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Session 2014—15

Class/ @& : B.Com
Semester/IHC : /92149
Subject/ fawa ; Advertising, Sales &
Sales Managment
Title of Subject Group i Advertisement
Max. Marks 3iferdmad 3ih 2 85+15 CCE
Particulars/faazor
Unit 1 Meaning, Definition and Concept of Advertisement. Importance of advertising in

Modern Marketing, Role of advertising in the national economy. Objectives and
functions of advertising.

Unit 11 Means and types of advertising — Commercial and non-Commercial advertising,
Primary demand and selective demand advertising. Process of scientific advertising.

Unit IIT Classified and display advertising. Internet advertising. Setting of advertising objectives.
Setting of advertising budget. Factors affecting advertising expenditure in a company.

Unit 1V Advertising copy — Meaning, Definition and Elements, Structure of an advertising copy,
Essential of an Effective advertising copy, Elements of Print advertisement (outline),
Elements of Board cost copy, Copy for direct mail.

Unit V Headlines, lllustration,. Body-copy, Slogan, Logo, Colours and Presentation, Trade

marks and Brand Names, Effective advertisement test, Advertising Appeal, Consumer
Orientation in Advertising.
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Session 2014—15

Class/ el ; B.Com
Semester/THRER : [1/fg<ma
Subject/ faw : Advertising, Sales &
Sales Management
Title of Subject Group : Marketing
Communication
Max. Marks siferecH 3id : 85+15 CCE
Particulars/fdazor
Unit [ Communication — Meaning, Nature and Importance Communication Process and Bl
Elements of Communication Process. Barriers in Communication..
Unit 11 Application of the Communication Process in Marketing, Strategies and elements of
effectives marketing communication. Feedback, Communication Models.
Unit 111 Marketing Communication mix concept, Factors affecting the promotion or
Communication Mix, Communication Mix Determination Process..
Unit IV Personal Selling — Meaning, Importance and types Selling Process. Sales Talk Meaning,
Techniques. Sales Promotion- Meaning and definition, objects, Importance, Types and
Methods. Public Relation- Meaning Objects and Importance.
Unit V Setting up of Target, Policies, Strategies, Integrated Communication in Marketing,
Recent Trends in Marketing.
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Session 2016—17

Class/ @&l ; B.Com

Semester/IHRR : IGRIR

Subject/ fawz : Advertisement, Sales
” And Management

Title of Subject Group ; Advertisement fasia=

fow w9 @1 e

Max. Marks if&i&dq 315 : g5+15CCE

Particulars/faor
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Advertising media types of Media : Print media ( News paper and magazines, Pamphlets,
Posters and Broachers) Electronic Media ( Radio, Television, Audio Visuals, Cassettes)
other Media ( Direct Mail, Outdoor Media). Their characteristics merit and limitations.
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Media scene in india, Problems of reaching rural audience and markets. Exhibitions,
Mela, Press conference, Media Planning, Selection of Media category, Reach, Frequency
impact, Cast and other factors influencing the choice of media.
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Media Scheduling, Roung-up of previous lectures, Evaluation of ad effectiveness,
importance and difficulties, methods of measuring effectiveness, Pre-testing, Post-testing,
Communication effect, Sales effect.
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Regulation of advertising in India, Misleadinig and deceptive advertising, False claims,
Advertising Agencies, Their role and importance in advertising and false claim.
| P Qo (e A i UF e, wied e, @1, Tl @l Ta, Qo BATeE Ud e,
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Advertising agencies, Role and importance in Advertising, organization patterns,
Function, Selection of Agency, Agency commission and fees, Advertising Departments,
Functions and organization.
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Class/ e : B.Com

Semester/HHRR : [Vergel

Subject/ fagy ; fasm=, 9wy vd Aoy yee

Title of Subject Group : Personal Selling and
selesmanship
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Nature and importance of personal selling. Door to Door selling situation where personal
selling in more effective. Cast of Advertising vs Cost of Personal selling AIDA Model of
Selling. Types of Seles person.

FHIE—2

B @ 9gLTd, 9OTR © YOR, SyNidl Ug e o 9@l f[avmarnd i Qe $ @ ol
TN | ST B USR

Buting motives. Types of markets. Consumer and industrial markets, There
Characteristics and implication for the selling function. Types of consumer.
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Process of effective selling, Prospecting, Pre Approach, Presentation and demonstration,
Handling and Objection, Closing the sale, Post sale activities.
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Qualities of the successful sales person with particular reference to consumer services.
Selling as a carcer, Advantages and difficulties, Measure for making selling and attractive
career, Distribution, Network Relationship.
TPl —5 | ARHT Td e, [P A, doen, JISY g, av A, ¥ e, <ol s Piafsa
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Reports and Documents, Sale Manual, Catalogue, Order Book, Cash Memo, Tour Diary,
Daily and Periodical Reports, Other problems in selling.
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Class/ et : B.Com

Semester/IHEN : V/ag|

Subject/ fauyg : fasmua,fawy e faeg ude

Title of Subject Group : Management of the sales

force
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Particulars/fdaxo
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Importance of the sales force and its Management, functions of Sales Manager.
Recruitment and selection, Training and Direction, Motivation and compensation,
Appraisal of Performance.

ThTS—2 | 9P Al 1 SE, P nT @ i, Aiierd STTE SR, JIE S
Salesforce size, Organisation of the sales Department, Geographic product wise, Market
base.

g—cﬁre\f 3 | R P @ areR e, @@ qaigae, e g @
Sales Planning, Central Market analysis, sales forecasting, Methods of forecasting sales.
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Sales Budget : Importance, process of sales budget, uses of sales budget. Sales Budget,
Sales Territory : Considerations in allocation of sales territory.
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Sales quota : Objectives, Principles of sales quota, Administration of sales quota, 1ses of
sales quota.

Sales and Cost analysis : Uses and Methods.

Suggested Reading

1. Philip Kotler : Marketing Management ( Prentice Hall of [ndia)
2. Stanten & Buskirk : Marketing Management 7 th ed.
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Class/ @en : B.Com

Semester/¥HeEx : VI/awsH

Subject/ fawy ; fasmoe fawg vq fdey yae

Title of Subject GI‘OUp A Sales Promotion and Public
Relatinos
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Nature and importance of sales promotion. Its role in marketing. Forms of sales
promotion,trade oriented sales promotion and sales force ariented sales promotion.
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Major tools of sales promotion, Samples, point of purchase displays, Demonstration,
Exhibitions, Fashion shows sales contests, Games of change and skill, Lotteries, Gift
offers, Premium and free goods, Prince packs, Rabate, Patronage rewards.
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Conventions, Conference and trade shows, specialties and novelties, developing and sales
promotion programmers, pretesting implementation, evaluating the results and making
necessary modifications.
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Public Relations : Meanings, features, growing importance role in marketing, similarity

between. Publicity and PR. Major tools of PR; News, Speeches, special events, handouts
and leaflets, audio-visual, public service activities, miscellaneous tools.

TPIS —5

! gaeid a1 STHEYS @ ifdes Ud e ued, |
Ethical and local aspects of sales promotion and public relations.

Suggested Reading

1. Stanton & Fitrell : Fundamentals of Marketing 7 th Edition
2. Philip Kotler } Marketing Management 7 th Ed.
3. ISK Patel : Salesmanship and Publicity.
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