoured implication.  The title 

suggests that you should focus on one (the key) implication, which means that you will have to have a 

bit of a beauty contest!  You may introduce supporting and linking evidence to support your 

https://en.oxforddictionaries.com/writing-essays
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arguments, but you are restricted to a total of ten direct citations in the text.  There is a word limit of 

4,000 words including references.  Appendices are not permitted. 

   

Scientific essays are now a rare format in marketing or any other University discipline – and more’s the 

pity.  However, they are the vehicle of choice of the majority of influential popular scientists.  An essay 

by the paleontologist Stephen Jay Gould will be given to you in the first class attached as a ‘style guide’.  

They are essentially a story with a beginning a middle and an end.  Dozens of examples of Gould’s 

work have been read in their entirety by millions – the average academic paper probably only gets read 

from cover to cover by a couple of dozen (including the author’s mother).  Go figure which is the most 

influential format.   

 

You may think that the one or more of the lecturer’s articles (among the 2,000 articles that have cited 

Gigerenzer and Brighton’s work since it was written) might just indicate the lecturer’s position and the 

stance, and that you should take that stance too.  Don’t - you will be marked purely on the quality of 

YOUR arguments as they are presented, not by the degree to which you agree with the lecturer/marker 

or any other ‘guru’!   

 

Your work will be graded on: 

 

a) The ‘watertightness’ of the arguments 

b) Synthesis of the material - or what value have YOU added to it.  In order to add value you HAVE 

      to take a position. 

c) Coherent storyline and good logical development. 

d) Capacity to interest and engage the reader.   

 

The essay is due on Wednesday 22nd March at 4.00 pm.   It may be submitted as a pdf file attachment 

to rob.hamlin@otago.ac.nz.  Please do not send odd files or online links.  Just an attached pdf file. 

 

 

2) Individual report (50%) 

 

You are to create an integrated communications strategy and a set of concept communication designs 

for a client who will brief the class on March 23rd in the class lecture slot.  The clients this year are 

Melanie Borrell and Matthew Sumpter of Harvey Street Merchant, a high-end food products retailer 

located in Waitati (https://www.harveystreetmerchant.com/)  

(https://www.facebook.com/harveystreetmerchant/) 

(https://www.instagram.com/harveystreetmerchant/?hl=en).    

 

As this briefing will happen at the store in Waitati, which is about 15 kilometers away, we will need to 

set off from the Dept. at 9.00 am that day, not 10.00 am as normal.  Transport will be provided.   These 

reports are to be handed in on Thursday May 11th at 4.00 pm.  The reports will be graded and handed 

back with feedback the following week (Tuesday, May 16th 4-5pm OBS 4:20).   

 

The individual report document should not exceed 12 pages 1.15 spaced 12-point font (plus appendix), 

and it should contain the following elements: 
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1) A review of the company’s current web assets and how they currently relate to the 

company’s products, related communications and the purchase behaviour of their target 

market(s). You will need to consider three important stages here: 

 

‘Inbound’  - How/when /why consumers arrive at the website 

‘On platform’  - What consumers do when they are on the website 

‘Outbound’  - What consumers do as they leave the website and afterwards.  This 

   could include purchasing, paying and departing online (along with   

   delivery systems), or coming to the actual store. 

  (20% of grade)  

 

2) A strategic communications plan that shows how these Web assets could be 

developed/improved to increase sales by targeting existing and/or new market segments 

and their purchase processes.  This plan should include at least two specific initiatives to 

improve performance in supporting inbound, on platform or outbound consumer 

behaviour.  You may also suggest ways that the store’s style, location and footprint 

(tangible environment) and traditional marketing communications could also be used to 

support your web-based initiatives and vice-versa.          (40% of grade)  

 

3) A set of graphical ‘blueprints’ for your proposed system of web communication.  For the 

website this would include a link/page map of the website, along with storyboards and 

individual designs for the more important individual pages.  For inbound or outbound 

initiatives this would include a link and node diagram of the consumer’s journey and how 

your inbound/outbound systems will support this.  These graphic items may be included 

as an appendix over and above the 12-page report limit.  These graphic items should 

support the earlier commentary (2) that describes how the website or other web activity 

complements existing assets, matches target consumer behaviour and supports sales. 

     (40% of grade)  

 

This assignment is supported by two classes, but students are expected to avail themselves of the 

simply enormous ‘how to’ literature on website optimization and inbound search engine optimisation 

(SOE) that is available online.     Overall, we are looking for integration – Is this a coherent plan to 

maximise the power of the Web for this specific company and its existing assets/activities? (good) Or 

is it just a ‘wish list’ of unassociated individual Web elements and activities? (not so good). 

 

The report is due on Thursday 11th May at 4.00 pm.   It may be submitted as a pdf file attachment to 

rob.hamlin@otago.ac.nz.  Please do not send odd files or online links.  Just an attached .pdf file. 

 
 

3) Individual presentation (25%)  

Each student should then use their graded reports and feedback to produce a single set of overheads 

and a short (3 pages max.) summary/supporting report for presentation to a Board.  This board will 

consist of two to three individuals who will listen to the student presentation.  The summary 

supporting report is due the day before the final presentation on Thursday May 25th at 4.00 pm, as a 

pdf file E-mail attachment to rob.hamlin@otago.ac.nz.  This material will be distributed to the 

client/board that evening (Board = client, lecturer, plus 1 other).  On Friday, May 26th at a time and 

location yet to be finalized, you will present their strategy and designs to the client and Board.  The 
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presentation will be for 15 minutes and 5-10 minutes for questioning.  NOTE: The Board will assess 

the presentations and the short supporting reports as an integrated whole.  

    

The presentation has a specific function.  It is here that you will ‘sell’ your proposal to the Board.  The 

presentation is thus not a summary presentation of your short or long-form reports, but a commercial 

‘sales pitch’ for you to demonstrate the value of what you have created.  To a certain degree you are 

selling yourselves as much as you are selling the material.  If you are not personally credible at this 

point, then your outputs won’t be either.  You will need to consider what material you should present, 

and how you will present it in order to create maximum impact.  You will be given considerable 

training and guidance on how to present in such situations (See Course Schedule).   

 

You are not only graded on the presentation, but also on how you respond to subsequent questions 

on it.  It is at this point in any commercial sales pitch that a sale is achieved.  You should assume a 

60/40 allocation of grades between the delivered presentation and Q&A (See grade sheet).  While the 

short supporting report is not directly graded at this point, a good supporting document is likely to 

enhance your presentation and interactions with the Board. Remember, the Board gets these well 

before the presentation.  The grade and feedback sheet used by the Board is attached.  These are used 

to establish the grade and feedback is handed back to students the day after the presentation.      

 

Referencing Style 

For this paper the referencing style is up to you, but it must be consistent (e.g. Harvard, Chicago, APA, 

etc).  Style guides are available on the University Library website: 

https://www.otago.ac.nz/library/referencing/index.html 

 
 

Late Assignments 

Assignments received up to 24 hours after the deadline will have 10 marks deducted from the available 

grade for the piece of assessment (i.e. a 78% becomes a 68%).  Assignments received between 24 - 48 

hours after the deadline will have 20 marks deducted from the available grade. Assignments received 

48 hours after the deadline will not be marked and there will be no grade given. 

If you are required to submit both an electronic and hardcopy of your assignment both need to be 

submitted on time. If only one of the versions of your assignment (i.e., hardcopy or electronic) is 

submitted on time and the other version is submitted late then you will receive half of the penalty 

associated with the respective late submission. 
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Presentation grading schedule  
 
(One sheet for each Board member, final grades by average)  
 
Presenters………………………………………………………………   
 
  

Presentation content/10  _____________________ 

Organisation of presentation/10 _____________________ 

Manner of Delivery/10  _____________________ 

Responses to questions/20 _____________________ 

 

Comments 
 

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

______________________________________________________________________

________________________________________________________ 

_____________________________________________________________________________________

_____________________________________________________________________________________

_____________________________________________________________________________________

_____________________________________________________________________________________

_____________________________________________________________________________________

_____________________________________________________________________________________

_____________________________________________________________________________________

_____________________________________________________________________________________

_____________________________________________________________________________________

_____________________________________________________________________________________

__________________________________________________________________________ 

 

 

 

 

 

 

 



Learning Outcomes 
 

Learning Outcome 

A
ssessm

en
t 1 

A
ssessm

en
t 2 

A
ssessm

en
t 3 

T
o

tal  

 

Understand the features that 

make food unique as a world 

consumer market. 

10%   10% Understand the features that make 

food unique as a world consumer 

market. 

Understand the nature of low 

involvement consumer learning 

and decision processes when 

applied to food products. 

10%   10% Understand the nature of low 

involvement consumer learning 

and decision processes when 

applied to food products. 

Understand how 

communications within the point 

of sale environment and 

elsewhere can be managed to 

influence these processes. 

5% 10% 10% 25% Understand how communications 

within the point of sale 

environment and elsewhere can be 

managed to influence these 

processes. 

Develop a structured point of 

sale communication and design 

process for a specific food 

product 

 20% 15% 35% Develop a structured point of sale 

communication and design 

process for a specific food product 

Understand how food retailing is 

organised and the importance of 

category management  

 

 20%  20% Understand how food retailing is 

organised and the importance of 

category management  

 

Total 
25% 50% 25% 100% 

Total 

 

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, submitting work written by someone else (including from a file sharing website, text 

generation software, or purchased work) 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 access the information in the Academic Integrity Policy and learn more, please visit 

the University’s Academic Integrity website at www.otago.ac.nz/study/academicintegrity, or ask at the 

Student Learning Centre (HEDC) or the Library, or seek advice from your paper co-ordinator.  

 

For further information: 

Academic Integrity Policy 

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

 

Student Academic Misconduct Procedures 

http://www.otago.ac.nz/administration/policies/otago116850.html 

 

Turnitin on Blackboard 

Turnitin is a text-matching software tool which reports matches between sections of student work 

submitted to it, and other material to which Turnitin has access (i.e. material available via the internet, 

and content of other student assignments which have previously been submitted to Turnitin). Turnitin 

is also often referred to as a plagiarism detection tool. All assignments submitted electronically through 

Blackboard are uploaded via Turnitin, and the report is available to the marker. You may be able to 

check your draft assignment via Turnitin before you submit your final assignment. Full instructions 

and guidance for the use of Turnitin can be found at: https://help.otago.ac.nz/blackboard/assessing-

your-students/turnitin/turnitin-for-students/ 

 

Concerns about the Paper 
We hope you will feel comfortable coming to talk to us if you have a concern about the paper.  The 

Paper Co-ordinator will be happy to discuss any concerns you may have.  Alternatively, you can report 

your concerns to the Class 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 or more information on these, contact 

the departmental administrator or head of department. 

 

Disclaimer 
While every effort is made to ensure that the information contained in this document is accurate, it is 

subject to change.  Changes will be notified in class and via Blackboard.  Students are encouraged to 

check Blackboard regularly.  It is the student’s responsibility to be informed. 
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