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Total Marks: 100
Pass Marks: 50
ASSIGNMENT No. 1
(Units: 1–5)
Q. 1
Define Social Marketing and explain how it differs from commercial sector marketing, nonprofit marketing, and public sector marketing. Discuss the role of social marketers in addressing pressing social issues in Pakistan.
(20)
Q. 2
Explain the strategic marketing planning process in social marketing. Why is a systematic and sequential approach essential for effective planning? Illustrate with relevant examples from the Pakistani context.
(20)
Q. 3
Discuss the key principles for success in social marketing. How can social marketers effectively analyze the social marketing environment to design impactful campaigns?
(20)
Q. 4
What are the major research needs and options available to social marketers? Describe the steps involved in developing a research plan and its significance in the marketing planning process.
(20)
Q. 5
Discuss the process of selecting target audiences in social marketing. What variables are used to segment markets, and how should marketers evaluate and choose the most appropriate segments for their campaigns?
(20)
Total Marks: 100
Pass Marks: 50

ASSIGNMENT No. 2
This assignment is a research-oriented activity. You are required to obtain information from a business/commercial organization and prepare a report of about 1000 words on the topic allotted to you to be submitted to your teacher for evaluation.

You are required to select one of the following topics according to the last digit of your roll number. For example, if your roll number is P-3427180, then you will select topic # 0 (the last digit):.
Topics:
1. Social Marketing Vs Commercial Sector Marketing
2. Strategic Marketing Planning
3. Analyzing the Social Marketing Environment
4. Research Plan
5. Market Segmentation
6. Social Marketing Strategies
7. Branding
8. Social Marketing Products
9. Social Marketing Objectives & Goals
10. Social Marketing and Social Issues
GUIDELINES FOR ASSIGNMENT # 2:

· 1.5 line spacing

· Use headers and subheads throughout all sections

· Organization of ideas

· Writing skills (spelling, grammar, punctuation)

· Professionalism (readability and general appearance)

· Do more than repeat the text

· Express a point of view and defend it.

The report should follow the following format:

1) Title page

2) Acknowledgments

3) An abstract (one-page summary of the paper)

4) Table of contents

5) Introduction to the topic (brief history & significance of the topic assigned)

6) Practical study of the organization (for the topic)

7) Data collection methods

8) SWOT analysis (strengths, weaknesses, opportunities & threats) relevant to the topic assigned

9) Conclusion (one-page brief covering important aspects of your report)

10) Recommendations (specific recommendations relevant to the topic assigned)

11) References (as per APA format)

12) Annexes (if any)

SOCIAL MARKETING (5012)
COURSE OUTLINE

Unit 1:
Understanding Social Marketing
· Defining Social Marketing
· Where did the Concept Originate?
· How does Social Marketing Differ from Commercial Sector Marketing?
· How is it different from Nonprofit marketing, Public Sector marketing, and Cause Promotions?

· Who does Social Marketing?
· What Social Issues Can Benefit from Social Marketing?
· What are other Ways to Impact Social Issues?
· What is the Social Marketer’s Role in Influencing Upstream Factors?
Unit 2:
Strategic Marketing Planning Process
· Steps in the Strategic Marketing Planning Process
· Marketing Planning: Process and Influences
· Steps to Develop A Social Marketing Plan
· Why is a Systematic, Sequential Planning Process Important?
· Where does Marketing Research Fit in the Planning Process?
· Marketing Dialogue
Unit 3:
Success Marketing
· Discovering Keys to :Successful Marketing
· Principles for Success
· Analyzing the Social Marketing Environment
Unit 4:
Research Needs and Options
· Determining Research Needs and Options
· Major Research Terminology
· When Research is used in the Planning Process
· Steps in Developing a Research Plan
Unit 5:
Establishing Target Audiences, Objectives, and Goals
· Mapping the Internal and External Environments
· Selecting Target Markets
· Steps Involved in Selecting Target Markets
· Variables Used to Segment Markets
· Criteria for Evaluating Segments
· How Target Markets are Selected
· What Approach should be Chosen
Unit 6:
Setting Objectives and Goals
· Setting Objectives and Goals
· The Nature of Social Marketing Goals
· Campaign Evaluation Research
· Behavior Risk Factor Surveillance System (BRFSS)
Unit 7:
Understanding of the Target Market and the Competition
· Deepening your Understanding of the Target Market and the Competition
· Identify Target Market Barriers, Benefits, and Competition
· What more do you need to know about the Target Market?
· How do you learn more from and about the Target Market?
· How will this help develop your Strategy?
· Potential Revision of Target Markets
Unit 8:
Developing Social Marketing Strategies
· Creating a Desired Positioning
· Positioning Defined
· Developing a Positioning Statement for Social Marketing Products
· Behavior-Focused Positioning
· Barriers-Focused Positioning
· Benefit-Focused Positioning
· Competition-Focused Positioning
· Repositioning-Focused
· How Positioning Relates to Branding
Unit 9:
Creating Product Platform
· Product: Creating a Product Platform
· Developing the Social Marketing
· Product Platform
· Branding Research
· Determining Monetary & Nonmonetary Incentives
Text Books and Readings:
1. Social Marketing Influencing Behaviors for Good, Philip Kotler (Author), Nancy R. Lee (Author), latest edition.
2. Social Media Marketing: A Strategic Approach by Melissa Barker, Donald I. Barker, Publisher: Cengage Learning, latest edition
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