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Please read the following instructions for writing your assignments. (AD, BS, BEd, MA/MSc, MEd) (ODL Mode)

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

4. Handwritten scanned assignments are not acceptable. 

5. Upload your typed (in Word or PDF format) assignments on or before the due date.

6. Your own analysis and synthesis will be appreciated.

7. Late assignments can’t be uploaded to the LMS. 
8. The students who attempt their assignments in Urdu/Arabic may upload a scanned copy of their handwritten assignments (in PDF format) on the University LMS. The size of the file should not exceed 5 MB.

Note 1:
Use your own words while working on your assignment. In case of quoting any fact or statement from any source, always remember to provide a full reference of the source according to “APA 6th ed. available at: https://ijolis.aiou.edu.pk/? page_ id=251
Note 2:
Students are expected to use multiple sources in solving this assignment. All questions carry equal marks.
Note 3:
Study guide of this course and links to free resources to solve this assignment are available at the LIS Department website: https://lis.aiou.edu.pk/
Total Marks: 100
 Pass Marks: 50
Assignment No. 1
(Units 1-5)
Q.1
How can marketing principles help librarians improve service quality and respond effectively to changing user expectations?

 

(20)





Q.2
A university library is revising its mission statement. What elements should it include, and how can the mission guide corporate and marketing planning?

(20)


      

Q.3
How can PEST analysis, portfolio management, and product life-cycle analysis help librarians decide which services to expand, reposition, maintain, or discontinue?

 (20)                                                                                                                                                               
Q.4 
A public library plans to extend its opening hours and introduce mobile services. How should it consider user convenience, location, atmosphere, cost, and communication when designing its marketing mix?



  (20)           



 
Q5. 
Design a public relations campaign based on the AIDA model for a library open day or exhibition. How would you select promotional channels, obtain support, and evaluate audience response? 
  (20)
Total Marks: 100
 Pass Marks: 50
Assignment No. 2
(Units 6–9)
Q1.
Compare the five types of market segmentation-geographic, demographic, geodemographic, lifestyle, and psychographic. Which combination of these segmentation approaches would be most appropriate for an academic library? 
(20)
Q2. 
How can human needs, user-adoption stages, product differentiation, and cultural considerations be used to develop effective marketing messages for different library user groups?
(20)
Q3. 
How can a library market its website as a service by integrating metadata, e-place, e-promotion, customer relationship management, and permission-based marketing?
(20)
Q4. 
A library has observed declining use of its electronic resources. Design a market-research study using appropriate methods and explain how the reliability of the collected data can be ensured.
(20)
Q5. 
Develop an outline marketing plan for launching a digital reference service, covering target audience, objectives, environmental analysis, segmentation, strategies, marketing mix, timetable, budget, and evaluation.
    (20)                                                                                                       
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