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DURATION OF COURSE: 30 HOURS

TIME: 3 HOURS IN A WEEK

Unit-F                                                                                                                                 6 HOURS
Introduction:  Selling  as  a  part  of marketing,  sales  management  process.  role  of
sales  nianagei-,  concept  of personal  selling,  sales  management  and  salesmanship,

process of personal selling, qualities of a Successful salesman.

Unit-EI                                                                                                                               6 HOURS
Goals in sales management:  Goal setting process in sales rnanagenient, analyzing
market demand and sales potential, techniques o±` sales forecasting, preparation of
sales  budget.  formulating  selling  strategies.  Designing  sales  territories  and  sales

quota.

UmfitutH HH                                                                                                                                                                  6 HOURS

Sales  force  management:  Organizing the  sales  force,  designmg the  sti.ucture  and
size o±` sales force. Recruitment and selection of sales force.leading and motivating
the  sales  force,  training and compensating the sales  force,  evaluating sales  force

performance.

Unit-HV                                                                                                                                   6 HOURS
Advertisement  Management:  Purpose  and  function  of  adverising.  Advertising

planning    and    decision    making:    Planning    framework,    communication    and
pet.suasion  process.   Social,   legal   and  regulatory  factors  in   advertising.   Group
influence  and  word  of 1.irouth  advertising:  Reference  gi-oup  influence  on  brand
choice, factors i]ifluenc`ing the degree o±` group influence.
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UNIT-V                                                                                                                        6 HOURS
Role of mediat selection of media f`or advertising, formulation of message, at of
copyw`riting.    Branding   and   packaging   strategies:    Brand   equity,   image   and

pet+sonality, packaging decisions, pei.ceptual mapping of customers, control aspects
of advertising, advertising budget.
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