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Introduction to Marketing MKTG-
UB9001.SY1  

Fall 2022 

Instructor Information 
● Dr. Andrew West  
● Consultation by appointment  
● andy.west@nyu.edu (Please allow at least 24 hours for your instructor to respond to 

your emails) 

Course Information 
● Prerequisite: None 
● Units earned: 4 credits 
● Tuesdays: 2:15 - 5:45pm (AEDT) 
● Room: ABS SR 3010 (Business School) 

 
This course evaluates marketing as a system for the satisfaction of human wants and a 
catalyst of business activity. It presents a comprehensive framework that includes a) 
researching and analysing customers, company, competition, and the marketing 
environment, b) identifying and targeting attracting segments with strategic positioning, and 
c) making product, pricing, communication, and distribution decisions. Cases and examples 
are utilized to develop problem-solving abilities. 

Course Materials 

Required Textbooks & Materials 

It is a course expectation that you have done the required reading and have prepared 
sufficiently to discuss them in class. 

● R. Kerin, S. Hartley & W. Rudelius, Marketing, 15th edition, Irwin/McGraw-Hill. 
 

In order to get the most from this course it is extremely important that you are prepared for 
class. If you do not prepare for class adequately, you will learn substantially less from the 
discussions and exercises, and not only will you not be able to participate in class effectively, 
but it is also likely that you will not perform well on the exams and cases. Class meetings do 
not test you on the background material directly, but they are based on your understanding 
and retention of the text material. Here are instructions on how to purchase the book. 

Supplemental Textbooks & Materials  
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In some classes we will discuss examples from articles that have appeared in the popular 
and business press, such as the Wall Street Journal, Forbes, New York Times. These help 
create an interesting class discussion and show how marketing concepts affect current 
events. Whenever possible, we will look at an image of these articles in PowerPoint in class. 
You can get a limited number of the NY Times articles each month for free on the Times 
website. You can also obtain articles for most publications from the NYU Virtual Business 
Library. Just click “Journals/Newspapers/E-Books” on the left side of the homepage. If you 
are taking Stern courses, you should take the time to learn how to use the VBL. 

Additional Equipment Required 
You need a calculator for this class. Please access a calculator which can add, subtract, 
multiply and divide.  

Case Study Analysis 
Cases describe interesting marketing problems encountered by real firms. We use them as 
good examples that illustrate and apply marketing concepts and skills in the course. Cases 
also give you an opportunity to make and justify marketing decisions. In cases we will focus 
on identifying the marketing problems, introducing marketing concepts and skills that can 
help solve these problems, and applying these concepts and skills to recommend a course of 
action for the firm. There is no "right" answer to a case, but usually some answers are better 
than others. The strength of your reasoning and analysis is as important as your 
recommendations. 

The amount you learn from a case depends on how carefully you read and analyse it. You 
are expected to read each case thoroughly and come to class ready to contribute to case 
discussions. In many cases some of the material is, by design, not particularly relevant to the 
problem at hand, while the case omits other data you would like to have, and would try to 
obtain using market research, if you were the decision-maker. This can be a pain, but it does 
reflect the real world of business. Some of our discussion may revolve around what "missing 
information" we would like to have. 

Analysing a case: 

While the case study questions are designed to help you focus on important case topics, you 
also should begin to establish your own, independent ability to analyse marketing situations. 
Analysing cases is a good way to start developing this ability. A good case analysis should 
look at the following: 

1. What are the important problems confronting this firm? This includes anticipating 
problems before they occur so the firm can take steps to prevent them, as well as 
identifying existing problems. 

2. What information do you have that is useful for addressing these problems? 
3. What are the different solutions to these problems? What are the strengths and 

weaknesses of each solution? 
4. Which solution would you choose, and why is it better than the others? 
5. How would you implement this solution? 
6. If a firm faces several problems, what are the relationships between them and 

between the solutions you have chosen? This is especially important in marketing, 
where each part of marketing strategy, and each part of the marketing mix, affects the 



 
 

Introduction to Marketing  Page 3 of 14 

 

others. Remember, you need to choose an overall solution that keeps, or creates, a 
balanced and coordinated marketing mix. 

Course Overview and Goals 

Upon Completion of this Course, students will be able to: 
1. Appreciate the role of marketing as an organisation-wide philosophy and understand 

that marketing begins and ends with the customer.  
2. Critically analyse, discuss, evaluate and integrate the literature on marketing theories 

to create a coherent and theoretically rigorous argument.  
3. Critically evaluate and reflect upon specific marketing decisions and marketing 

strategies using applied questions and case study analysis.  
4. Critically examining problem areas, developing feasible marketing investment 

decision options, developing key recommendations, and communicating this strategic 
thinking to others using quantitative and qualitative methods. 

 
Graduate Capabilities – Critical, Analytical and Integrative Thinking  
Graduate Capabilities are a mix of cognitive capabilities, as well as personal, interpersonal, 
and social capabilities. In addition to the abovementioned learning outcomes, the NYU 
Introduction to Marketing course has been designed to develop your skills within the specific 
graduate capability area of critical, analytical and integrative thinking. During this course, our 
graduates will apply the following;  

A) Problem solving using critical, analytical and integrative thinking  
B) Effective communication through a range of mediums including written, digital and 
personal presentation. 
C) Marketing discipline specific knowledge and skills  
D) Collaborative and team-based capabilities in the research, analysis, problem 
solving and delivery of solutions. 

Course Requirements 

Class Participation 

You are expected to attend class in person or remote synchronously. Your active 
participation in class and attendance will be reflected in this part of the course requirements. 
You will learn the most from this class if you and your classmates participate fully. You all 
have different experiences and insights, and a great deal of what you learn in class is from 
each other. You make no contribution with silence. The skills you acquire from participating 
in class and with your group will serve you well in your future positions, whether you pursue 
marketing as a career or not. Class participation means contributing to class discussion in a 
way that benefits your classmates and helps them learn. You don't have to speak frequently 
or in every class to earn the highest possible class participation grade.  

Midterm Exam (90 min) 
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The exams will consist of multiple-choice questions, short answer questions and a brief 
essay question on materials drawn from the textbook, cases, lectures, field trips and guest 
speakers.  

Written Case Study Report (2500 words) 
The case study gives you the opportunity to apply what you are learning to complex problems 
taken from actual business situations, with some aspect of quantitative analysis. You will follow 
a typical marketing case analysis procedure to analyse the case assigned, undertaking 
background research on their assigned organisation by exploring, evaluating and 
recommending a course of action. 

Case Study Group Presentation (20 min) 
Each group will have their own individual case to analyse, make recommendations and 
present to the class. The presentation will be performed as a group, with a group mark out of 
15%. The presenting group will also run a class discussion and Q&A with the other students. 
Presentations will occur during session 11/12. 

Marketing Quantitative Quiz (60 min) 
Quantitative analysis is the basis of many marketing decisions. The ability to identify and 
apply appropriate quantitative analysis is a vital skill for all marketers. Throughout the 
semester, the quantitative aspect of marketing will be addressed in the form of cases during 
relevant topics. The quiz will be drawn from quantitative exercises during the semester. 

Final Exam (24 hours; short questions and essay) 
The exam will cover the entire course. You will not be permitted to take the exam early. Some 
questions may be based on the guest speaker presentations and the field trips. 

 

 

 

 

 

 

 
 

Grading of Assignments 
The grade for this course will be determined according to the following formula: 
 

Assignments % of Final 
Grade 

Due Learning 
Outcome  

Graduate 
Capability  



 
 

Introduction to Marketing  Page 5 of 14 

 

/Activities 
Class participation 10% Ongoing 1,2,3 A,B,C,D 

Written Case Study Report 25% 
Session 5: 
11:55pm, 

Tue 30 Aug 

1,2,3,4 A,B,C 

Midterm Exam 15% Session 7: 
Tue 13 Sep 

1,2,3,4 A,B,C,D 

Marketing Quantitative Quiz 10% Session 10: 
Tue 11 Oct 

2,3,4 A,B,C 

Case Study Group 
Presentation  15% Session 11: 

Tue 18 Oct 
1,2,3,4 A,B,C,D 

Final Exam 25% Exam Week 1,2,3,4 A,B,C 

 
There is a total of 85% of assessment as individual and 15% as group work. 

For this course, your total numerical score, calculated from the components listed above, is 
converted to a letter grade without rounding. 

Extra credit: Site policy does not allow grading of work outside of the assignments included 
in the syllabus. The final grade will only be calculated from the assessment components 

listed here and no other work, whether additional or substituted, is permitted. 

Failure to submit or fulfill any required course component results in failure of the class 

 

Stern School Guidelines for Grading for Core Courses 
At NYU Stern, we strive to create courses that challenge students intellectually and that 
meet the Stern standards of academic excellence. To ensure fairness and clarity of grading, 
the Stern faculty have adopted a grading guideline for core courses with enrolments of more 
than 25 students in which approximately 35% of students will receive an “A” or “A-“grade. In 
core classes of less than 25 students, the instructor is at liberty to give whatever grades they 
think the students deserve, while maintaining rigorous academic standards. 

 
 
 
 
Letter Grades 
Letter grades for the entire course will be assigned as follows: 



 
 

Introduction to Marketing  Page 6 of 14 

 

Letter Grade Explanation of Grade 

A 
Excellent work showing a thorough knowledge and understanding of 
the topics, with excellent use of scientific language, detailed analysis 
and clear logical explanations, showing insight, independent, original 
thought and reasoning.  

B 
Good work with good general knowledge and understanding of the 
topics, accurate use of scientific language, good general analysis and 
coherent explanations showing some independent reasoning, reading 
and research. 

C 
Satisfactory work, broadly correct both factually and analytically, with 
some explanation and reasoning: the work will typically demonstrate a 
basic understanding of the topic. 

D 
Passable work, showing a general, superficial knowledge and 
understanding of the topic, lacking satisfactory use of scientific 
language or adequate analysis. 

F Unsatisfactory work in all criteria. The minimum requirements for the 
course have not been met. 
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Course Schedule 
Date Text Topic and Readings Additional In Class 

Activity 
Session 1 
Tue 2 Aug 

Creating Value through Marketing: 
Chapter 1 
Ethics in Marketing: Chapter 4 

Course Introduction and 
Overview 
In class case study and 
discussion 

Session 2 
Tue 9 Aug 

Scanning the Marketing 
Environment: Chapter 3 
Competitor and Industry Analysis 
Developing Marketing Strategy 
Chapter 2 
Porter (2008) 5 Forces 

In class case studies and 
discussion 
Case Report Overview 

Session 3 
Tue 16 Aug 

Individual Consumer Decision 
Making: Chapter 5  
Marketing Research: Chapter 8 
Paramasuman (1998) SERVQUAL 

Field Trip Sydney Opera 
House, Using the SERVQUAL 
model to conduct market 
research on Sydney Opera 
House 

Session 4 
Tue 23 Aug 

Segmenting, Targeting and 
Positioning: Chapter 9 
Branding: Chapter 11 
Keller (2010) Customer Based Brand 
Equity 

In class case studies and 
discussion 
 

Session 5 
Tue 30 Aug 

Product Development: Chapter 10 
Innovations and New Products: 
Christensen (2015) 
Case Study Report due at 
11:55pm, (25%) 

In class case studies and 
discussion 
 

Session 6 
Tue 6 Sep 

Pricing Issues in Marketing: 
Chapters 13 & 14 
McKenzie (2017) The Economics 
Behind Uber’s New Pricing Model 
Pricing Analytics 

In class case study and 
discussion 
 
Use of Excel for Pricing 
Analytics 

Session 7 
Tue 13 Sep 

In Class Midterm Exam 
Guest Speaker topic to be decided 

Midterm Exam (15%) 

Guest Speaker on Branding 

Group Presentation Overview 

 
Date Text Topic and Readings Additional In Class 

Activity 
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Session 8 
Tue 20 Sep 

Integrated Marketing 
Communications and Direct 
Marketing: Chapter 18 
Hall (1980) Encoding Decoding 
Communication 
Advertising, Sales Promotion and 
PR Chapter 19 
 

In class case studies and 
discussion 

 

Sep 26 - 30 MID-SEMESTER BREAK  
(NO CLASSES) 

 

Session 9 
Tue 4 Oct 

Social Media and Mobile 
Marketing: Chapter 20 
Carlson and Lee (2015) Followership 
and Social Media Marketing  
Multichannel Marketing Chapter 17 

In class case study and 
discussion 
Use of Excel for Digital 
Analytics 
Guest Speaker on Social 
Media Marketing 

Session 10 
Tue 11 Oct 

In Class Quantitative Quiz 
Servicescapes of Retail 
Environment 
Bitner (1992) Servicescapes 

Quantitative Quiz (10%) 
Field Trip – retail 
environment and consumer 
behavior, applying the 
Servicescape model 

Session 11 
Tue 18 Oct 
 

Online and Traditional Distribution: 
Chapters 15 
Online and Traditional Retailing 
Chapter 16 

In class case studies and 
discussion 
Group Presentation 1 

Session 12 
Tue 25 Oct 

Services and Event Marketing: 
Chapter 12 
 

In class case studies and 
discussion 
Group Presentation 2 

Session 13 
Tue 1 Nov 

Putting it all together: Chapter 22 
Subject review and exam revision 

In class case studies and 
discussion 

Exam Week 
Final Exam  

Tuesday 15 Nov 
Paper released at 10am (AEDT) 
(Submission required within 24 hours)  
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Academic Policies 

Inclusivity Policies and Priorities 
 
NYU’s Office of Global Programs and NYU’s global sites are committed to equity, diversity, 
and inclusion. In order to nurture a more inclusive global university, NYU affirms the value of 
sharing differing perspectives and encourages open dialogue through a variety of 
pedagogical approaches. Our goal is to make all students feel included and welcome in all 
aspects of academic life, including our syllabi, classrooms, and educational activities/spaces. 

Attendance Policy  
 
Studying at NYU Sydney is an academically intensive and immersive experience, in which 
students from a wide range of backgrounds exchange ideas in discussion-based seminars. 
Learning in such an environment depends on the active participation of all students. And 
since classes typically meet once or twice a week, even a single absence can cause a 
student to miss a significant portion of a course. To ensure the integrity of this academic 
experience, class attendance at NYU Sydney, or online through NYU Brightspace (as 
applicable) if the course is remote synchronous/blended, is expected promptly when class 
begins. Attendance will be checked at each class meeting.  
 
Unexcused absences may be penalized with a two percent deduction from the student’s final 
course grade for every week's worth of classes missed, and may negatively affect your class 
participation grade. Four unexcused absences in one course may lead to a Fail in that 
course. Being more than 15 minutes late counts as an unexcused absence.  
 
If a student experiences injury, illness or misadventure and misses a marked assessment, 
including but not limited to attendance, quizzes, tests, exams and assignments, they should 
submit a Special Consideration application and relevant documentation online through the 
University of Sydney portal. 
 
If a student has submitted to the University of Sydney Special Consideration and 
Arrangements process, they should continue to work on all assessment tasks and liaise with 
their instructor where possible whilst waiting for an outcome. Unless special consideration or 
arrangement is approved, the missed assessment is graded with an F and no make-up 
assessment is scheduled.  
 
As soon as it becomes clear that you cannot attend a class, you must inform your professor 
and/or the Academics team (nyu.sydney.academics@nyu.edu) by email immediately (i.e. 
before the start of your class). Regardless of whether an absence is excused or not, it is the 
student's responsibility to catch up with the work that was missed. 

Attendance Rules on Religious Holidays 
Members of any religious group may, without penalty, excuse themselves from classes when 
required in compliance with their religious obligations. Students who anticipate being absent 
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due to religious observance must apply for Special Arrangements through the University of 
Sydney portal at the beginning of semester and should also notify their lecturer AND NYU 
Sydney’s Academics Office in writing via e-mail at the beginning of semester.  
 
If examinations or assignment deadlines are scheduled on the day the student will be 
absent, the Academics Office will schedule a make-up examination or extend the deadline 
for assignments. Please note that an absence is only excused for the holiday but not for any 
days of travel that may come before and/or after the holiday. See also University Calendar 
Policy on Religious Holidays 

Final exams  
Final exams must be taken at their designated times. Should there be a conflict between 
your final exams, please bring this to the attention of the Academics team 
(nyu.sydney.academics@nyu.edu). Final exams may not be taken early, and students 
should not plan to leave the site before the end of the finals period. 

Submission of Work 
 
Assignments (excluding in-class presentations and exams) must be submitted electronically 
via Brightspace. It is the student’s responsibility to confirm that the work has been 
successfully uploaded. In the unlikely event that a submission to Brightspace fails, students 
must immediately submit the work to their instructor via email before the original submission 
deadline accompanied by an explanation of the issue. Please note that the work will not be 
graded until it is uploaded to Brightspace. All in-class presentations and exams must be 
completed during the scheduled class time. An assessment component is considered 
completed when the student has met all the terms for that assessment component as 
outlined by the instructor. 

All written assignments must be submitted at the due date and time outlined in the syllabus. 
An assessment component receives a penalty of 2 points on the 100-point scale (for the 
assignment) for each day the work is late (including weekend days) up to a maximum of 10 
points. If the work is completed beyond five days after the due date, it receives a mark of 
zero, and the student is not entitled to feedback for that piece of work. Because failure to 
submit or fulfil any required assessment component will result in failure of the course, it is 
crucial for students to complete every assignment even when it will receive a mark of zero. 

 
Extensions 
Any request for approval to submit an assignment after the due date must be received by the 
instructor, in writing, prior to the due date. Instructors are permitted to grant Simple 
Extensions of up to 2 days for non-examination related tasks. This process can be informally 
negotiated between a student and their instructor. Students should have this arrangement 
confirmed by email. The email should include the title ‘simple extension’ and show the unit of 
study code and a student ID. This process is not considered an academic decision and 
cannot be appealed via the academic appeals process. If an extension of more than two 
days is required because of exceptional circumstances or essential commitments, students 
must apply to the University of Sydney for Special Consideration and Arrangements.  
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How to Apply for Special Consideration and Arrangements 

There are three key steps to applying for special consideration or special arrangements: find 
out if you are eligible, gather supporting documents and submit your online application. 

This webpage provides a list of Exceptional Circumstances for Special Consideration and 
Essential Commitments for Special Arrangements. Applications for special considerations 
must be submitted online with supporting documentation no later than three working days 
after an examination, assessment or missed class.  
 
Applications for special arrangements (such as religious observance) must be made at the 
start of the semester. Once the application has been assessed by the Special 
Considerations and Arrangements team, it is communicated to the student and instructor. 

Academic Dishonesty and Plagiarism 
 
The standards of Academic Honesty upheld by the University of Sydney apply to all 
coursework offered by NYU Sydney. The University of Sydney is committed to academic 
excellence and integrity as the cornerstones of scholastic achievement and quality 
assurance. Academic dishonesty involves any attempt to gain academic advantage by doing 
something misleading or unfair. It is also academically dishonest to help a friend or a group 
of students to gain unfair academic advantage.   
 
The University of Sydney mandates the use of a text-based similarity detecting software 
(currently Turn-it-In) for all text-based written assignments. The University of Sydney has a 
Centralised Office of Educational Integrity that manages reports of academic dishonesty in 
coursework. A detailed overview of the definitions, policies and procedures is available on 
the University of Sydney website.  
 

Classroom Expectation 
This is a seminar subject and requires the active participation of all students. It also requires 
engaged discussion, including listening to and respecting other points of view. Your behavior 
in class should respect your classmates’ desire to learn. It is important for you to focus your 
full attention on the class, for the entire class period. In all classes we expect that students 
will follow the common classroom expectations outlined here in order to support constructive 
and effective classroom experience. 

● Arrive to class on time.  

● Once you are in class, you are expected to stay until class ends. Leaving to make or 
take phone calls, to meet with classmates, or to go to an interview, is not acceptable 
behaviour. 

● Phones, digital music players, and any other communications or sound devices are 
not to be used during class. That means no phone calls, no texting, no social media, 
no email, and no internet browsing at any time during class.  
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● The only material you should be reading in class is material assigned for that class. 
Reading anything else, such as newspapers or magazines, or doing work from 
another class, is not acceptable. 

● Class may not be recorded in any fashion – audio, video, or otherwise – without 
permission in writing from the instructor. Exceptions will be made for students with 
academic accommodations from the Moses Center. 

● Be mindful of the space you take up in class and make space for others. 

● Listen actively and be engaged and present when others are speaking. 

● Do not use profanities in class discussion (they may still occasionally appear in 
course readings and assignments where considered appropriate) 

● Criticise ideas, not people (groups and individuals). 

● Use ‘I’ statements when giving opinions. Don’t try to speak for any group with which 
you identify.   

● Make sure to let your classmates finish speaking before you do. 

● For online lessons: Students are expected to engage in online lessons when 
applicable. While leaving your camera on goes a long way to helping engage, 
students are not required to leave their camera on. In lieu of your camera, students 
will be encouraged to engage in a variety of ways, including answering questions 
whether called on specifically or not, chatting in Zoom, and participating in breakout 
rooms, among others. 

● Please be mindful of your microphone and video display during synchronous class 
meetings. Ambient noise and some visual images may disrupt class time for you and 
your peers.  

● Please do not eat during class and minimise any other distracting noises (e.g. 
rustling of papers and leaving the classroom before the break, unless absolutely 
necessary) 

● If deemed necessary by the study away site (ie COVID related need), synchronous 
class sessions may be recorded and archived for other students to view. This will be 
announced at the beginning of class time. 

● Students should be respectful and courteous at all times to all participants in class. 

You will be advised if there are additions to these common procedures for participation in 
this class. 
 
Disability Support  
 
NYU Moses Center Accommodations 
NYU students must first register with the Moses Center for Student Accessibility (CSA) (+1 
212-998-4980 or mosescsd@nyu.edu) and request their accommodation letters. This letter 
is the only supporting documentation that is required by the University of Sydney. Students 
who are requesting academic accommodations are advised to reach out to the Moses 
Center and submit their accommodation letters to the online portal as early as possible in the 
semester. 
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University of Sydney Inclusion and Disability Services 
All students need to register with Inclusion and Disability Services at the University of 
Sydney if they require accommodations related to a disability or long term illness for this 
course. Registration for disability support must be made through the University of Sydney 
online portal using the accommodation letter provided by the Moses Center. 
 
All students then need to set up an initial meeting with the Disability Services team to 
develop a personalized academic plan. Once a student is registered, Disability Services 
works closely with academic departments to ensure federal disability standards are met.  
 
Implementation of Accommodations for NYU Sydney courses 
Once students’ have a personalized academic plan registered with Inclusion and Disability 
Services, accomodations for this course will be managed by a member of the NYU Sydney 
Academic Programs staff. 

Pronouns and Name Pronunciation (Albert and Zoom) NYU Policy  
Students, staff, and faculty have the opportunity to add their pronouns, as well as the 
pronunciation of their names, into Albert. Students can have this information displayed to 
faculty, advisors, and administrators in Albert, Brightspace, the NYU Home internal directory, 
as well as other NYU systems. Students can also opt out of having their pronouns viewed by 
their instructors, in case they feel more comfortable sharing their pronouns outside of the 
classroom. For more information on how to change this information for your Albert account, 
please see the Pronouns and Name Pronunciation website. 
 
Students, staff, and faculty are also encouraged, though not required, to list their pronouns, 
and update their names in the name display for Zoom. For more information on how to make 
this change, please see the Personalizing Zoom Display Names website. 

Bias Response 

The New York University Bias Response Line provides a mechanism through which 
members of our community can share or report experiences and concerns of bias, 
discrimination, or harassing behavior that may occur within our community. 
 
Experienced administrators in the Office of Equal Opportunity (OEO) receive and assess 
reports, and then help facilitate responses, which may include referral to another University 
school or unit, or investigation if warranted according to the University's existing Non-
Discrimination and Anti-Harassment Policy. 
 
The Bias Response Line is designed to enable the University to provide an open forum that 
helps to ensure that our community is equitable and inclusive. 
 
To report an incident, you may do so in one of three ways: 

● Online using the Web Form (link) 
● Email: bias.response@nyu.edu 
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● Phone: 212-998-2277 
 

Wellness Exchange 
If mental health assistance is needed, call NYU’s 24/7 Wellness Exchange hotline at +1 212 
443 9999. Alternatively, students can make an appointment with NYU Sydney’s Wellness 
Counsellor Lauren Stahl (l.stahl@nyu.edu). 

Instructor Bio 
Dr. Andy West (DBA Newcastle University) is currently a Lecturer at University of 
Technology Sydney in Business Statistics, Digital Marketing and Marketing Analytics. His 
research and consultancy interests are marketing strategy, marketing analytics and 
consumer behaviour. His current research projects are Workplace Integrated Learning in 
higher education and Sports Marketing. Industries Andy has consulted include media 
(Nielsen), finance (Commonwealth Bank of Australia, Zurich Insurance, American Express), 
consumer goods (Reckitt Benckiser), Sports Marketing (Athletics Australia and Athletics 
NSW) and not-for-profit organisations including Amnesty International and Special Olympics. 

 

 


