s hreisies
effectiveness, The mai
promotion is to Obtain spot

o Influencing Choice of  new products, to make immed
Factors Influencing overdue stocks, and 10 meet ¢y

o SREREY 2 promotion also ENCOUrages consy,; mr.:umﬂ m
_'ul'l'mdl_ﬂ- fICQnSIRKT | & another brand. Distribution of chemes ca
el B Ied ﬂ‘nf newspapers, radio coupons, free gifts, exchange off 5. Best
fa;r-‘ tising. Therelore, : P : contests, etc., are examples ﬁfaﬂﬁ' efforts are
4 TV are most useful media. On the other ; : otion
and L'V : - : : techniques. The main weaknes Qs
hand, industrial products like machines are oromotion is that its ilee ess of g personal €
e R T - T .‘i] . ﬂ.l.ﬁ ! ts 1E ,
:ﬁwaﬂm in trade and technical journ incentive is offered. “i?‘ . Hm:d
: ?"‘mﬂ’]‘ Sales promotion refers to all those g4, mcr
g e and Sl oF o h}:ﬂ'ﬁal other than advertising and personal .-:1.-1.I. that “‘:;:IET:
and small markets can be covered thrﬂug S+ stimulate consumer purchasing and desle P
outdoor media and regional newspapers.  offectiveness. It includes activities ik E b
N radio and TV are preferable when  4.oidbnti f fres e i
Ewspapets, i i istribution of free samples, premium or bonys i
the is large and geographically 5*.‘3“‘ red.  offers, t"lrte ‘coupons, prize f |
Type of Message : Short advertisements demonstrations, incentives to dealers and sales |
can be given on radio, TV and films. But lengthy  force for m.'hliex-mg a specified sales target, etc.
advertisements are better given in newspapers  These activities are essentially temporary, non-
and direet mail. routine and non-recurring in nature, They &)

supplement advertising and personal selling The
basic purpose of sales promotion 1§ to stimulaie
on-the-spot  buying through short-term

Coverage of Media : When the message 1s
to cover a large number of people, newspapers,
radio and TV are suitable. Magazines, direct mail

and outdoor media have a limited coverage incentives. Another objective of sales promotion _
' e sing and persondl e
is to supplement advertising ai

5/ Cost of Media : Radio, TV ' are ; :

'ﬁf{ﬂr B it aail ‘ne and films '"5 selline. According to the American .

' " wspa 8 § T S . ' _
papers an Acsociation. “Sales prnlnmmn. In @ SpeE

utdoor media. b In
a ce sales activities U

sense. refers Lo tho
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«cash memo or wrapper of the product. For

example, a pager may be given frec on the

purchase of a large-sized refrigerator.

Similarly, a dry cleaner may offer pay for two
shirts and get three shirts dry cleaned.

‘ 5. Price-off Offers : It means offering the

: product at below the normal price. For example,

business firms may give 20 per cent off on refri-

gerators, coolers, fans, etc., during the offseason,_—

6. Prize Contests #Contests may be held for

customers, salesmen and dealers. Customers are

required to write a slogan or complete a

sentence about the utility of the product. It

provides new ideas for advertising the product.

Contests for salesmen and dealers are also held

10 encourage them to increase the sales of the

product. Attractive prizes are given to the best

entries. Prize contests may be held through

radio, newspapers and magazines, or even

through pamphlets distributed to dealers. All

entries in the contest are Judged by a panel of

judges who will select the best entries.

7. Demonstrations at Fairs

Exhibitions : Fairs and exhibitions are orga
to display and popularise products of the
For example, producers of readymade
organise fashion shows to explain
features and usefulness of their
such occasions the firm distributes
to introduce itself and its products,
household appliances, soff drinks
elC., stage demonstrations of their
fairs and exhibitions,

and
nised
firm,
garments
the special
garments. On
free literature
Producers of
v COSmelics,
products at

sewing machines, elc.

e s _?E—h":#ha—-“ Lk . AR

The main differences betwee
and sales pmmﬂunn are as un _
L. Nature : Advertising has 5
perspective whereas sales m he
term perspective of boosting immegig
2. Purpose : The I'tmi'n._':'
advertising is to build image of the g
and his product. On the other hang
purpose of sales promotion is JF' '
immediate sales, )

3. Regularity : Advertising is a reg
and routine technigue but sales Drom
non-recurring and not in the 1'

4. Orientation : Advertising is NSl
oriented whereas sales promotion is prad
oriented, -

il "

LiH,
U o
. i

5. Focus : Advertising moves
towards the pfljdllﬂ while sales ¢ +!n1|l£:r:.-.-'
the product towards the buyer.

3.11. DEFINITION AND MERITS OF
BRAND AND BRANDING |
Brand means any identification
ds (rade name, mark, symbol, picture,
colour, etc.) used to identify the p “""?__:_.:
seller and to differentiate it from the p '“'"_f'_:_'_
competitors. A registered brand is W
‘trademark’. Dalda ghee, Colgate g
Lux soap, Titan watches, are exampis
brands, ¢ assiglit
Branding is the process of assISlEEy
distinctive natgne to the product by
be known and remembered. It is the pros==

S

letter:!
(b) sy
only b
a legi
registi
Act,
legal
prope
cause
SYnot
prodi
refer
E
e’
bran
unde
fans.
bray



1 -.ﬁ“::-. ' = : S _;..._ g ..r 5
g It serves as a bridge betw h”’g—lr i
.-: er Mm Atﬂt'p e L e m
; : tance : Sale
< faster than any other techni Faon
s sales. que of
" ¢ Effective Control : M
il X - Management can
_mm effective check on the results achieved
through sales promotion schemes. The
urred in and the be oz N B
incurred M nefits derived from these
schemes caﬂfnt;eﬁanalysm:_,

5, Best E\:F Products : Sales promotion
efforts are best suited for new products. Sales

on provides access to a large market and

pﬂﬁnnal contacts with customers and dealers,

Need for sales promotion activities has
increased due 10O growing competition,

-eoration of brands, trade pressures, and the

need for quick returns
promotion schemes suffer from the following
drawbacks.

#r The incentives offered through sales
promotion schemes are artificial and not
real. The manufacturer = likely to

these incentives DY

However., sales

recover the cosl oi
raising the price Ol

producls.

wﬁ'ﬂalea promotion gchemes are offered
only during particulal Seasons.
Therefore, they produce short-term

results. As soon ds the incentives arc

withdrawn, the demand also falls.

ef There 1s a feeling thatl sales promouon
schemes are mainly intended to sell @
substandard product.

In spite of this criticism, promotion

gales

issued at 2.5

per cent of the value of goods sold.

customer 3 T
purchases. Once he has collected stamps of a
ade . .
quate amount, he obtains a product in
l.'l: .
exchange of his stamps from the stamp
redemption centres,/The customer can choose
the premium article from the catalogue available
at the stamps redemption centre, This technique
induces ﬁ_u: customers to buy products from
those retailers who offer such stamps.
..fS'fJCuupuns . Coupon is a certificate that
entitles its holder to a specified saving on the
purchase ol a specified product. For example,
subscription CoOUpons of Reader’s Digest enfitle
the readers to save money. A firm may distribute
coupons through mail, newspapers, MAZAZINES
or retailers,/1he holders of coupons can go 1o
the retailers and buy the product at a discount.
The firm reimburses the retailers for the value of
coupons redeemed and also pays SOME amount
o cover handling COStS. Some retailers do not
like this method because it creates financial and
gecounting pm‘hlr:m-‘- for them. -
4. Premium or Bonus Offer : It implies an
ol : . 5
offer of a certain quantity ol '.ht':l['-rmdrru. frﬂE ol
cost, on the purchase ol .
the product. It also refers 1o @ free gift on the 1 B
purchase Of specified productsy~ . :
he of three Lypes -

A prermum offer can
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To be sound enough to provide these
benefits, the brand name should be selected with
utmost care, Following are the essentials of a

good brand :
(@) The brand name should be brief and
simple.
(b) It should be easy to pronounce, spell
and remember.
(¢) It should be attractive and appealing to
the eyes.
(d) It should be suggestive of the utility of
the product.
(e) _It shﬂutd be distinctive and difficult to
Imilate.

() It should remain constant for 2
re,a}sunahk: period of time in order to
gain popularity.

(g) It should be capable of registration and
legal protection,

HLL to niarr;r brands
Jlﬂﬂﬂpnrnn

Knorr and

of time, thereby
single food brand
for its staples product but ses
little favour with HI?: iﬁi;'
Company watchers s
of the Unilever strategy of jne
brands. As a staples brar 11 '
slow mover. Knorr has a better he
the culinary products market, esy
SOUpS category. T
The Kissan brand was earli
identify Annapurna as a Lever
later taken off after the manage
the Annapurna had acquired a bran
its own. In November ‘01, the c¢
off Kissan and Annapurna. ‘:

Source : The Economic Times,.

3.12, HOW TO BRING ABOUT B
H // PROMOTION i

iy

Brand promotion means W&
reminding and persuading present |
customers to purchase a particiartEss
primarily the responsibility of
manufacturer though wholesalers: g
may also undertake brand P m-l";—_-.

The main purpose of brand PREES

AT Y

build a market for the product#ieg

competition. Through regular ad

T 7 .
L

a brand a business concern .

televis
Organis
a way
enhanc
showrt
press

the m:

P
credil
Oorgani
a5 2c
public

Top

[
uneny
kind
the r
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TR N, --,-. et ol ) _Ong-term perspec %ﬂ
-Tﬂ m 1 acdiat e o == st il P _-i----_-'ri‘."..-.'._‘_u_ d
product, ¢ ol :

= .I* Free E'amplgs coupon
el ) r pons, contests,
—— i . displays, exhibitions, etc.

postexs, s éndother matiak I

- | Limited period, non-recurring.

Rﬂmﬂﬂﬂ.ﬂdm& A 1

- | selling; pushes product towards buyers.

lll,15{511_1';,-jl:m":icl'n.'u:'t is branded. It is a general term
ﬁw]ngﬂaﬁnus activities such as giving a brand
e to a product, designing a brand mark and
opularising it. A brand is a name, term, symbol
or design ar @ combination thereof used to
dentify the goods or services of a seller and to
differentiate them from those of competitors. A
brand name consists of (@) words, numbers or
ltters which can be pronounced, and
(b) symbols, designs, marks, etc., which can
only be seen but not pronounced. A trademark is
a legal term and refers to the brand which 15
registered under the Trade and Mercantile Marks
Act, 1958. After registration, @ brand enjoys
legal protection and becomes the exclusive
property of the owner. Sometimes, repeated use
causes a brand name to become 4 generic Lerm.
synonymous with all types of brands of the
product, For example, Dalda 15 often used 10
tefer to all types of vanaspari.

Brands may be producers’ brand or middle-
men's brand, multiple or single brand. A family
brand means selling a number Of allied products
under the same name, e.g., Usha machines an
fans, Business firms generally use three types of

(@) symbols and marks like Rath "-'HH'.]S[IHI_IL
Ship brand match-box, Fountain bidis,
etc.,

(b)

(c)

attracts customers towards the produet, ;/, |

special names like Pears soap, India |
Kings cigarettes, Mohan ghee, eic,,
name of the producer such as Godrej
refrigerator, Escorts tractor, Modi
carpets, etc.

Branding has the following advantages :

(a)

(b)

()

()

Branding helps consumers 10 identify
and recognise the product. It simplifies,
therefore, purchase and sale and
reduces the time and effort involved
therein.

Branding is @ means of differentiating

the product from the competitors’
products. A producer can create @
marked preference for his product
(brand loyalty) by constantly repeating
the brand name to the public.
Branding is the basis of advertising and
other techniques of mass selling.
Gradually, the brand itself becomes its
own advertisement. Dalda, Coca-Cola
and Lux have become household names
hecause of brand advertising.
Branding helps 1o minimise selling
costs by reducing dependence on
middlemen. Dealers are ready to 2
branded products at lower margins.

e
[
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ion between Advertising and Personal Selling
) the Personal Selling Process

es of a Good Salesman | < standa

]' )
" between Sales and Selling Process K 3.
: - sample
Sales refer to the exchange of goods and  of it. Selling requires persuasion b
services for money. It is a process whereby the identifying customers, creating i
seller transfers ownership in goods or services  persuading them to buy and. teas Basd
for a price. | ownership for a price. 3 1l
Selling is the hallmark of business and no Selling may be ”,_r
revenue comes unless sale is made. But  jindustrial selling. | -
marketing is much more than selling. One of the  selling goods or services to the i (s
essential techniques of selling is salesmanship or  Industrial selling means selling o firts whe
personal selling. Several steps are involved in  for industrial use. e
the process of personal selling. In order to be a . —
good salesman, a person needs several qualities. The main features of selling are as folg 3.
m;-HEAHIHG OF SALES (a) Selling involves ‘-‘
ﬂA S - convincing people to buy.

::f::ur.dmg to the American Marketing necessary for creating demand 1
Association, “selling is the personal or , . ==
impersonal process of assisting and/or persuading (h) Selling also involyes | -
a prospective customer to buy a commodity or confidence of buyers 1
service and to act favourably upon an idea that mlurmaupn about the WIS __;
has commercial significance to the seller.™ and servicth . B

Selling comprises all those persondl and (c) Selling converts goods —
impersonal activities involved in findine. cash. However, it alse ; L__!
securing and developing a demand for a g'n-n;n the needs of customers: S

product or service, and in consummating the sale Process.




seularly given to make a particular brand well-
! ‘ | mmg consumers. It is due to repeated
i) isements that Lux soap, Colgate
(oothpaste, Titan watch, Maruti car and other
prands have become popular in the market.

t \/{Quaﬁty Control : Brands become
tqmla! and continue to enjoy the confidence of
| ]:,qru‘s only when the quality of the brand i5
~ Publicity : Publicity
commercially significant news which has no
ar, is non-personal and 1s not paid for by
the individual or organisation involved in it,
Mass media such as NEWspapers. radio and
television give news and Views about an
organisation and its products or services in such
a way that the image of the organisation 18
enhanced, News releases (€.g.. opening of a new
showroom), feature articles, letters to the editor,
press conference and audio-visual material are

the main techniques of publicity.

means any

Publicity is an inexpensive, timely and

credible method of promotion. But the
organisation has no control over publicity. Just
bad

8 good publicity can enhance IMAge,
publicity can spoil the image of an nrgm1i.~mli::11..
Top 10 brands hold their turf n
Deflation, corporate impropriety, FISInE
Unemployment, war... the past yeat hasn’t been
kind to many brands globally. It was a time for
the real men to stand up and show their mettle.

T

J'ﬂ r Inst yoar's m
B v e R S ey e L)
ET brings you, for the se
running, exclusively in India, the 2

Brands survey, a definitive ranking of the
world’s 100 best brands. Like 2002, Coca-Cala
leads the charge during 2003 as well, with
Microsoft and IBM retaining their second and
third ranks, respectively. In fact, it's an all
American occupation of the Top Five ranks.
What is significant is that even though the
Top Ten clung on to their ranks, the aggregate
brand value of these Top Ten brands dropped
to $386.5 billion, down marginally from last
year's $387.6 billion. However, at £973 billion,
the aggregate value of the top 100 brands is 2%
higher than in 2002. Even when their value
fell, the Top Ten accounted for nearly 35% of
the overall value.

Brandwidth
| Rank |
03 02 | Brand Value
L ait'd 1| Coca Cola 705|
2 | 2 I| Microsoft | 652 ||
3| 3| IBM [ si8]

8|  McDonRS e
- Marlboro 222
___'H___‘“ _Eii]~ s | 204
10| 10 Mercedes
e Total 386.6
o 003
Source : The Economic Times, July E’S: 2 :




in order [0 B e of the product
%w er, But marketing continues even

after sale so as to provide after-sale service.

Thus, marketjp,
embracing Eﬂll._tﬁé_-l s

promotional activijeg,

! smrﬁng FDEﬂE Mﬂﬂ.‘l‘lﬁ Gm]s e —
Point 1_
Selling ~ Products Selling and
tion
concept Promo
Marketing | Target Customer Integrated ; _,_,il_,;_-_-;._._ |
concept ‘market needs marketing stomer §
Selling vs. Marketing

‘4.3 MEANING OF PERSONAL SELLING

Personal selling or salesmanship is the
process of assisting and persuading a
prospective buyer to buy a product or ser
 face-to-face situation. It is the act of
people to purchase goods and SErvi
will provide them lasting satisfaction.
winning the buyer’s confidence and
regular and Permanent customer,

“Salesmansh;
seller ascertains

vice in
persuading
ces which
It involves
Creating a

P is the process whereby the
and activates (he needs or
nd satisfies the needs
tinuous advantage of hoth
seller.”

— Pederson angd Wright
COnsists of winning the
for seller’s goods and

to mutual cop
the buyer and the

"Salﬂsmanslﬁp
buyer’s confj dence

thereby winning & “*
customer."
“Salesmanship is the ; |
an offer that the prospect 4
for it and that a mutus ly sat
follows.” hlip

—

=T i
] A
CE LS
it

 “Salesmanshipil
and persuading a pros e _
product in a face-to-face S
— American MAarseus
These definitions _rl:’*"-".l"'
features of personal selling. o
1. Personal : Personal
direct, personal or
the seller or his reprﬁ-- -
2. Selective : It 1n¥e 1:-:-.
limited number of selected P

fit the nee
individual ey
and objectio
spot.

7. Muty
Iwo way pmn
the buyer
leads o hig
seller.

4.4. IMPQ
SELL

Personal
ing ways :

1. Unt
Personal se




gandardised goods.

3, Sale by Sample
sample or specimen of the product is checked.

T EIIT Wiflﬂn thg.

. mg n:u:thnd Elf selling,
by Descripton @mdﬂ/my be sold

--'..:4' Eh description in catalogues, circular
« Jetters, etc. Description gives size, Shap:-
»gﬁigﬂ contents, etc. of goods. Sale h;:r
- jon saves time and widens the marke

"Bﬂl this method is possible only in case o

n 'by;mpw

:LUnder this method, a  ownership

Marketing is a wider term and includes selling.
Mn.ukttmg consists of interacting business
m:.‘twitim performed to plan, price, persuade and
distribute want satisfying goods and services 1o
present and potential customers. Selling involves
obtaining orders from customers and transferring

to them. Selling is one of the functions

of marketing.

The main points of difference between marketing and selling are given below :\.:3‘5::-"_

asis of Distinction

Marketing

Selling 1

Total system consisting of planning,
pricing, promoting and distributing
products.

A part of marketing involving
persuasion and  directing flow of
products to customers.

Begins much before goods are pro-
dtILEd to understand the needs and

pra..jeru_m a5 Of consumers.

Begins after the goods are produced.

3. End

I -
reactions of CcONSUMmeErs.

Continues even after sale so as 10

provide a fter-sale service and to judge

Comes to an end with the delivery of
goods (o customers.

4, Orientation

Customer-oriented, the aim being (o

satisly Lht. muh of hu}fe

'S,

5, Focus

On long-term gr owth and profitabihty

of |'!Ill‘~|1:'|EH*-.

Product-oriented, the aim being 10
:aulist'y the needs of the seller.

ﬂn short-term maximisation of

profits.

Persuasion and promotion.

[Ilngl'ﬂlEd appre u.uh

vh Ll.l‘\[i‘lﬂlLT gatisfaction.

Profits through sales volume.

Profits throug

Caveat vendor — let th

|
|

AVel — are.
e seller beware. | Caveat emptor — let the buyer bew //| |




wiledge of the firm and its
products and services/ customers and selling
techniques. The: .
quality, m.m etc., of the goods 0 be sold.
:( Prospecling means lmg
and identifying the potential buyers. A list of
prospective customers can be prepared with the
help of dealers, salespersons, telephone and
trade directories, etc, ation about the age,
income, education, family background, tastes,
preferences, etc., of prospective buyers should
be collected. Collection of such information is

called pre-approach.

Approach { In this step, the salesperson
makes face-to-face ‘contact with the prospective
buyer. The salesperson should introduce himself,
greet the customer and start conversation with
him/her so as to create a good first irpression)

4. Presentation :Lh'uw the salesperson dis-
plays and describes the product to be sold. He
should tactfully demonstrate the product and ex-
plamn its quality, utility, performance, etc.)He
should explain how the product meets the reeds
of the customer and arouses his interest,,

. Convincing : At this stage, the Su';!iﬁ:ﬁuu
handles the objections raised by the customer.
Objections should be considered as sales
opportunities. Instead of arguing or losing

temper, the salesperson should understand (he
causes ol objections and shoy

the customer.

6. Closing the Sale : The salesperson
concludes the sale by obtaining the consent of
the buyer. Some concession may be nﬂcessuﬁ'
for this purpose. The salesperson should know
when and how to close the sale. He shoulqd
assure the customer that he has made 5 wise

ld try to convince

be fully aware of the

Follow-up action k
of the customer,
These steps in peg
summed up in the g
stands for

good salesmap hoyl
following qualities - T
1. Good Physique : /5 gouq .
have sound health, goong 4
disposition and an im
be physically and mentally fit fyp
requires a neat and clean DDeATan:
be properly dressed. L
2. Cheerful : Pleasing m; e |
ing face are necessary for a successfy
He should be sociable, friendly angd
He should be polite and courteges
3. Sincere : A good salesmans
and committed to his work. He'ls
and courageous. He requires
and enthusiasm, _ ;
4, Sem;itiw? A successful sales
be sensitive to the needs and exp
customers. He is a good listeners
tience, 3
5. Knowledgeable : A go08
should have adequate and uf "j;:_._._"
about his firm, product market ‘:*'-_-f:,
customers. He can face i)
only with knowledge.
6. Sound Memory : Keen S0
mind, sharp memory and “h'u"y_;'
are necessary for a su
confidence, far-sightedness: FEE
initiative are equally HMpPOrEs

Short-Ans
1. D

ms < Z2 0 0= 00




I:r-, ek :Iai[t! éﬁ' .. 'r:' |._-_
o v ﬂﬂ?ﬂ the seller, inform, “ﬁuﬁtﬁ and win the ;
5 Art : Personal selling is the skil| of ' e Yo+ e . |
: > ing peaple to buy a prod 0 &:&Cm ob : Personal selling can do i
- [ s uct or service,  the complete job of selling. Advertising can only |
P me BlesRE R vince the customer and  PHIng in customers. Salesmen are required to i
1% yin his con idence. For this purpose, the Convert demand into actual sales by clmﬂng the | |_\
“ﬂlv& glesman has to inform and educate the 9oubts of customers_— : i '
customer. "4, Most Flexible Tool : Personal selling is B\
— 6. Flexibility : Personal selling is flexible as the most flexible technique of promoting sales, i
fhe salesman can tailor his sales presentation 1o The sales representative can adjust his approach I
fit the needs, motives and behaviour of to suit the particular situation. |

5. Provides Feedback : Salespersons can [
«ud objections raised by the customers on the collect the reactions and response of customers \.
gt o the marketing efforts of business. With the
hel uch f =k
| 7 Mutual Benefit : Personal selling is a L:nphlﬂ ::; '.;Ei?uzainﬁ: 5;:111;1}' ;?;;i‘ﬁg t:f !
wo way process, It results in benefits both to  byginess, - i
Siness,.

pdividual customers. He can clarify the doubts

the bu:-,rerh:a_n;l rhc:‘ f:s:f:.lim'.dt_usm]:ru:rl r&.?tiffuut'mn Personal selling is however, a very costly '| '|||I
4 lads to higher sales and more profits to the  und time consuming process. It also involves the ,|'
- seller. problems of selecting, training and motivating .
*‘4. IMFEHTANEE E": PEHSUNAL l.'i]tl‘L[J-Ell:nl salesmen. I\
|
- SELLING 4.5. DISTINCTION BETWEEN |
anent Pers LT T e . = ADVERTISING AND |\
ersonal selling is important in the follow
Blake B PERSONAL SELLING y I
enling /1" Understanding Customer MNeeds : The main di.lllltfrc[ii.:uﬁ.hﬂh\'utﬂ advertising 1
:ﬂﬂad Personal selling helps in understanding the and personal sclling are given below |
 sale s . : I
mean Basis of Distinction Advertising || G e [
(s B e L L minll S ealli e
istng l. Nature A mass selling method. it One to one selling method. lll
i —————___-___-__. 3 emmal . Face-to-face C L
buy @ 2. Contact [ll]pi:rﬁ.:mn] — 0o qu-;-iu-l:usi L_”T'i Personal face-to-face contac !|I
— e ==l More costly. Il &
:hﬂﬂll/ 3. Cost Less costly. e _ .
Tﬂ = — I— — _I‘I_='. I'Il_ g More flexible.
| - PFlexibili ess flexible. e 1 ; : 1
lowin® T_ i ] _.L___-__[T Et_ialr_n;dimc sale. Can rﬂlh in Immediats l! |
e | Cannol Fe8 e Smers, | Can remove doubts Cf S |
volvE b, Customer Cannot remove doubts ol cus N A
el A e p— - !
bﬂ;ﬂ. Tﬂﬂfdfﬂﬂﬂ __—————______ Narrow I
U ' Eﬁvﬂmgg Wide ______—————_—____ |

with #  —— = i \




. .'.".rj-_g‘s of Etﬂ_pé t&ken h}' ﬁ.i dr 5&.}5& "f_. %‘-I,M el '
10 sell goods and services, ~ selling process is not a quantitative

o = su Y |
-.-* is the process of assisting and persuading a buyer to buy a Pmd“ﬂt e

19' face-to-face contact and other methods. il < |
N , g is & wider term than selling.
_ 8. Pers nal selllng is the process of assisting and di specti
b persuading a pro ive b to a
S product or service in a face-to-face situation. i g bur b
t Fersﬁnal selling enables a salesperson to understand and persuade customers to do
| aarnpleta job of selling and to collect feedback. It is the most flexible method.
| ‘5. Preparation, prospecting, approach, presentation, convincing, closing the sale and post-sale
e ~ follow-up are the steps in the process of selling.
i 6. Good physique, cheerful disposition, sincerity, sensitivity, knowledge and sound memory
~ are the main qualities of a good salesman.
: | EXERCISES
Short-Answer Questions
| 1. Define sales. .
¢ 2. Distinguish betwen institutional and Informative advertising. [ICSE, 2012]
. 3. Define salesmanship.
] 4. What AIDCAM stands for?
f 5, State the characteristics of salesmanship. [2011]
|
: 6. Briefly list two qualities of a good salesmar:
| selling process.
i e ciene I o id reg selective in nature? [2006]
: 8. Why is personal selling conside [2006]
' 9. What is sale on approval? 2008]
‘ﬁl 10. Explain two basic differences between sales and selling process. iﬂﬂﬂﬂl
1. Give two features of salesmanship. 2011]
" 12. Give one difference between advertising and personal selling. [
e Lmn.swar Questions ing and advertising.
f 1. What is personal selling? Differentiate between personal selling
4 2, Distinguish between marketing and e, sonal sell |
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