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Course: Advertising and Sales Promotion (5435) 
Semester: Autumn, 2025

Level: AD
Credit Hours: 03
Please read the following instructions for writing your assignments. 
(SSC, HSSC & BA Programmes)
1. All questions are compulsory and carry equal marks but within a question the marks are distributed according to its requirements.

2. Read the question carefully and then answer it according to the requirements of the question.

3. Late submission of assignments will not be accepted.

4. Your own analysis and synthesis will be appreciated.

5. Avoid irrelevant discussion/information and reproducing from books, study guide or allied material.



Total Marks: 100
BA Pass Marks: 40


AD Pass Marks: 50
ASSIGNMENT No. 1

Q. 1
Distinguish between advertising and sales promotion and provide examples of situations where each would be more effective in driving consumer behaviour.
(20)

Q. 2
How has the rise of digital media transformed traditional advertising strategies?
(20)
Q. 3 
What are the advantages and disadvantages of using discounts, coupons, or "buy-one-get-one" (BOGO) offers as sales promotion tools? Use real-world examples to support your answer.
(20)

Q. 4
Discuss challenges and opportunities for brands in leveraging platforms like social media or influencer marketing.
(20)
Q. 5
Discuss ethical concerns in advertising and sales promotion, such as targeting vulnerable demographics (e.g., children) or using deceptive tactics. How can businesses balance profitability with social responsibility?
(20)

Total Marks: 100
BA Pass Marks: 40


AD Pass Marks: 50
ASSIGNMENT No. 2
Q. 1
Critically evaluate the role of integrated marketing communications (IMC) in aligning advertising and sales promotion strategies within an omnichannel environment.
(20)
Q. 2
Analyze the ethical and psychological implications of using behavioural economics principles (e.g., scarcity, social proof, anchoring) in sales promotions.
(20)
Q. 3
How can programmatic advertising and AI-driven personalization enhance sales promotion targeting?
(20)
Q. 4
Debate the effectiveness of global advertising campaigns versus localized sales promotions for multinational brands. Use case studies (e.g., Coca-Cola, McDonald’s) to highlight how cultural nuances impact promotional strategies.
(20)
Q. 5
Assess the long-term impact of "greenwashing" in sustainability-themed advertising and sales promotions.
(20)
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