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WARNING

1. PLAGIARISM OR HIRING OF GHOST WRITER(S) FOR SOLVING THE ASSIGNMENT(S) WILL DEBAR THE STUDENT FROM AWARD OF DEGREE/CERTIFICATE, IF FOUND AT ANY STAGE.

2. SUBMITTING ASSIGNMENTS BORROWED OR STOLEN FROM OTHER(S) AS ONE’S OWN WILL BE PENALIZED AS DEFINED IN “AIOU PLAGIARISM POLICY”.

ASSIGNMENT No. 1
(Units: 1–4)
Course: Advertising and sales promotion (439)
  Semester: Spring, 2012
Level: BA
Total Marks: 100


Pass Marks: 40
Note:
Attempt all questions.

Q. 1
What is meant by advertising? Analyze the important characteristics of mass media advertising.
(20)
Q. 2
Define sales promotion. Also differentiate between mass media advertising and sales promotion techniques with reference to Pakistan.
(20)
Q. 3
Describe the reasons for effectiveness of different marketing situations.
(20)
Q. 4 Explain how product literature and direct mail, differ in purpose and native from other promotional methods.
     
                     
              
      (20)
Q. 5
Analyze the different roles and functions of sales promotions in Pakistan and abroad.

(20)
ASSIGNMENT No. 2

(Units: 5–9) 
Total Marks: 100

Pass Marks: 40
Note:
Attempt all questions.

Q. 1
(a) Highlight the changing role of personal selling in developed countries.
 (10+10)

(b) Explain the effectiveness of television and radio as a mass media.
Q. 2
Show the difference between the five most significant kinds of personal selling activities in Pakistan. 
       (20)
Q. 3
Differentiate the promotional objectives for competitive, attack defensive and long term market share strategies employed for existing products.
(20)
Q. 4
Explain the use of advertising agencies in Pakistan. 
(20)
Q. 5
Discuss the functions performed by advertising agencies in implementation of promotional campaigns.
(20)
=======
2

