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The University of Otago’s Graduate Profile 
 

All graduates of the University of Otago are expected to have the graduate profile in the box below. 
Not all of that profile is expected to be included in any one paper. This paper will focus on the italicized 
items. 

Graduate attributes 
All University of Otago graduates will possess a deep, coherent and extensive knowledge of at least 
one discipline, coupled with knowledge of the fundamental contribution of research to that 
discipline. In addition, all Otago graduates will possess, to varying degrees, the following sets of 
attributes: 
These attributes involve substantial affective elements: 
Global perspective 
Appreciation of global perspectives in the chosen discipline(s) and the nature of global citizenship 
Interdisciplinary perspective 
Commitment to intellectual openness and curiosity, and the awareness of the limits of current knowledge 
and of the links amongst disciplines 
Lifelong learning 
Commitment to the on-going acquisition of new knowledge and new skills, and an ability to apply these 
to an ever-changing environment 
Scholarship 
Commitment to the fundamental importance of the acquisition and development of knowledge and 
understanding 
These attributes include those most often sought by employers: 
Communication 
Ability to communicate information, arguments and analyses effectively, both orally and in writing 
Critical thinking 
Ability to analyse issues logically, to challenge conventional assumptions, to consider different options 
and viewpoints, make informed decisions and act with flexibility, adaptability and creativity 
Cultural understanding 
Knowledge and appreciation of biculturalism within the framework of the Treaty of Waitangi; 
knowledge and appreciation of multiculturalism; and an ability to apply such knowledge in a culturally 
appropriate manner. 
Ethics 
Knowledge of ethics and ethical standards and an ability to apply these with a sense of responsibility 
within the workplace and community 
Environmental literacy 
Basic understanding of the principles that govern natural systems, the effects of human activity on these 
systems, and the cultures and economies that interact with those systems 
Information literacy 
Ability to apply specific skills in acquiring, organising, analysing, evaluating and presenting information, 
in particular recognising the increasing prominence of digital-based activity 
Research 
Ability to conduct research by recognising when information is needed, and locating, retrieving, 
evaluating and using it effectively 
Self-motivation 
Capacity for self-directed activity and the ability to work independently 
Teamwork 
Ability to work effectively as both a team leader and a team member 



 MART 470 Special Topic - Advance Societal Issues in Marketing  

4 
 

Paper Description and Aims 
 

Advanced study of the relationships between marketing, public policy, and social, health and 

environmental concerns. This paper explores negative and unintended consequences of marketing 

activity, and examines the extent to which marketing can help resolve critical social and health 

problems. 

 

MART470 explores social and regulatory questions that affect marketing practice. In every society, a 

balance exists between government, business and individuals; deciding where this balance should lie 

requires a careful and critical examination of research evidence (and of our own assumptions!). This 

module will explore competing arguments, examine the merits and effectiveness of education, social 

marketing and regulation, and apply research evidence to current debates in marketing and public 

policy.  

 

Semester Two           0.1667 EFTS         20 Points 

 

Learning Outcomes 
 

• Evaluate competing arguments about specific topics, including the logic and likely 

effects of and introducing plain packaging on all tobacco products or restricting the retail 

supply of tobacco; the potential effects of e-cigarettes; the effectiveness of messages 

promoting moderate alcohol consumption, sustainable behaviours, and “healthy” 

eating, and the relative benefits of education, social marketing and regulation as 

approaches to behaviour change. 

• Critically analyse whether and how risk behaviours should be modified, and the evidence 

supporting different approaches. In addition, you will have applied this knowledge to 

social behaviour change campaigns.  

• Assess arguments used to oppose policy measures, such as “individual responsibility” 

and “slippery slope” arguments, and the extent to which these arguments should be 

accepted. 

 

You should also have gained experience in: 

• Considering how marketing could contribute to strategies reducing health and social 

inequalities. 

• Examining novel research approaches and findings, and assessing whether and how 

these provide consumer insights that could help address social, health and 

environmental problems.  

• Reviewing and critically evaluating different approaches to changing health and social 

behaviours and the evidence used to support these approaches. 
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I hope this paper will enhance skills that you will find invaluable, whether you enter the 

workforce or undertake advanced post-graduate work. These skills include analysing the 

evidence base used to support interventions, evaluating different approaches to addressing 

social problems, presenting and defending ideas, and critically evaluating others’ opinions. 

Classes will initially be led by the paper co-ordinator or a guest speaker, but all students are 

expected to bring examples for discussion each week. All classes will be structured as 

seminars where everyone is expected to participate, assimilate new ideas and develop a 

critical, informed stance toward these.  

 

I expect you to prepare for class by reading the articles set for each seminar (see reading 

list), participating actively in the discussions, and bringing examples for class discussion. 

 

 

Teaching Staff 
 

Paper Coordinator  
Name: Janet Hoek 
Office: OBS 4.21 
Email: janet.hoek@otago.ac.nz  
Office Hours: Mondays 4.00pm – 5.00pm or by appointment  
 
Please note: I have a large study with many participant interviews underway throughout the 
semester and I may sometimes be unavailable during my scheduled office hours if a participant 
has booked an interview at that time.  Kerri Haggart can access my diary so please check with 
Kerri so we can book another time to meet. In general, please feel free to call by whenever my 
office door is open. 
 
You should contact me if you have any administrative or academic enquiries about the paper. 

 

All requests for late submissions of assignments should be addressed to the programme directors. 
Dr Leah Watkins (MMart programme director)  
Email:  leah.watkins@otago.ac.nz 
Associate Professor Lisa McNeill (Honours, PGDip programme director)  
Email: lisa.mcneill@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. 

  

mailto:leah.watkins@otago.ac.nz%3cmailto:leah.watkins@otago.ac.nz
mailto:lisa.mcneill@otago.ac.nz
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Course Delivery 
 

Every fortnight, you must prepare for, attend, and participate actively in, twice-weekly three-

hour seminar discussions. 

 

The course calendar (in this outline and online on Blackboard) details semester dates, lecture topics, 

labs, tutorials and assessment related scheduling information.  Note that this calendar may change 

as the course proceeds.  I will advise any changes at seminars and on Blackboard. 

 

You must prepare for and attend all classes to gain full benefit from the course 

 

Please prepare for seminars by reviewing information detailed on Blackboard and completing any 

assigned readings.  If you are unable to attend a seminar, please ensure you catch up on missed 

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

Expectations and Workload 
 

Advanced Societal Issues in Marketing is a 20 point paper taught over a compressed time period in 
S2. As a general guide, 1 point represents study in formal instruction or independent study for 10 
hours, made up of a combination of seminars, assignments, readings, and participation on the class 
Facebook page. As a result you should anticipate spending approximately 200 hours on this subject 
over the duration of the semester. 
  

Please note the paper will commence in Week 1 and then run every second week (please see 

course diary). You should anticipate spending an average of 15-20 hours each week on this paper; I 

suggest you allocate your time as follows: 

 

ACTIVITY  TIME ALLOCATION /Week 

Class time  6 hours every two weeks 

Reading and preparation for class 15-20 hours (every two 
weeks) 

Participation in website discussions 2 hours 

Assessment (assignment preparation and test revision) 5 hours 
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Course Learning Resources 
 

This paper does not have a set text.  I have provided a comprehensive list of readings in the tables 
on the following pages. 

Blackboard 

Blackboard https://blackboard.otago.ac.nz/ provides you with access to course materials, class 
notices, and resources.  Blackboard is used to email the whole class so it is important that you check 
your student email and Blackboard regularly.   

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. 
 

Face Book 
In the past, students have used the Blackboard site to check for administrative details, but not to 
discuss topical issues.  Every day, marketing questions relevant to this module will arise and I hope 
we will discuss them amongst ourselves.  Current areas of debate include e-cigarettes (will these help 
us reach the 2025 goal, or will they undermine smoking cessation and lead young people to become 
addicted to nicotine?), anti-violence campaigns (does social marketing have a role to play?), and 
climate change (does marketing promote excessive consumption, or could it mitigate behaviour?).   
 
Students in previous years have set up a Facebook page where they posted and discussed marketing 
issues of the day – these discussion sites were fantastic and I would like to run something similar again 
this year.  I’ll discuss this idea in our first class to check your thoughts! 

  

https://blackboard.otago.ac.nz/
http://www.otago.ac.nz/studentmail
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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 in the week 

prior to each assessment.  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. 

 

I have outlined the two pieces of internal assessment below and will provide opportunities for 

discussion in class. 

 

Assessment Due date % of  
final grade 

Critical evaluation of topic  11.59pm 27 July 20 

Presentation 
 

 10 

Campaign analysis  
 

11.59pm 17 August 20 

Participation (in class and on Facebook 

page) 

 20 

In class test 22 August (in class) 30 

Course Requirements 

You must complete all assessment. 
 
Please submit all assessment via email to me. I will confirm receipt; please ensure you follow up 

if you have not received confirmation I have received your work within 24 hours of submitting it. 

 

We will discuss the assignment in class where students will have opportunities to clarify any questions 

you might have.  Please note that ALL discussion about assessment (internal and external) MUST 

take place in class or on BB so that all class members have the opportunity to participate. 

 

Written Assignments 

Please present assignments as a report. There is no need to include an executive summary. Reports 

should have three main sections: 

 

 Introduction (short, 2-3 paragraphs containing a brief overview of the following sections). 

 Discussion (the bulk of your report, containing a detailed analysis of the arguments and ideas 

you have encountered. It may be helpful to use sub-sections or headings in the discussion section 

to structure your ideas). 

 Conclusions (short, 2-3 paragraphs, outlining your final recommendations and a summary of the 
rationale underpinning these). 
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ASSESSMENT DETAILS: 

 

Assignment One:  Analysis of Selected Topic and Presentation 

Every day we encounter situations that question whether marketing benefits consumers or 

contributes to societal good.  This assignment gives you an opportunity to debate a specific topic and 

present an analysis of arguments made in relation to that topic.  You may select your own topic, but 

you must discuss it with me first (to ensure it is not too broad and likely to take too much of your 

time).   Please note: You cannot choose a topic that is similar to your 480 research or to any other 

paper where you are undertaking a research dissertation or thesis.  I have listed some ideas below, 

but you are welcome to suggest your own topic.  All topics must be confirmed by the end of week 

2 and all students must be working on a different question. In the event that more than one 

person requests a topic listed below, I will allocate these at random. 

 

Potential Topics 

 Some public health experts have called for graphic warning labels to be applied to carbonated 

soft drinks (fizzy drinks) on the grounds that these drinks provide no nutritional benefit, 

contribute to the rising proportion of children who are overweight or obese, and present serious 

harms.  Food manufacturers strongly oppose these calls; they argue warning labels are not 

necessary and that education would be a better tool for teaching people to moderate their 

consumption of soft drinks. Debate the evidence for and against requiring soft drinks to feature 

warning labels, consider how effective education would be as an alternative to warnings, and 

recommend how the government should respond to these arguments. 

 

 The Ministry of Health is currently liberalising the regulations that apply to the sale of e-cigarettes 

and e-liquids containing nicotine.  Some groups are encouraging them to consider the flavours 

that can currently be purchased on the grounds many (such as “unicorn’s milk” and “yeah-na-na”) 

could appeal to non-smoking children and young people.  Other groups argue it is important that 

smokers have a wide range of different flavours to choose from so they find the taste of vaping 

more appealing than smoking and do not relapse. Debate the evidence for and against restricting 

the flavours that can be sold and recommend how you think the government should response to 

these arguments. 

 

 Tobacco butt litter is a major environmental problem as it contains many toxins and the butts 

themselves do not biodegrade.  Some researchers have argued that governments should 

introduce an extended producer responsibility scheme that holds tobacco companies responsible 

for dealing with all product waste created during the manufacture and use of their products.  They 

suggest tobacco companies should have to pay local authorities for the costs of cleaning up butt 

litter.  However, others argue that smokers themselves should be responsible for butt litter and 

that there should be more measures, such as litter fines, that hold smokers who litter butts 

accountable for their actions.  Review these different arguments and outline what you regard as 

the best approach for dealing with tobacco product waste. 

 

 Greater uptake of recycling could decrease land waste and climate change emissions,  and 

promote a more sustainable society.  Identify and evaluate social marketing interventions that 
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could promote recycling behaviours and recommend which of these you think local authorities 

should adopt. 

 

 Many public health groups have called for advertising and sales promotions that target children 

to be banned on the grounds that children may not understand techniques used to target them.  

However, many marketers using these promotions argue that parents should exert greater 

control over what their children see on television (or other media).  Evaluate these arguments 

and develop evidence-based recommendations that the government could adopt. 

 

 Modifying risk behaviours such as unhealthy eating or risky drinking is often very challenging.  

Some advocacy groups suggest governments should use tactics even if these stigmatise people 

performing those behaviours.  They suggest that creating stigma serves as a powerful incentive 

to change and that the benefits of change outweigh any negative consequences that might arise.  

However, others argue this approach is morally wrong as negative experiences, such as stigma, 

could harm people. Select either unhealthy eating or risky drinking, debate the evidence for and 

against using stigma to change that behaviour, and outline the approach you think is most 

appropriate. 

 

 Many companies run corporate social responsibility programmes (CSR) where they support a 

particular cause and benefit from the associations the relationships create.  Recently, Mastercard 

offered to donate $10,000 to a child hunger charity every time two renowned football players 

(Messi and Neymah) scored in the FIFA World Cup. This gesture created considerable negative 

feedback and raises important questions about CSR activities. How appropriate is it for a 

company to use child hunger in a CSR competition? Do the ends justify the means (the charity 

may benefit from extra funding) or are there some moral boundaries that should not be crossed?  

Debate where you believe the boundaries of CSR should lie and provide a logical rationale for the 

position you adopt. 

 
 

In summary, your task is to address the research question or topic you have defined and present and 

evaluate the debate these questions or topics have created. You will need to read widely and identify 

the different perspectives that exist; you will then need to evaluate the evidence you have identified, 

reach some conclusions, and suggest how policy makers should respond to your analysis.  

 

 

Your written assignment is worth 20% and the presentation will be worth 10% (a total of 30%).  

 

Your assignment should be no more than 2000 words (excluding references).  

 

DUE DATE: 11.59pm 27 July 
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Assignment Two:  Critical Evaluation of a Smoking Denormalisation Campaign  
 

The United States has developed a very successful 

campaign called Truth®, which aims to 

denormalise smoking among young people and 

reframe it from a socially accepted and 

aspirational behaviour to a marginal and 

unappealing behaviour. Recent initiatives have 

focussed on the #FinishIt campaign, which aims to 

create a smokefree movement that brings about 

a new generation of young people who are 

smokefree.  You can see more about the #FinishIt 

campaign here: https://www.thetruth.com/ 

The objectives of the campaign are to: 

 Expose tobacco companies’ manipulative tactics 

 Illustrate the nature of tobacco and its harms  

 Increase resistance to tobacco – and determination to end smoking  

 Increase pro-smokefree and anti-tobacco attitudes. 

New Zealand has been reluctant to introduce a denormalisation campaign such as #FinishIt because 

tobacco companies have traditionally kept a low profile here and social marketers have not felt 

confident this approach would resonate with NZ young people. However, others suggest that young 

people respond strongly to social causes and that a campaign such as #FinishIt would be effective, 

particularly as young people are not particularly responsive to health messages. They suggest a 

#FinishIt campaign could capture young people’s imagination and reduce smoking uptake.  
 

This assignment requires you to consider how well this approach would work in New Zealand.  Your 

assignment should discuss the following questions:  
 

 What are the strengths of a denormalisation approach?  What evidence is there that this approach 

would resonate with young adults?     

 What focus do you think a denormalisation campaign should have? Should it denormalised 

smokers, smoking or tobacco manufacturers? Explain and justify your reasoning. 

 Are there any unintended outcomes from a denormalisation approach? What are these? What 

outcomes do you think could occur? How could you avoid or mitigate these outcomes? On 

balance, do you think the benefits of a denormalisation approach would outweigh the benefits? 

 How would you know if a denormalisation approach had been effective? What measures do you 

think should be used to evaluate the campaign? How do these measures relate to behaviours, 

such as smoking uptake or smoking prevalence? 
 

Your assignment should be no more than 2000 words (excluding references). 
 

Please submit your assignment electronically (via email to me). 
 
DUE DATE: 11.59pm 17 August 
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Late Assignments 

Please see the Department of Marketing policy on late assignments (point 2 in the Policy on Student 

Internal Assessment appended to this Handbook). 

 

Referencing Style and Style Guide 

For this paper the referencing style is APA. Style guides are available on the University Library 

website:  http://www.otago.ac.nz/library/quicklinks/citation/index.html 

 

If you do not already use EndNote, it might be worth learning how to use this as it makes reference 

management much easier.  The library provides EndNote tutorials; see: 

http://www.otago.ac.nz/library/quicklinks/citation/endnote.html  

 

 
Maori Language Policy 
The University of Otago has a Māori Language Policy which promotes the use of te reo Māori by staff 
and students. For more detail about this policy and its procedures, go to: 
http://www.otago.ac.nz/administration/policies/otago003239  
 
Commerce students who intend to present an assessment or examination in te reo Māori must write 
to David Cross (Manager of Student Administration, Academic Services: david.cross@otago.ac.nz), 
who will then inform the Head of Department (HoD). This must be done at the beginning of the paper 
(within the first three weeks of the semester) to allow sufficient time for suitable arrangements to be 
made for marking, including translation and external assessment (if necessary). 
 

 

  

http://www.otago.ac.nz/library/quicklinks/citation/index.html
http://www.otago.ac.nz/library/quicklinks/citation/endnote.html
http://www.otago.ac.nz/administration/policies/otago003239
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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 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. 
 

 
 

Learning Outcomes 

 

Learning Outcomes (on completion of the course, you 
should have developed skills in:  

A
ssessm

en
t 

A
ssessm

en
t 

A
ssessm

en
t 

T
est 

T
o

tal 

Critical analysis, particularly your ability to analyse 
arguments logically, challenge weak assumptions, assess 
competing perspectives, and evaluate the evidence 
underpinning those perspectives 

10 10  10 30 

Research and scholarship, particularly your ability to 
retrieve, synthesise and evaluate source material from 
varied disciplines 

15 15   30 

Self-motivation and time management      

Communicating your ideas, both in writing and in person 10 10 10 10 40 

Total 
35 35 10 20 100% 

 

Grading System 

The grading scheme used at Otago is: 
 

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

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

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

one’s own. Any student found responsible for academic misconduct 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/academicintegrity/index.html 

 

Further information about the Academic Integrity Policy, the Student Academic Misconduct 

Procedures and the Academic Integrity can be found through the links below.  The Academic Integrity 

website in particular has a number of useful inks and suggestions as to where students can get help 

with referencing issues. 

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

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

 www.otago.ac.nz/study/academicintegrity 

 
  

http://www.otago.ac.nz/study/academicintegrity/index.html
http://www.otago.ac.nz/administration/policies/otago116838.html
http://www.otago.ac.nz/administration/policies/otago116850.html
http://www.otago.ac.nz/study/academicintegrity
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Course Calendar 
 

 
MATERIALS AND RESOURCES: 
These readings are a starting point that I hope will introduce you to a subject area, stimulate you to consider some research questions, and help you develop some ideas 
about a topic that you would then like to research further.  Other readings will be provided throughout the paper. 
 

Seminar No. Topic Readings 

Week 1 
Starting 09 
July 
 
Session 1 
 
 

 
Introduction 
 
 
Individual responsibility – what does it mean? 

 
Introduction to class; overview of topics to be explored, discussion of timeline and assessment dates and 
expectations. 
 
Chapman, S., Liberman, J. (2005). Ensuring smokers are adequately informed: Reflections on consumer 

rights, manufacturer responsibility, and policy implications.  Tobacco Control 14, 8-13. 
Friedman LC, Cheyne A, Givelber D, et al. Tobacco Industry Use of Personal Responsibility Rhetoric in Public 

Relations and Litigation: Disguising Freedom to Blame as Freedom of Choice. American Journal of 
Public Health 2015;105(2):250-60. 

Gifford H, Tautolo D, Erick S, et al. A qualitative analysis of Māori and Pacific smokers’ views on informed 
choice and smoking BMJ Open 2016. bmjopen-2016-011415 

Gray, R., Hoek, J., Edwards, R. (2016). A qualitative analysis of ‘informed choice’ among young adult 
smokers. Tobacco Control, 25(1):46-51. 

Hoek J. Informed choice and the nanny state: learning from the tobacco industry. Public Health 
2015;129(8):1038-45. 

Moodie R, Stuckler D, Monteiro C, et al. Profits and pandemics: prevention of harmful effects of tobacco, 
alcohol, and ultra-processed food and drink industries. The Lancet;381(9867):670-79. 

 

Week 1 
Starting 09 
July 
 
Session 2  
 
 

Denormalising a behaviour – exploring smoking’s 
transition (and the unintended effects) 
 
 
 
 
 
 
  

Chapman, S. and B. Freeman (2008). "Markers of the denormalisation of smoking and the tobacco 
industry." Tobacco Control 17(1): 25-31. 

Hoek J, Gifford H, Maubach N, et al. A qualitative analysis of messages to promote smoking cessation 
among pregnant women. BMJ open 2014;4(11):e006716. 

Malone, R. E., Q. Grundy and L. A. Bero (2012). "Tobacco industry denormalisation as a tobacco control 
intervention: a review." Tobacco Control 21(2): 162-170. 

Ritchie, D., A. Amos and C. Martin (2010). "“But it just has that sort of feel about it, a leper”—Stigma, 
smoke-free legislation and public health." Nicotine & Tobacco Research 12(6): 622-629.  
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Week 2 
Starting 16 
July 

No Classes 
 
 
 

 

Week 3 
Starting 23 
July 
 
Session 1 

Smokefree environments 
 
 
 
 
 
 
Curtailing tobacco supply 
 

Healey, B., Hoek, J., Wilson, N. et al. Youth exposure to in-vehicle second-hand smoke and their smoking 
behaviours: trends and associations in repeated national surveys (2006–2012). Tob Control, 24: 146-152.    

Hyland, A., Barnoya, J., Corral, J. (2012). Smoke-free air policies: past, present and future. Tobacco Control, 
21:154-161. 

Wilson, I., Ritchie, D., Amos, A. et al. (2012) ‘I’m not doing this for me’: mothers’ accounts of creating 
smoke-free homes. Health Educ. Res. doi: 10.1093/her/cys082 

 
Gendall P, Hoek J, Marsh L, et al. Youth tobacco access: trends and policy implications. BMJ Open 

2014;4(4):e004631. 
Henriksen L. The retail environment for tobacco: a barometer of progress towards the endgame. Tobacco 

control 2015;24(e1):e1-e2. 
Robertson L, Marsh L, R E, et al. Regulating tobacco retail in New Zealand: what can we learn from 

overseas? New Zealand Medical Journal 2016;129(1432):74-79. 
Whyte G, Gendall P, Hoek J. Advancing the retail endgame: public perceptions of retail policy interventions. 

Tob Control 2014;23(2):160-66. 
 

Week 3 
Starting 23 
July 
 
Session 2 

E-cigarette marketing – a new product or a new 
problem?   
 

Andrade, M. d., G. Hastings and K. Angus (2013). "Promotion of electronic cigarettes: tobacco marketing 
reinvented?" BMJ: British Medical Journal 347. 

Grana, R. A. and P. M. Ling (2013). "Image examples of marketing claims to accompany Image examples of 
marketing claims to accompany “Smoking Revolution”." 

Grana, R. A. and P. M. Ling (2014). "“Smoking Revolution”: A Content Analysis of Electronic Cigarette Retail 
Websites." American Journal of Preventive Medicine 46(4): 395-403. 

Hoek, J., Thrul, J., Ling, P. A Qualitative Analysis of Young Adult ENDS Users’ Expectations and 
Experiences. BMJ Open.   

 

ASSIGNMENT 1 DUE: 11.59pm 27 JULY 

Week 4 
Starting 30 
July 

No Classes 
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Week 5 
Starting 06 
August 
 
Session 1 
 

Pecha Kucha presentations and assignment 
feedback 

Class presentations 

Week 5 
Starting 06 
August 
 
Session 2 
 

Alcohol moderation – education, social marketing 
and regulation 
 
 

Carah, N., S. Brodmerkel and L. Hernandez (2014). "Brands and sociality: Alcohol branding, drinking culture 
and Facebook." Convergence: The International Journal of Research into New Media Technologies. 

Casswell S. Marketing and supplying alcohol to young people. NZ Med J 2014;127(1388):81-3. 
Casswell S. Vested interests in addiction research and policy. Why do we not see the corporate interests of 

the alcohol industry as clearly as we see those of the tobacco industry? Addiction 2013;108(4):680-85. 
Chambers T, Signal L, Carter M-A, et al. Alcohol sponsorship of a summer of sport: a frequency analysis of 
alcohol marketing during major sports events on New Zealand television. The New Zealand medical journal 
2017;130(1448):27. 
Hoek, J and Jones, S. (2011). Regulation, Public Health and Social Marketing: A Behaviour Change Trinity.  

Invited (peer-reviewed) "discipline leader" paper. Journal of Social Marketing, 1 (1), 32-44. 
Nicholls, J. (2012). "Everyday, everywhere: alcohol marketing and social media—Current Trends." Alcohol 

and Alcoholism 47(4): 486-493. 
Jones SC, Andrews K, Caputi P. Alcohol-branded merchandise: association with Australian adolescents' 

drinking and parent attitudes. Health Promotion International 2014. 
  

Week 6 
Starting 13 
August 

No class  

ASSIGNMENT DUE: 11.59pm 17 August 
Week 7 
Starting 20 
August 
 
Session 1 

Food marketing and obesity – what is the 
solution? 
 
 

Brownell, K. D., R. Kersh, D. S. Ludwig, R. C. Post, R. M. Puhl, M. B. Schwartz and W. C. Willett (2010). 
"Personal responsibility and obesity: a constructive approach to a controversial issue." Health Affairs 
29(3): 379-387. 

Goldberg DS, Puhl RM. Obesity Stigma: A Failed and Ethically Dubious Strategy. Hastings Center Report 
2013;43(3):5-6. 

Harris, J. L., J. L. Pomeranz, T. Lobstein and K. D. Brownell (2009). "A crisis in the marketplace: how food 
marketing contributes to childhood obesity and what can be done." Annual Review of Public Health 30: 
211-225. 

Hawkes, C. and T. Lobstein (2011). "Regulating the commercial promotion of food to children: a survey of 
actions worldwide." International Journal of Pediatric Obesity 6(2): 83-94. 
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Maubach N, Hoek J, Mather D. Interpretive front-of-pack nutrition labels. Comparing competing 
recommendations. Appetite 2014;82:67-77. 

Signal L, Smith M, Barr M, et al. Kids’ Cam: Cutting edge methodology to study obesogenic environments. 
Obesity Reviews 2016;17:180-81. 

Wolfson JA, Gollust SE, Niederdeppe J, et al. The role of parents in public views of strategies to address 
childhood obesity in the United States. Milbank Quarterly 2015;93(1):73-111. 

Week 7 
Starting 20 
August 
 
Session 2 

Revision and Review 
 
End of Module Test 

 

 

* First week of Semester 2 is ACADEMIC WEEK 28 
Lectures end Friday 12th October 

University Exam Period Second Semester Begins Wednesday 17th Oct 
Ends Saturday 10th November 2018 
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Student Learning Support and Information 
 

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 Library website http://www.otago.ac.nz/library provides access to resources and services, 
including group room bookings, library hours and locations, past exam papers, subject guides, article 
databases and more. 
 
If you need assistance either check out the self-help guides http://otago.libguides.com/selfhelp, or 
ask Library staff at the ground floor service desks, or email ask.library@otago.ac.nz 
  

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://www.otago.ac.nz/library
http://otago.libguides.com/selfhelp
mailto:ask.library@otago.ac.nz
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Māori Student Support 

Kaiārahi Māori  
Contact Rachel Sizemore 
Email: kaiarahi.obs@otago.ac.nz 
Their role is to help link Māori students with the various support networks throughout the university 
and the community.   

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.  
Email: esmay.eteuati@otago.ac.nz 
Tel: 479 4756    
 
Marketing Department support person for Maori/Pacific Island students is Kirsten Robertson.  
Contact Kirsten at the following: 
Email: kirsten.robertson@otago.ac.nz 
Tel:  479 8451   

Equity Advisor 

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 
Tel:  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.  Recent changes to this course as a result of 

constructive feedback include the introduction of a free format presentation as part of assignment 

one. 

 

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 

mailto:kaiarahi.obs@otago.ac.nz
mailto:esmay.eteuati@otago.ac.nz
mailto:kirsten.robertson@otago.ac.nz


 MART 470 Special Topic - Advance Societal Issues in Marketing  

21 
 

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 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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UNIVERSITY OF OTAGO 
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 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. 

 
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. 

 
Lecturers are not authorised to give extensions. Only the programme leaders should be approached for extensions. Lisa McNeill and 
Leah Watkins are the programme leaders for this course 

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

4. Academic Misconduct –  “Academic misconduct is seeking to gain for yourself, or assisting another person to gain, an academic 
advantage by deception or other unfair means. The most common form of academic misconduct is 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.   
For further information please refer to http://www.otago.ac.nz/study/academicintegrity/index.html. 
 

5. 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. 

 
 

 
 
 
 
 
 
 
  

http://www.otago.ac.nz/study/academicintegrity/index.html
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UNIVERSITY OF OTAGO 
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 2018 will be held on (date to be arranged), in the week prior to Semester Two 

commencement. 
 

Special examinations for Semester Two 2018 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

