
Carleton University          Fall 2007 
Department of Political Science 

 
PSCI 3406A 

Public Affairs and Media Strategies 
 

Seminars:   Mondays 18:05-20:55, SA413 
Instructor:   Professor Conrad Winn 
Office:   D699 Loeb 
Office Telephone:  520-2600 ext. 2651, cell 416 459-6600 
Office hours:  M10:30-11:30, 17-18, 21-22; T9:30-11:30 
Email:   Normal response within one business day: 

cwinn@connect.carleton.ca; for urgent matters, 
cwinn@bell.blackberry.net 

Course Procedures 
Objectives 

This is a course in applied communication. Efforts by corporations, nonprofits, 
unions, governments and other institutions to gain advantage by changing opinion often 
fall under the rubric of “public affairs strategies.” Like “government relations consulting,” 
the term public affairs is sometimes used in the public arena as a euphemism for 
lobbying. As utilized in this course, the term “public affairs” encompasses influence-
seeking efforts that complement or supplement but are not the same as lobbying or 
government relations (GR). As a course in applied communication, PSCI 3406A is a 
complement to PSCI 4003A on “Politics and the Media.” 

Public affairs communications is a rapidly evolving discipline. This is apparently the 
only course of its kind in Canada. The course may have a special appeal to those 
students who wish to be involved in the advancement of knowledge in the area and/or 
would draw satisfaction from contributing to the form and content of the course for 
subsequent years. 
 
Reaching Professor Winn 

Consulting times are by appointment and normally in consulting hours. Students are 
encouraged to use email (cwinn@connect.carleton.ca) to discuss brief topics, send 
writing for comment, seek feedback, book an appointment, or request a telephone 
conversation. Barring technical difficulties, email messages are normally returned within 
a business day. Students arriving to discuss a term paper are requested to bring a 
typed outline of their thoughts, however preliminary or tentative their thoughts might be. 
Email should normally be used to book a face-to-face appointment or telephone 
conversation. Emails requesting a conversation by phone should list the student’s full 
name, phone number, and time periods when the instructor’s return phone call might 
work.  
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On urgent medical or personal matters or to make a last minute change to an 
appointment, students are urged to email cwinn@bell.blackberry.net. In the absence of 
a prompt response, they could supplement this with a call to 416-459-6600 (cell). 

To minimize the risk of accidental deletion in an era of junk mail, emails must have 
the following in the subject heading: “PSCI [course number], [your name].” Students are 
obliged to check the email addresses they have given to the university for possible 
email from the instructor at least weekly on the evening before class. 

 
Regulations  

 Students are asked to familiarize themselves with the university's many 
regulations. Students are asked to note that plagiarism of any kind is taken 
seriously--serious sanctions may apply to the submission of someone else's 
work as one's own, i.e. without properly citing the source; it is unacceptable to 
submit the same assignment to two or more courses without permission from all 
pertinent instructors; and an individual student may be required to pass an oral 
examination on term work. 
 
Assignments and Grading  

Grades. Each student’s grade will normally be derived as follows: 40% for 
contributions to class discussion including weekly preparations from the reading list and 
media sources on media, 60% for independent research submitted in the form of a term 
paper. Students must fulfil all course requirements in order to achieve a passing grade.  

Class Discussion. Students will be graded for the quality of their discussion of 
assigned readings for the week and, secondarily, of media treatment of events of the 
preceding week. A good familiarity with the week's readings and uninterrupted 
attendance, except for health and other exigencies, are required for passing. Students 
are expected to have read at least three (3) assigned readings for a given seminar 
meeting and to be regular followers of current events through the main newspapers and 
Internet sources (see Source Material, below).  

Term Paper. The paper of 20-30 pp. plus footnotes/appendix shall be in one of 
several possible categories: 

 Government: An analysis of the brand, social marketing, or public affairs strategies 
of a Canadian or Ontario government department including their communications, 
PR, and polling efforts and/or their strategies of funding nominally independent 
organizations as surrogates or what the Communist movement used to call “front” 
groups; 

 Front Groups: An analysis of the links of seemingly independent advocacy or 
research organizations that are either financially independent and seemingly 
aligned with a larger organization by choice, for example sundry front organizations 

mailto:cwinn@bell.blackberry.net
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for the political left, the political right, Arab governments, and so forth; one 
possibility is an essay classifying different types of front organizations or surrogates; 

  Blogs: An analysis of political blogs in Canada or the United States and their 
influence, including audiences. Blogs are sufficiently numerous and influential in the 
U.S. that the student would be advised to restrict analysis to a category of such 
blogs, e.g. conservative or liberal blogs or even possibly a sub-category of each. 

 Argumentation: A annotated assessment of books on making persuasive arguments 
or launching winning debates or persuasive speaking. 
The independent research paper shall consist of 20 - 30 pp. plus 

footnotes/appendix. Footnotes should be numbered at the bottom of each page. Kindly 
see Term Paper Submission, below.  

Any topics other than the preceding specific examples must be submitted for the 
instructor’s approval by October 1st. 

Style. Any conventional Anglo-American spelling or essay style is acceptable except 
that all references should be complete, including page numbers, and appear in 
footnotes and in no other form. All papers should be strongly evidentiary, using citations 
and documented verbatims liberally. Kindly see Term Paper Submission, below.  

Term Paper Submission. Students are required to submit their paper electronically 
as an MSWord attachment to Prof. Winn at cwinn@connect.carleton.ca during the last 
official weekend prior to the ending of classes. Papers submitted after the weekend but 
before the official end of classes may receive a late deduction. Papers submitted after 
the official end of classes are not permitted to be accepted without official university 
authorization. 

The subject heading of the accompanying email and the file name must both read: 
“PSCI3406A Paper, Smith John, topic” where Smith is a stand-in for the student’s family 
name, John, for the first name, and topic for a 1-3 word précis of the title of the paper. 
The upper left corner of the title page must contain your email address for return of the 
graded paper. Papers not submitted in this fashion or on this date will not be accepted 
except in the event of medical or other extenuating circumstances according to the 
judgment of the instructor.  

Comment Codes When Term Papers Are Returned: 
VG = very good substantive point 
VG evid = very good use of evidence, sourcing, or citation material 
S = style cumbersome or poor 
M = meaning unclear 
Gr = grammatical problem 
Sp = misspelling 
Wd = inadequate choice of word(s) 

mailto:cwinn@connect.carleton.ca
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NS = non sequitur 
Evid = inadequate or inappropriate evidence 
Inf = style too informal for an academic paper 
Class Presentation. Each student is to make a 10 minute lecture on his/her 

independent research. Early presenters are not expected to discuss findings but should 
instead focus on the raison d’etre of the project and strategies for carrying it out. At the 
time of their presentation, presenters are expected to distribute to each student a 1 
page, point-form outline of their lecture. 

Calendar. Oral presentation dates will be assigned randomly in the first class for 
later dates. See above for dates re submission of proposals and papers. 

Plagiarism and Proper Use and Citation of Sources. An excellent set of sources and 
source of counsel may be found at  www.library.ualberta.ca/guides/plagiarism/. 

Source material. Regular access to the following are virtually essential, e.g. Fox 
News Channel, CNN, the CBC News Channel, TV5, the Globe and Mail, the National 
Post , Ottawa Citizen, La Presse, townhall.com, danielpipes.org, Antonia Zerbisias’s 
weekly column in the Toronto Star, cbcwatch.ca, memri.org, townhall.com, 
honestreporting.com/ca, littlegreenfootballs.com, mediaresearch.org, dailykos.com, 
canadiancerberus.blogspot.com, warrenkinsella.com, 
canadiangovernment.blogspot.com. 

http://www.library.ualberta.ca/guides/plagiarism/
http://www.townhall.com/
http://www.danielpipes.org/
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Weekly topics and readings 
1. Introduction (Week of Sept 10)  
Overview of the course 
The texts 
Persuasion: propaganda plus 
Communication: media plus 
Organization: grass roots plus 
Intelligence: polling plus 
Class participation  
Research expectations: early proposals 
Glossary of terms 
Strategy, tactics, policies, programs, activities 
Corporate affairs, corporate strategy, external affairs, environmental affairs, public relations, media 
relations, government relations/GR, lobbying, interest groups,  
corporate campaigns, corporate image, media training, crisis management, issue management, 
environmental monitoring, grass roots 
Polling, public opinion research, survey research, focus groups, panel studies, time series 
studies/tracking 
Media, causal modeling, content analysis, agenda setting, priming; and student research plans 
2. Media context (Week of Sept 17)  
Unless otherwise indicated, the following items are taken from Dan D. Nimmo and Keith R. Sanders, 
eds., Handbook of Political Communication (Beverly Hills: Sage, 1981): Robert L. Savage, “The Diffusion 
of Information Approach,” chap. 3 
Maxwell E. McCombs, “The Agenda-setting Approach,” chap. 4 
Richard Hofstetter, “Content analysis,” chap 19. 
Alan Rubin, “Uses, gratifications and media effects research” in Jennings Bryant and Dolf Zillmann, eds., 
Perspectives on Media Effects (Hillsdale, N.J.: Lawrence Erlbaum, 1986) 
McGuire's chapter in G. Comstock, Public Communication and Behavior, vol. 1 
S.M. Lipset, Continental Divide (Routeledge, Chapman, 1990) 
Conrad Winn, “CBC Television News Has a Bias Problem,” Policy Options (July-August, 2002). 
3. Actors and their perspectives (Week of Sept. 24) 
Michael Ledeen, Machiavelli on Modern Leadership, (New York, 1999) 
Ben-Ami Scharfstein, Amoral Politics: the Persistent Truth of Machiavellianism 
Government of Canada telephone directory, paper or web version. 
William Stanbury, Business-Government Relations in Canada, 2nd ed. (Nelson,. 1993), chaps. 1-5 
Jonathan Rose, Making Pictures in Our Heads: Government Advertising In Canada (Westport, CT: 
Praeger, 2000). 
Chap. by Tanguay and Kay in Seidle, Interest Groups and Elections in Canada 
Stan Humphries, “Who’s Afraid of the Big, Bad Firm: the Impact of Economic Scale on Political 
Participation,” Amer. J. of Political Science (July 2001) 678-700. 
Rogene Buchholz, Management Responses to Public Issues  (New York, 1993), Chaps 1-3 on public 
issues management. 
Robert Heath, Strategic Issues Management (New York, 1997), introductory section on issues 
management as an organizational and academic discipline. 
Warren Kinsella, Kicking Ass in Canadian Politics (Random House Canada, 2001). 

http://www.amazon.com/exec/obidos/ASIN/0275968421/o/qid=970595151/sr=8-3/ref=aps_sr_b_1_5/002-3668310-9898450
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Ann Coulter, Slander: Liberal Lies about the American Right (New York: Crown, 2002) 
James Carville and James Begala, Buck Up, Suck Up…and Come Back When You Foul  
Up New York: Simon & Schuster, 2002. 
Kathleen Hall Jamieson, Packaging the Presidency 
David Green, Shaping Political Conscioiusness-The Language of Politics in America  
Andrew L. Friedman and Samantha Miles, Stakeholders: Theory and Practice (Toronto: Oxford UP, 2006) 
or their “Developing Stakeholder Theory,” Journal of Management Studies (2002), 1-21. 
Callison, Coy (2001), “Do PR Practitioners Have a PR Problem?:  The Effect of Associating a Source 
With Public Relations and Client-Negative News on Audience Perception of Credibility,” Journal of Public 
Relations Research, v. 13, no. 4, 219-234. 
Lawrence R. Jacobs and Robert Y. Shapiro, Politicians Don't Pander: Political Manipulation and the Loss 
of Democratic Responsiveness (2000) 
Darren G. Lilleker & Jennifer Lees-Marshment (Eds.) Political Marketing (Manchester University Press, 
2004). 
J.Rick Ponting, The Nisga’a Treaty: Polling dynamics and Political Communication in Comparative 
Context (Toronto: Broadview Press, 1006). 
4. (Week of Oct.1) Persuasion-I 
Daniel O'Keefe, Persuasion: Theory and Practice (Sage, 1990) or Kathleen Reardon, Persuasion: Theory 
and Practice (Sage, 1991) 
William Stanbury, Business-Government Relations in Canada, 2nd ed. (Nelson,. 1993), chap. 13 
Murray Edelman, Politics as Symbolic Action 
James Van Leuven and Michael Slater, “How Publics, Public Relations, and the Media Shape the Public 
Opinion Process”, Public Relations Research Annual Vol. 3 1991 
Gerald R. Miller and James B. Stiff, Deceptive Communication (Sage, 1993) 
Janet Beavin Bavelas et al, Equivocal Communication (Sage, 1990) 
Steven Neiheisel, Corporate Strategy and the Politics of Goodwill 
5. No Class (Week of Oct. 8) 
6. (Week of Oct. 15) Persuasion-II 
Brandice Canes-Wrone, “The President’s Legislative Influence from Public Appeals,” American Journal of 
Political Science (April, 2001), 313-239. 
Jing Zhao, “The importance of the image survey: improving effectiveness of communication programs,” 
Public Relations Quarterly (summer, 1999). 
Rohini Ahluwalia, “Examination of Psychological Processes Underlying Resistance to Persuasion,” 
Journal of Consumer Research (September, 2000), pp. 217-232. 
Erik P. Bucy and John E. Newhagen, “The Emotional Appropriateness Heuristic: Processing Televised 
Presidential Reactions to the News,” Journal of Communication (autumn, 1999), vol 49 pp59-79. 
Roger Ailes, You are the Message (1995) 
Mutz, Diana, Sniderman Paul and Brody Richards (Eds.). Political Persuasion and Attitude Change. 
Michigan: The University of Michigan Press, 1999.  
Benoit, William L.  Accounts, Excuses, and Apologies: A Theory of Image Restoration Strategies.  Albany: 
State University of New York, 1995. 
7. Communications campaigns and tactics (Week of Oct. 22) 
Ford Kanzler, “The Positioning Statement,” Public Relations Q. (Winter, 1997-8), 18-20. 
LL Kaid and C. Holtz-Bacho, eds., Political Advertising in Western Democracies (Sage, 1995) 
Pradeep Sopory, Designing Health Communication Campaigns: What Works? (Sage, 1992) 
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Thomas Backer and Everett Rogers, eds., Organizational Aspects of Health Communication Campaigns: 
What Works 
Robt. Simmons, Communication Campaign Management 
Thomas Holbrook, Do Campaigns Matter  
Kerwin C Swint, Political Consultants and Negative Campaigning (Lanham: University Press of America, 
1998) 
Bruce Newman, The Marketing of the President 
M. Scannell, Designer Politics (Macmillan, 1995) 
Ronald N. Levy, “”Turn around’ PR: Techniques of geniuses,” Public Relations Quarterly (Spring, 1999). 
Randal Marlin, “Public Relations Ethics: Ivy Lee, Hill and Knowlton, and the Gulf War,” Intl J of Moral and 
Social Studies (autumn 93), 237-256. 
Douglas A. Hibbs, “Bread and Peace Voting in U.S. President Elections,” Public Choice vol. 104 (July, 
2000), 149-80.   
Romanow, Walter I et al (eds). Television Advertising in Canadian Elections – The Attack Mode, 1993. 
Waterloo: Wilfred University Press. 1999. 
Jean K. Chalaby, The de Gaulle Presidency and the Media Statism and Public Communications 
(London: Palgrave/Macmillan, 2002) 
Allan Mayer, Madam Prime Minister: Margaret Thatcher and her Rise to Power  (Newsweek Books, New 
York.  1979). 
Wendy Webster, Not a Man to Match Her: The Marketing of a Prime Minister  (London:The Women’s 
Press Ltd., 1990). 
Levy, Ronald, “’Turn around’ PR: Techniques of Geniuses,” Public Relations Quarterly, Spring, 1999. 
Burton, Michael John and Daniel Shea. Campaign Craft: Strategies, Tactics, and Art of the Political 
Campaign Management. (Westport: Praeger, 2001) 
John D. Callaway et al., eds.,  Campaigning on Cue. (Chicago: University of Chicago, 1988.) 
McCroskey, James and Walter Combs. “The Effects of the Use of Analogy on Attitude Change and 
Source Credibility.” The Journal of Communication, Vol. 19, December 1969. Allen Press, Kansas. pp. 
333-339.  
Elisabeth Gidengil  et al., Citizens (Vancouver: UBC Press, 2005) 
Henry Brady and Richard Johnston, eds., Capturing Campaign Effects (Ann Arbor: U of Michigan, 2006) 



PSCI 3406A Public Affairs and Media Strategies, Autumn, 2007, Professor Winn 

 8

8. Media relations (Week of Oct. 29) 
Charles T. Salmon, ed., Information Campaigns (Sage, 1989) or James Alan Fox and Jack Levin, 
Working with the Media (Sage, 1993) and/or Sue Ward, Getting the Message Across: Public Relations, 
Publicity and Working with the Media (Pluto Press Books, 1991) 
Ed Shiller, Managing the Media (Toronto: Bedford House, 1989), ch. 6 on rules and ch. 9 on case 
studies. 
Robert B. Cialdini, Influence: Science and Practice (2002) 
Hans Kepplinger and Wolfgang Donsbach, “The Influence of Camera Perspectives on the Perception of a 
Politician by Supporters, Opponents, and Neutral Viewers” in David Paletz, ed., Political Communication 
Research (Ablex, 1987). 
Stephen F. Hayes, The Connection: How al Qaeda's Collaboration with Saddam Hussein Has 
Endangered America  (New York: HarperCollins, 2004). 
David Horowitz and Richard Poe, The Shadow Party: How George Soros, Hillary Clinton, and Sixties 
Radicals Seized Control of the Democratic Party (Nelson, 2006) 
9. Traditional and non-traditional PR (Week of Nov. 5) 
T. Bivins, Handbook for PR Writing (Chicago: Publishing Co., 1998) 
Lawrence Susskind and Patrick Field, Dealing with an Angry Public (NY: FP, 1996) 
Anthony Corrado, Creative Campaigning: PACs and the Presidential Selection Process (Westview Press, 
1992) 
Ken Smith, Curtis Grimm, and Martin Gannon, Dynamics of Competitive Strategy (Sage, 1992) 
Barry Mitnick, ed., Corporate Political Agency (Sage, 1993) 
Pavlik, Public Relations: What Research Tells Us (Sage, 1987) 
Ray Hiebert, Precision Public Relations, part VI 
Joyce Nelson, Sultons of Sleaze 
Kenneth R. Timmerman, Shakedown: Exposing the Real Jesse Jackson (Regnery, 2002). 
Andrew Chadwick, Internet Politics (Toronto: Oxford UP, 2006). 
Robert L. Heath, Encyclopedia of public relations (Thousand Oaks, CA: Sage, 2004) 
10. Advocacy advertising (Week of Nov. 12) 
William Stanbury, Business-Government Relations in Canada, 2nd ed. (Nelson, 1993), chaps. 11 
John Philip Jones, When Ads Work (Lexington, 1995) 
Kathleen Hall Jamieson, Dirty Politics: Deception, Distraction, and Democracy (Oxford UP, 1992) 
Montague Kern, 30-Second Politics: Political Advertising in the Eighties (Praeger, 1992) 
Frank Biocca, ed., Television and Political Advertising Vol. 2 (Lawrence Erlbaum, 1992) 
Frank Biocca, ed., Television and Political Advertising Vol. 1 (Lawrence Erlbaum, 1992), esp. ch 1 by 
Boiney on the content analysis of political ads, ch 4 by Geiger on visual and content impacts on audience 
evaluations, ch 7 by Neuhagen on negative ad effectiveness,  
Lynda Lee Kaid et al, New Perspectives on Political Advertising (SIU Press, 1986), chaps. by Devlin on 
evolution of presidential commercials (ch. 2), by Dionisopoulos on corporate advocacy (ch. 4) 
Edwin Diamond and Stephen Bates, The Spot: the Rise of Political Advertising on Television 3rd ed. 
(MIT, 1992) 
James B. Limert, “Party Identification and Negative Advertising in a U.S. Senate Election,” Journal of 
Communication (Spring, 1999), pp. 151ff. 
11. Disruptive actors and situations (Week of Nov. 19) 
Gabriel Weimann and Conrad Winn, The Theater of Terror , chap. 3 
Gabriel Weimann and Conrad Winn, Hate on Trial: the Zundel Affairs, the Media , and Public Opinion in 
Canada 
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Lawrence Rothenberg, Linking Citizens to Government: Interest Groups Politics at Common Cause  
(Cambridge U.P., 1992) 
Marion K. Pinsdorf, Communication When Your Company Is Under Siege, Surviving Public Crisis 
(Fordham University Press, New York, 1999) 
Joe Marconi, Crisis Marketing, When Bad Things Happen to Good Companies (Probus Publishing, 
Chicago, 1992) 
12. Foreign policy setting (Week of Nov. 26) 
Raymond Cohen, The Theatre of Power: the Art of Diplomatic Signalling (Longman, 1987) 
Simon Serfaty, ed., The Media and Foreign Policy, Part I on authoritative agenda setting and part II on 
subversive agenda-setting 
R. Harris, Gotcha...Falklands 
S. J. Taylor, Stalin's Apologist 
Joan Peters, From Time Immemorial (Chicago: JKAP Publications, 2000).  
Laurent Murawiec, Princes of Darkness: the Saudi Assault on the West  (Rowman and Littlefield, 2005) 
13. Retail press influence  (Week of Dec. 3) 
Chris Genasi, Winning Reputations: How to Be Your Own Spin Doctor (2002) 
Dennis Stauffer, Mediasmart: How to Handle a Reporter by a Reporter (1994) 
Michael Sitrick and Allan Mayer, Spin: How to Turn the Power of the Press to Your Advantage (2002) 
Carole Howard and Wilma Mathews, On Deadline: Managing Media Relations (1999). 

Academic Accommodations 
 
For Students with Disabilities: Students with disabilities requiring academic accommodations in 

this course are encouraged to contact the Paul Menton Centre (PMC) for Students with Disabilities (500 
University Centre) to complete the necessary forms. After registering with the PMC, make an 
appointment to meet with the instructor in order to discuss your needs at least two weeks before the 
first in-class test or CUTV midterm exam. This will allow for sufficient time to process your request. 
Please note the following deadlines for submitting completed forms to the PMC for formally scheduled 
exam accommodations: November 9th, 2007 for December examinations, and March 14th, 2008 for April 
examinations. 

 
For Religious Observance: Students requesting accommodation for religious observances should 

apply in writing to their instructor for alternate dates and/or means of satisfying academic requirements. 
Such requests should be made during the first two weeks of class, or as soon as possible after the need 
for accommodation is known to exist, but no later than two weeks before the compulsory academic event. 
Accommodation is to be worked out directly and on an individual basis between the student and the 
instructor(s) involved. Instructors will make accommodations in a way that avoids academic disadvantage 
to the student. Instructors and students may contact an Equity Services Advisor for assistance 
(www.carleton.ca/equity). 

 
For Pregnancy: Pregnant students requiring academic accommodations are encouraged to contact 

an Equity Advisor in Equity Services to complete a letter of accommodation. Then, make an appointment 
to discuss your needs with the instructor at least two weeks prior to the first academic event in which it is 
anticipated the accommodation will be required. 
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Plagiarism: The Undergraduate Calendar defines plagiarism as: "to use and pass off as one's own 
idea or product, work of another without expressly giving credit to another."  The Graduate Calendar 
states that plagiarism has occurred when a student either:  (a) directly copies another's work without 
acknowledgment; or (b) closely paraphrases the equivalent of a short paragraph or more without 
acknowledgment; or (c) borrows, without acknowledgment, any ideas in a clear and recognizable form in 
such a way as to present them as the student's own thought, where such ideas, if they were the student's 
own would contribute to the merit of his or her own work.  Instructors who suspect plagiarism are required 
to submit the paper and supporting documentation to the Departmental Chair who will refer the case to 
the Dean.   It is not permitted to hand in the same assignment to two or more courses. The Department's 
Style Guide is available at:  http://www.carleton.ca/polisci/undergrad/Essay%20Style%20Guide.html 

 
Oral Examination: At the discretion of the instructor, students may be required to pass a brief oral 

examination on research papers and essays. 
 
Submission and Return of Term Work: Papers must be handed directly to the instructor and will 

not be date-stamped in the departmental office. Late assignments may be submitted to the drop box in 
the corridor outside B640 Loeb. Assignments will be retrieved every business day at 4 p.m., stamped 
with that day's date, and then distributed to the instructor.  For essays not returned in class please attach 
a stamped, self-addressed envelope if you wish to have your assignment returned by mail.  Please 
note that assignments sent via fax or email will not be accepted. Final exams are intended solely for the 
purpose of evaluation and will not be returned. 

 
Approval of final grades: Standing in a course is determined by the course instructor subject to the 

approval of the Faculty Dean. This means that grades submitted by an instructor may be subject to 
revision. No grades are final until they have been approved by the Dean. 

 
Course Requirements: Students must fulfill all course requirements in order to achieve a passing 

grade.  Failure to hand in any assignment will result in a grade of F.  Failure to write the final exam will 
result in a grade of ABS. FND (Failure No Deferred) is assigned when a student's performance is so poor 
during the term that they cannot pass the course even with 100% on the final examination. In such cases, 
instructors may use this notation on the Final Grade Report to indicate that a student has already failed 
the course due to inadequate term work and should not be permitted access to a deferral of the 
examination. Deferred final exams are available ONLY if the student is in good standing in the course. 

 
Connect Email Accounts: The Department of Political Science strongly encourages students to 

sign up for a campus email account. Important course and University information will be distributed via 
the Connect email system. See http://connect.carleton.ca for instructions on how to set up your account. 
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