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BAC: DSC+4 4 3 1 0 Pass in NIL
Principles of Class XII
Managemen
t

(Major)

Learning Objectives
The course aims to familiarize the students with the concept and process of personal selling
and salesmanship.

Learning Outcomes
After completion of the course, learners will be able to:

1. Recognise the concepts of personal selling, roles and opportunities for salespersons.
Discuss the theories, models and approaches of selling.

Recognise different buying motives.

Describe the process of personal selling.

Analyse sales reports and recognise the importance of ethical issues in selling.

W

SYLLABUS OF BAC: Discipline (ASPSM) — A4
Unit 1: Introduction to Personal Selling and Salesmanship (11 hours)
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Concept of Personal Selling and Salesmanship; Differences among Personal Selling,
Salesmanship and Sales Force Management; Qualities of a good salesperson; Types of
salespersons; Role of Personal Selling in CRM.

Unit 2: Theories of Selling (11 hours)
AIDAS Model of Selling; Problem Solving Approach; Right Set of Circumstances Theory and
Modern Sales Approaches.

Unit 3: Buying Motives (11 hours)
Concept of Motivation; Maslow's Theory of Need Hierarchy; Buying Motives and their uses
in Personal Selling.

Unit 4: Personal Selling Process (7 hours)
Prospecting; Pre-Approach; Approach; Presentation and Demonstration; Handling of
Objections; Closing the Sale; Follow-Up.

Unit 5: Sales Planning and Control (5 hours)
Sales Reports and Documents; Various Ethical Issues in Selling.

Exercises:
The learners are required to:
1. Perform a role play depicting different roles and opportunities for salespersons.
2. Evaluate various approaches of selling.
3. Conduct a primary survey to understand the buying motives of consumers of FMCG
products.
4. Discuss case studies on the process of personal selling.
5. Prepare sales report for a hypothetical firm.
6. Discuss case studies on ethical issues in selling.

Suggested Readings
e Russell, F.A., Beach, F.H., Buskirk, R.H., & Buskirk, B.D. (1988). Selling: Principles
and practices. Delhi, India: McGraw-Hill Education.
e Futrell, C. (2013). Fundamentals of selling. Delhi, India: McGraw Hill Education.
e Kapoor, N. (2008). Advertising and personal selling. Delhi, India: Pinnacle.

Additional Resources
e Belch, G. E., Belch, M.A., & Purani, K. (2009). Advertising and promotion: An
integrated marketing communications perspective. Delhi, India: McGraw Hill
Education.
e C(Castleberry, S.B., & Tanner, J. F. (2013). Selling: Building relationships. Delhi, India:
McGraw Hill Education.

Note: Suggested readings will be updated by the Department of Commerce and
uploaded on Department’s website.
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https://www.gettextbooks.ca/author/Frederic_A_Russell

