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Paper Description and Aims 
 

The course focuses on creativity in the context of business communication. It includes future-
oriented themes in aesthetics, effectiveness and efficiency of creative communication in mobile and 
multi-media contexts and the design of digital and physical experience spaces.  It develops critical 
and evaluative skills in cutting-edge live industry projects.   

 
Semester 2     0.15EFTS       18 points 
 
Prerequisites: 54 points from any discipline at 200-level.  
 

Learning Outcomes 
 

Upon successful completion of this paper, students should: 
 

 Be able to strategically initiate multi-media expressions in advertising. 

 Be able to produce a flow of ideas for market interventions that change behaviour. 

 Be able to conceptualise purposive ideas with an aesthetic sensibility. 

 Be able to engage advertising as a driver for strategic innovation. 

 Be able to activate advertising in the wider field of cultural production.  

 Have developed a habit of curiosity in the past, present and future of advertising for:  
O creative thinking 
O critical thinking 
O reflective thinking.   

 Be able to productively apply academic theory to advertising planning and creativity. 

 Be capable to ideate at speed in online collaboration.  

 Be familiar with advertising as an industry and as a cultural praxis. 

 Have produced a portfolio of advertising interventions that defines their singular vocational 
identity as proof of a critical creativity.  

 

Teaching Staff 
 

Weekly themes / Brandbach Coordinator 
 
Name: Dr Roel Wijland 
Office: CO 6.24 
Email: roel.wijland@otago.ac.nz 
Office Hours: Monday 14:00-16:00 
 

You should contact Roel Wijland with any administrative enquiries about the paper, e.g. tutorial 

changes, or requests for late submission of assignments. 
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Course Delivery 
 

Lecture Day/Time:   
Monday 13:00 – 13:50 and Wednesday 13:00 – 13:50  
Room:  QUADRANGLE THEATRE 4  
Tutorials: online  
 

Every week students must attend two 50 minute lectures. The lectures present the key conceptual 

material through discussion and interaction between teaching staff and students.  Lectures are 

supported by weekly readings. 
 

The Brandbach (www.brandbach.com) is the virtual home and external digital platform of MART 

333. It is located on a fictional beach near the School of Business, students aim to make fresh 

concepts based on briefings in the lectures and produce creative work, followed by interactive, 

collaborative sessions with their fellow students.  You’ll be given access to enter the inside of the 

Brandbach (http://hedc.otago.ac.nz/mart333/) at the beginning of the course. Note that the online 

environment (that replaces traditional tutorials) will require students to make individual digital 

portfolios throughout the course. The majority of the assignments will also be individual. The 

flexibility of the digital portfolios means that you may occasionally work in different cooperative 

configurations with your fellow students.  

The preliminary course calendar in this outline details semester dates and the initial lecture topics 

and related scheduling information.  Note that this calendar will be confirmed at the start of the 

2014 course and may be adapted as business and creative opportunities arise.  Also note that the 

information offered in the Brandbach is neither intended as a replacement, nor sufficient for your 

engagement in the lecture theatre. In class and online education, inspiration and collaboration is 

complementary and the live and digital guidelines for your work are unique in their own 

environments. Productive and creative work for MART 333 starts in the first week of the course and 

contributes to your own portfolio and the reflective process as a group. As such late entries for the 

course beyond the departmental due dates will not be accepted.     

Expectations and Workload 
 

In order for you to successfully complete this 300 level course, there are a number of things that you 

are expected to do as a University student because much learning at this level is ‘self directed’. The 

University guidelines suggest students can expect to spend about two hours working per week, per 

three points, for single semester paper, in other words this means about 10 hours in the MART 333 

digital environment outside of class time each week.   

The Brandbach is a space for thinking and doing. Make sure you are aware that its rhythm may not 

be similar to other courses. Every week will have different requirements, but students who aim to 

be successful in the paper would have to accommodate the following indicative workload in their 

weekly schedule:   individual creation  6 hours 

peer critique  1  hour   

collaboration (online and LIVE in teams) 2 hours 

miscellaneous: reading, preparation etc. 1 hour  

http://www.brandbach.com/
http://hedc.otago.ac.nz/mart330/
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You are expected to do work outside the scheduled contact hours including reading, working on 

creation and critiques in your portfolio. You should take personal responsibility to ensure you 

complete all necessary preparation and the required assignments. This includes making a 

commitment and being an active group member and reviewer. You are expected to submit your 

creative work and reviews regularly and on time.   

 

You can expect staff involved in this paper to provide a supportive learning environment, 

appropriate resources, useful (and timely) feedback, and to be responsive to questions. 

Course Materials and Course Resources 
 

This course is grounded in a rapidly changing landscape of advertising innovations and requires a 

substantive amount of reading. Texts will be updated every year, based on the most recent 

developments at the cutting edge of theory and practice, the aim being to keep the content as 

future-oriented as possible. Kindly refer to the latest course outline which will be made available 

online, every year on May 15. In 2016, the two main text books are: 

 

Main context book for the first half of the semester (July - August): 

Ferrier, Adam ( 2014) The Advertising Effect Oxford University Press, Melbourne 

 

Main context book for the second half of the semester ( September  -  October ): 

Legorburu, Gaston & McColl, Darren (2014) Storyscaping. John Wiley & Sons, New Jersey 

 

The course puts an emphasis on critical thinking as part of the development of creative projects. 

The main text for critiques will be :  

 

Elkins, James (2001) Why Art Cannot Be Taught Chapter 4 ‘Critiques’.  University of Illinois Press, 

Chicago 

 

Excerpts of online library books, journal articles and / or hyperlinks to open sourced online 

references will be posted in the online Brandbach to accompany each theme. The texts are an 

important part of the course and are vital for weekly assignments, critical responses and for the 

preparation of exams. Students are strongly recommended to adopt an integrated approach to the 

execution of projects and the related  theory. 

 

 

The Brandbach 
 

The course only uses Blackboard as a password protected portal that provides you with a hyperlink 

to MART 333’s custom made online Brandbach digital workspace. Blackboard itself is not used. 

Course materials that complement the lectures will be available in the digital bach. It is important 

that you work in the Brandbach regularly in order for you to keep up with the development process 

and are aware of the work of all your fellow students. All projects posted by students are on display, 

all production within the creative community is transparent.  



 MART 333 Creative Marketing Communication  

  
Page 4 

 
  

The traffic management of the platform will automatically generate the due dates for your weekly 

creative contributions and critiques. In order to effectively and timely provide you with feedback, 

the deadlines for creative work are fixed and the laboratory technically does not accept submissions 

after deadlines.    

Projects that are developed in the brandbach will often have an experiential component that will 

require students to perform research in the real world, cooperate with companies in the national 

and international business context or stage creative work in the local community. As such both live 

expressive fieldwork and online cooperation are an integral part of the course. 

The Brandbach is conceptualised as a creative online+ offline Scarfie experience in the distinctive 

location of Dunedin. Students are advised that the digital platform and the lectures complement 

each other, and contain additional theory, ideas, concepts, NOT the same repeated information in 

another form.  

 

 

Student Webmail 

IMPORTANT - DO THIS NOW: 
Forward your University email address to an email address that you use regularly as follows: 
 

1. Log into your StudentMail account  using your student username and password 
2. Click Cog button (top right corner) > Options 
3. Under Account, select the Forward your email shortcut under the Short Cuts menu on the 

right side of the screen. 
4. Under the Forwarding heading, type in the email address you want your email to be forwarded 

to. You can also choose to have a copy of these emails kept on your StudentMail account, so 
please check the box if you would like this. 

5. Click the Start forwarding button. 

Assessment 
 

All material presented is examinable (except where stated otherwise) by assignments and the final 

examination.  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. 

 

Original work made by students for their online portfolio :  

Students will produce a short creative expression once every week for each of the 12 themes of the 

course. Project assignments may be industry related and will be available every week on the course 

website and explained in the lecture. They will upload this media-independent work to their 

portfolio no later than Monday 10.00 am of the following week, accompanied by a (minimum) 250 

word explanation.  Students will maintain their portfolio throughout the duration of the course. You 

are allowed to miss one assignment in the cycle of weekly themes. For every assignment of the 11 

remaining ones you miss, 5% of your overall mark for original work will be deducted.  

 

http://www.otago.ac.nz/studentmail
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Peer critiques written by students for fellow students:  

It is important for School of Business students to practice their capability to critique aesthetic 

advertising projects. Students will each be randomly assigned to review and critique work of a 

fellow student every week.  They will constructively respond to peer projects in a (minimum) 250 

word reaction, by Thursday 10:00 pm in the same week.  

 

Assessment: 

Students will receive a total of four marks for their original work and critiques, in the course sections 

before and after the semester break. The last creative project will be briefed in week 12. The final 

opportunity to critique will also be in week 12, based a peer project in week 11.  The weighting of the 

assessment of the internal work will be as follows:  

original work in week 1-6 :  15% 

critiques in week 1-6:   10% 

original work in week 7-12:  20% 

critiques in week 7-11:    15% 

The criteria for the assessment are suitably phrased in the context of an advertising course, and 

contain dimensions for execution, theory, creativity, sustained performance and exemplary 

delivery.  Further details will be provided in class.    

 
Exam: 40% 

Students will write short essays that will require a creative and expressive solution to a marketing 

communication challenge and/or an analysis of a particular theoretical concept presented in the 

course. Each of the questions will relate to themes and cases from the course. Students will receive 

a detailed overview of the structure of the exam questions in the last week of the course. The 

written exam is closed book and will be three hours long.  
 

Assessment Grid 
 

 

Topics 

C
reative 

P
ro

jects 

P
eer 

C
ritiq

u
es 

Fin
al E

xam
 

T
o

tal 

Creative Projects before and after the semester break 35%    

Peer Critiques before and after the semester break   25%   

Final Exam    40%  

Total 
   100% 

 
The grading scheme used at Otago is: 

A+ 90-100 C+ 60-64 
A 85-89 C 55-59 
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A- 80-84 C- 50-54 
B+ 75-79 D 40-49 
B 70-74 E <40 
B- 65-69   
 
 

   

 

Assessment of Learning Outcomes 
 

 

Learning Outcome 

C
reative P

ro
jects 

P
eer C

ritiq
u

e
s 

Fin
al E

xam
 

Be able to strategically initiate multi-media expressions.    

Be able to produce a flow of ideas and market 
interventions for purposive behavioural change.    

Be able to conceptualise purposive ideas with an 
aesthetic sensibility.    

Be able to develop digital and mobile engagement 
planning as a driver for business innovation.    

Be able to design physical and digital experience spaces 
in the wider field of cultural production.     
Have developed a habit of curiosity in the past, present 
and future of:  

o creative thinking 
o critical thinking 
o reflective thinking.   

   

Be able to productively apply academic theory at the 
cutting edge of praxis in creative industry.    
Be capable to ideate at speed in transparent online 
collaborations as a digitally capable native.     
Produce a portfolio of interventions that defines their 
singular vocational identity as proof of a critical 
creativity.  
 

   

 
 
 

Quality Assurance 

At the Otago Business School we monitor the quality of student learning and your learning 
experience.  Your assessed work may be used for assurance of learning processes, such as 
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evaluating the level of achievement of learning outcomes, with the aim of improving the quality of 
our programmes.  All material used for quality assurance purposes will be treated as confidential 
and the outcome will not affect your grades. 
 

 
 
 

Theme Weeks 
 

The details of the weekly themes will be confirmed at the beginning of the course. Given the rapidly 

changing nature of creative marketing communication in digital and mobile contexts, every MART 

333 course has updated annual content. The weekly projects are always related to ideation in the 

context of advertising planning and creativity, and are always embedded in actual living business. 

Projects may be related to off-line and online, mobile and social media concepts and may be related 

to real life challenges. The online Brandbach platform enables changing student configurations, and 

depending on the character of the tasks, may be briefed for individuals or teams.  Projects may be 

of a collaborative and / or competitive nature.   

 

 

Lectures 
 

As noted in the schedule, each set of two lectures is organised around a weekly theme in the main 

text books, in the contexts of living creative marketing communication projects. Lectures provide 

both theoretical frameworks and the briefings for the weekly online assignments.  Since these are 

scheduled in collaboration within ongoing brand and communication developments of actual 

companies, theme weeks will be confirmed at the start of every semester . As a reference the 

curriculum interactively engaged in 2015 with weekly projects for Vodafone, FCB, BNZ, New 

Zealand Natural Ice Cream, Pernod Ricard, Nom *D, Colenso BBDO and Uber. Preliminary lectures 

themes will be matched fluidly to industry contexts on an annual basis.  

 

First half of the semester  

Ferrier, Adam ( 2014) The Advertising Effect  Oxford University Press, Melbourne 

 

week 1  Chapter 1 / The Dark Arts 

week 2 Chapter 2  /  Identifying Behavioural Change  

week 3 Chapter 3  /  Thoughts Feelings and Actions to Change behaviour  

week 4 Chapter 4  / Action Spurs  

week 5  Chapter 5  - 8  / Motivation Spurs I : Reframing, Evocation, Collectivism and Ownership 

week 6 Chapter 9 - 11 /  Motivations Spurs II : Play,  Utility and Modelling   

week 7 Chapter 12 - 14 /  Ease Action Spurs : Skill Up, Elimination Complexity and Commitment  

 

 

Second half of the semester  

Legorburu, Gaston & McColl, Darren (2014) Storyscaping. John Wiley & Sons, New Jersey 
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week 8 Chapter 1-2 / Storytelling and Harnassing Experience 

week 9 Chapter 3-4 / Storyscaping Modelling 

week 10 Chapter 5 - 8  /  Strategic Components  

week 11 Chapter 9- 10 / Organising Ideas and Experiences Spaces 

week 12 Chapter 11-12 /  Returns, Effectiveness and Sensing Digital Contexts   

week 13  Review and exam preparation 

  

The Brandbach Process 
 

Work in the Brandbach begins in the first week of the course. This course has no traditional 

tutorials, but instead includes an extensive virtual platform. In this tailor-made MART 333 internal 

web space, students will produce a weekly creative marketing communication assignment in their 

own digital portfolio.  Every following week, they will write a short online critique for work produced 

by one of their fellow students. Students will be randomly assigned to review each other’s work on a 

weekly basis.  

 

This course emulates the speed of production and critique, both of consumers who are exposed to 

marketing communications, and of managers who brief and judge expressions. The course has 

weekly assignments in a continuous portfolio, rather than a few set dates for work to be submitted. 

As a learning community, they have access to every portfolio that is produced and are encouraged 

to inspire each other.  

 

Dishonest Practice and Plagiarism 

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

practice (cheating). It is defined as copying or paraphrasing another’s work and presenting it as 

one’s own.  Any student found responsible for dishonest practice in any piece of work submitted for 

assessment shall be subject to the University’s dishonest practice regulations, which may result in 

serious 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.  The University of Otago reserves the 

right to use plagiarism detection tools.  

 

Students are advised to inform themselves about University policies concerning dishonest practice 

and take up opportunities to improve their academic and information literacy.  If necessary, seek 

advice from academic staff, or the Student Learning Centre.  The guideline for students is available 

at this link:  http://www.otago.ac.nz/study/plagiarism/ 

 

The Library resource on ethical use of information is available via this link:  

http://oil.otago.ac.nz/oil/module8.html 

Student Learning Support and Information 

 

http://oil.otago.ac.nz/oil/module8.html
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Student Charter 

http://www.otago.ac.nz/about/otago005275.html 
 

Guidelines for Learning at Otago 

http://hedc.otago.ac.nz/hedc/wp-content/uploads/2012/12/Guidelines-for-Learning.pdf 
http://hedc.otago.ac.nz/hedc/learning/ 
 

Student Learning Centre 

The Student Learning Centre, which is part of the Higher Education Development Centre, provides 

learning support, free of charge, to ALL enrolled students. Their services include:  

 a workshop programme designed to help students to improve their learning strategies and their 

generic skills;  

 individual assistance with learning issues;  

 on-line study skills advice;  

 a student leadership programme  

 a student-led peer support programme for students of all ages and backgrounds.  

 conversational English groups for students from a non-English speaking background  

The Centre also provides two very helpful study guides, “Guidelines for Writing and Editing” and 
“Writing University Assignments” and these are available on the SLC website. 
http://slc.otago.ac.nz/ 

 

Library Support 

The University Library provides online resources for students.  These include subject guides, and 
other research resources, and citation styles.  Check it out at: http://otago.libguides.com/selfhelp 
 
The Library website http://www.otago.ac.nz/library provides online access to resources and 
services, including group room bookings, library hours and locations, past exam papers, subjects 
guides and more.   
 

From your mobile: http://m.otago.ac.nz/library/   or use the Q code: 
 
 
 
 
 
 
 
 

 
 
  

http://www.otago.ac.nz/about/otago005275.html
http://hedc.otago.ac.nz/hedc/wp-content/uploads/2012/12/Guidelines-for-Learning.pdf
http://hedc.otago.ac.nz/hedc/learning/
http://hedc.otago.ac.nz/hedc/sld/Workshops.html
http://hedc.otago.ac.nz/hedc/sld/Student-Leadership-Programme.html
http://hedc.otago.ac.nz/hedc/sld/Student-Leadership-Programme/Peer-Support-Information.html
http://slc.otago.ac.nz/
http://otago.libguides.com/selfhelp
http://www.otago.ac.nz/library
http://m.otago.ac.nz/library/
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Māori Student Support 
Tënā koutou katoa, 
Ko Corey Bragg töku ingoa 
Ko Ngāi Tahu, Kāti Mamoe, Waitaha me Ngāti Kahungunu öku iwi 
 
Kia ora, my name is Corey Bragg and I am the Māori student support person in the Business 
School.  My role is to help link Māori students with the various support networks throughout the 
university and the community.  Kaua e whakamā, don't be shy - come in for a chat. Mauri ora mai. 
Tel  479 5342 Email corey.bragg@otago.ac.nz Room CO 3.21 

Pacific Islands’ Student Academic Advisor 

Warm Pacific Greetings  
Talofa lava, my name is Esmay Eteuati and my role is to liaise with Academic Departments and 
Student Services relating to Pacific students’ and their course of study. I support both staff and 
students in the Business School and have a network of Pacific contacts in other Divisions around the 
University.  
Tel +64 3 479 4756   Email: esmay.eteuati@otago.ac.nz 
 
Marketing Department support person for Maori/Pacific Island students is Mathew Parackal.  
Contact Mathew at the following: 
Tel 479 7696  Email: mathew.parackal@otago.ac.nz 

Disability Information and Support 

Students are encouraged to seek support if they are having difficulty with their studies due to 
disability, temporary or permanent impairment, injury or chronic illness.  It is important to seek help 
early, through one of the contacts below: 
Mathew Parackal 
Email: mathew.parackal@otago.ac.nz 
Phone 479 7696 

Student Feedback 
 

We encourage your feedback.  This can be in the form of contacting staff, participating in course 

evaluation surveys and communicating with class representatives.  Continual improvements will be 

made to this course based in part on student feedback.   

Class Representatives 

The class (or student) representative system is an avenue for encouraging communication and 

consultation between staff and students.  It provides you with a vehicle for communicating your 

views on the teaching and delivery of the paper and provides staff with an opportunity to 

communicate information and gain constructive feedback from students.  It contributes to the 

development of a sense of community within a department and it adds a further dimension to the 

range of support services offered to students.   

 

Volunteers for the role of class representatives will be called early in the semester.  The OUSA 

invites all class representatives to a training session, conducted by OUSA, about what it means to 

be a class representative and some of the possible procedures for dealing with issues that arise.  

They also provide information on the services that OUSA offers and the role OUSA can play in 

mailto:corey.bragg@otago.ac.nz
mailto:esmay.eteuati@otago.ac.nz
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solving problems that may occur.  The OUSA provides support to class representatives during the 

semester.  Departmental staff will also meet with class representatives during the semester to 

discuss general issues or matters they wish to have considered. 

 

Your class representative’s name and contact details will be posted on Blackboard early in the 

semester. 

 

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 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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DEPARTMENT OF MARKETING 
Policy on Student Internal Assessment 

 
The purpose of this document is to have a consistent policy throughout the department as well as to develop students’ time management 
skills. It reflects usual practices in the business world in which neither success (here: grades) nor deadlines are negotiable. 
 
1. Dissemination of Grades – Regarding internal assessment, the numerical marks will be returned to students via eVision no later 

than two weeks after the assessment has been submitted.    All students are requested to check their marks as they appear on 
eVision.  Any discrepancies should be reported to the course administrator as soon as possible.   

 
2. Late Assignments – Assignments received after the deadline and within 24 hours after the deadline will have 25% deducted from 

the available grade for the piece of assessment (ie. a 78% becomes a 53%). Assignments received 24 hours and later than the 
deadline will not be marked and there will be no grade given. 

 
3. Extensions – Extensions will be granted only in exceptional circumstances (eg. illness with supporting medical documentary 

evidence stating nature and length of impairment, family emergency, provincial or national representative activities) by the 
appropriate paper administrator. 

 
If the assignment or internal assessment tests count significantly towards the final result then a formal medical certificate is 
required.  As a guideline, an internal assessment component which counts for 20% of the final result would be considered 
significant. 

 
4. Tutors and lecturers are not authorised to give extensions. Only the paper administrator should be approached (consult the course 

outline for the person(s) responsible). 
 

Computer problems do not constitute an exceptional circumstance unless it is an officially notified failure of university equipment. 

5. Plagiarism – Plagiarism is the dishonest use of someone else’s words, facts or ideas, without proper acknowledgement.  Most 
students will include other people’s ideas and information in their work and assignments - such material may be either quoted or 
digested and used by students.  In either case, acknowledgement is essential.  Note that the University of Otago Calendar under 
Student Conduct Rules Part 1 Section 1 (e) states that no student shall “engage in any dishonest practice as described in regulation 
5(b) of the Examinations and Assessment Regulations in connection with an examination or other method of academic work which 
counts towards the attainment of a pass in any subject.”  
 

6. Problems with group work – Where group work is set and a group is experiencing difficulties, the students should approach their 
tutor to try to resolve these differences.  The tutor will counsel the group, or individuals from the group, on the procedures open to 
them to resolve group problems (the problem should be raised prior to the work being completed or handed in). 

 
The procedure to be followed is: 

i) students should try to resolve the problems within the group without outside assistance. 

ii) students should meet with their tutor to endeavor to resolve outstanding issues. 

        iii) the tutor will arrange for students to meet with the paper administrator who will endeavor to resolve the situation. 

This procedure MUST be completed to step iii) before the assignment is submitted for grading.  Where there are still unresolved 
difficulties, step iv) will be implemented. 

iv) students will complete a ‘Peer Assessment’ form available from the appropriate paper administrator (which must be 
submitted to the tutor or paper administrator before any grades are released). 

Paper administrators reserve the right to require all students to complete peer assessment forms at any time during and/or after 
submission of an assessed group project.  Should there be differences in the peer assessment forms, the student(s) will be required to 
either submit in writing to, or meet with a group comprised of their paper administrator and lecturer(s) and others (as deemed 
appropriate) to provide an explanation for the discrepancy.  A differential allocation of grade may result from this process. 
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DEPARTMENT OF MARKETING 

Policy for Special Consideration in Final Exams 

 
*** All applications for special consideration must be dealt with through  

the examinations office not the department **** 
 
The Special Consideration provisions apply only to final examinations and only where it is clearly documented that a candidate has been 
prevented from taking an examination through illness or other exceptional circumstances beyond his or her control; or has been seriously 
impaired by illness or other exceptional circumstances beyond his or her control at the time of, or in the 14 day period immediately prior 
to the examination itself. Where students have been affected by illness or other exceptional circumstances during the teaching period, 
they are expected to have informed Heads of Departments directly at the time (not individual lecturers or tutors). 
 
Process 
 
You need to obtain an application form from the University Information Centre or Student Health. You can also download the Application 
for Special Consideration in Final Examinations form Application for Special Consideration in Final Examinations form 
 
If your condition persists and you find that you are still seriously impaired for a later examination, do not submit a second application 
form, but contact the Examinations Office for advice (+64 3 479 8237). 
 
No special arrangements can be made for candidates who fail to attend examinations at the correct time. 
 
Deadline: 
Five calendar days from the date of the last examination for which you are making an application for Special Consideration. 
 
Please Note: 
Applications cannot be accepted without supporting documentation such as a medical certificate. 
 
For further information please see: Health Declaration for Special Consideration Application   
 

Absences 

1. A student may be offered an aegrotat pass providing: 
 
(a) their grade for internal assessment is C+ or better and 
 
(b) the internal grade they have achieved has contained a significant element of individual work as opposed to group 

assignments (25% of the total grade for the paper). 
 
2. All other cases will be offered a special examination. 

 
3. In some cases that qualify for an aegrotat, it may be relevant to offer the student the choice of an aegrotat or a special 

examination.  For example aegrotats at any stage of the course can have a detrimental effect on a student’s ability to qualify for 
scholarships. 

 
4. Special examinations for Semester One 2015 will be held on (date to be arranged), in the week prior to Semester Two 

commencement. 
 

Special examinations for Semester Two 2015 will be held on (date to be arranged), two weeks after cessation of official 
examination period. 

Impaired Performance 

1. If the student has no internal assessment there will be no adjustment to the exam mark and only an optional special will be 
offered. 
 

2. If the student has internal assessment the examination mark may be adjusted by taking account of the discrepancy between the 
examination and internal marks, with particular attention to individual work for the student in comparison to that for the whole 
class. 
 

3. In all other circumstances the student will be offered the choice of accepting this mark or sitting a special examination. 
 

4. Once a student accepts to take a special examination the original examination mark is nullified and the result of the special 
examination replaces the original mark, even if it is lower.  Any absence or impairment for the special examination must be 
covered using the same regulations as apply for normal university examinations. 

 

http://www.otago.ac.nz/services/uic.html
http://www.otago.ac.nz/studenthealth
http://www.otago.ac.nz/prodcons/groups/public/documents/webcontent/otago001756.pdf
http://www.otago.ac.nz/study/exams/Special%20Consideration%20Health%20Declaration.pdf

