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Objectives: .
This course is intended to impart knowledge and dbvblop skill
among thz participants in the field of marketing communication, ae as
to ecuip them to man junior and lower-midd lle level positions in the
fast-growing and challenging business area of advert131ng, Sales -
promotion, selling and sales management and public relations,

contd....(2)



Ihe course shall consist of six papers, two each of the
three years of Under<graduate programme in Indian Universities and
other institutions. The six papers are

1. Marketing Communication;

« Advertising - I

« Advertising < TII H

« Personal Selling and Salesmanship;

« Management of the Seles Force;

» Sales promotion of Public relations.

All thie papers:will be handled so as to

have practical,
orientation, with Ihdian Cases and examples. “{
PAPER - I : MARKETING' COMMUNICATION:

—Naturé énd Thportance of Communication.

~Communication ‘process. Elements of. the Communication process.
Application of Communication process in marketing; . Steps in
developing efféctive marketing é&ommnication,.

e 3 - : Fr Eay
—R&xnxzkgﬁng_method§ of Marketing - Gommunication,

-Advértisihgh'pefsqnal selling, publi¢ relations, sales
promotion, Their meaning and distinctive characteristics,

-Settihg up of Targets - Policies, strategies and methods of
achieVements. .

-Integ:a§¢é' Communieation iH&Marketing.

Suggested Readingsy ' -

1, . Philiplxotler ©. - Maxketing Management 7th Edition
TS o il ' (Prentice - Hall of India, New

_ g il 4 * pelhi 1991),

2. wWilliam J. Stanton rundaments of Marketing, &th .
it LB & v ; Editioqg(MgGraw Hill chap.18),
~ Charles Futrell o o e

3. - Subroto éeﬁ;GUpta Cade ih‘A&Vertising and’

T ey v - Communication Management in India

(IIM, Ahmedabad),

PAPER = II : MBVERTISING I.. B Al
= Hmportance of adyertising in.modern marketing. Role qf
adgertising}ig¢the“national econorty, . :

= Types of advertising ¢ . Commercial’ and non-commercial 74
advertising; Primary demand and selective deinand adver- - -
tising; classified and display advertising; comparative #°
advegtising;Lcoegperative?advertisipg; ‘ b

- séttmﬁg’of‘aQVertising obfectives.
—,hSQﬁﬁihgfonadyertisingfbudget. Factors affcctine the
advertisinq_qxpenditureiin,a gonpany.
O et ol R L i

- Advér€£Sing’ﬁessaQéJ”PrEparing an effective advertising
copy; Elements of a print copy: ¢ Headlines, illustration, v
bodycopy, slogan, loge, scal of'approval Role gf Colon,
Elemen{s of a broadcasg copy. Copy .for directiineil,

contd;:;(B)




Eeteetpy: Y

S8 3 Oy \:
§yggested Readidcs" . iy
1 erght, Winters ana' Advertising Management (McGraw Hill)
Zeiglas (Relevant Chapters)
2. Dunad and Darban - Advertising: Its role in modern

marketing (the Drydon press)
(relevant chaotexu,

3. Mahendra Mohan ' . Advertising (Tata McGraw Hill)
‘ TR . (relevant chapters)
4. Philip Kotler Marketing Management 8th Ed.
) : (Prentice Hall of India)Cr:pw27
5. Subroto Sengupta = Cases in advertising and

Communication Management in India
L . (IIM Ahmedabad)
PAPER - I1I : ADVERTISEMFNT Fui I e

- Advertlulng Media Types:of Medias Prlnt Media (deh spaper
and Maga21nes, Pamphlets, posters and brot¢hures) ;
Electronic Media (Radio, Television, Audio Vlsuals,
Cassettes); Other Media (Direct Mail, outdoor media),
Their characterlstlcs, merits and llmltatlons. Medla
scene in India. Problems of reaching rural audience %na
markets. Exhibitions and Mela. Press Confegence.

-~ Media Plannlng. Selection of Media catecory. Their reach;
frequency. and impact..Cost and other fcc+ors influencing
the clioice-of media. i

- Medla Schedullng. ; | I L o®

- Evaluation of advertlslng eflectlveness. 8 Importahce and
difficultiés. Methods of measuring advértising effective=
ness. Pre-testing and post-testing. Communication elf:ct.
Sales effects. ° !

- Regulatlon of advertising in India. Misleading and
deceptlve advertisihg and false claims

- Advertiszng agencies. Thelr role and importance in
advertlslng and false claims,

- Advertising agencies. Their role and 1mportance in
advertising. Their organlsatlon patters, Functions,
Selectlon of advertlslng agancy Agency Commission
and -fee. . : ;

- Advertlslng Department. Its furictions and Organisation.

Suggested Readlngs.- )
Same as for Paper '~ II (relevant chupters)

PAPER ~ IV :  PERSONAL SELLING AND SALESMANSHIP :

¥

- Nature and 1wportance of personal selling, Door to door
selllng, situations where personal selling is more effective
than- advertlslng. Cost of advertising Vs. Cost of Personal
selling. :

" = AIDA model of selllng. Types of selllng 51tuatlons. Types
+ of sales persons.
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2.

Process. of effective'sellingé Prospecting, Pre—abproaéh,
approach, presentation. and, demonstration, handling and
objectioms. Closing and sale post - sale activities. - .

Qualltles of the successful saleu person with particular
reference to consumer sarvlce,

Selllng as a career, advantageg and dlfflcultles Measures
for making selling an attractive career. » .

Dlst;lbutlon network relationship.-

Reﬁofts and documedts;,Sale Manual, Order besk, Cash Memo.,
tour dairy, daily and periédical reports.

Other problems in selling. >

Tentative SuggeSted Readings:

Russel, Beach and Brskirk, Selling (McGraw - Hill)

Still, Cundiffﬂand Goveni ) Sales Management (Practice

Hall of India)

J.S.K. Patel "Salesmanship and publicity .
. : - (Sultan Chand & Sons, N.Delhi)
CA. Kirkpatrik - ) Salesmanship (South Western
o a . Publishing; Indian Reprint by
J.Taraporewal, Bombay)

Hohnson, Kirtz,and Schueing Sales Management (McGraw Hill)
4 ©

V.3 MANAGEMENT, OF THE SALES FORCE:

Importance ¢f the gales force and its Management.®
Functioﬁs of Sales Manager; ’ )

Recruitment and Selection.

Training and Direction.

Motiéation and compensation.

' Appraisal of Performance.

Salesforce size, organisation of tﬂe sales department:

Geographic, Product Wise, Market based: -

Sales Planning and Central : Market analysis and sales

‘forecasting. Methods of forecasting'sales.

Sales Budget @ ImportanCe, Proceés of sales budget, uses.
of sales budget.

Sales territpry ConSLderations An ailocatlon of salcs
terrdtory.

Sales quota : Objectives, principles of selling sales gquota
administration of sales guota. Uses of sales quotas

Sales and Cost analysis : Uses and Methods.
Suggested Readingss .
Stanten and Buskirk Management of the Sales forcé

’ - (Richard -D. Itwin)
Philip Ketler - ' _ Marketing Management 7th Ed.

(Prentice Hall of India) Chap.24.
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&(é.hu Head of the ~rganlzatlon imparting training shsll furnish
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a ¢ nﬁl ential ;eao%x regarding.attendance and an Assessment of

the perfnrmancc of gv»ry student duly .endorsec by the guide from
the organization yd the Pr1n01pal of the Collsge concerned which will
be.tq'en intc account at the time of final evaluation/viva-voce
eXxamination, -

Bver Ty student shail have to submit twe copi of the bcund
report cont taining tyo 2G pages onh the work undertaken in the

AT

organizatisn in the form of a c¢issertation tu the Colleye concerned

(r

e
(&)
n

at leasb Seven days before the commencement of the University
x4 m1 on . The Report shall centain the following aspects :
HlsthY & structure of the organization

VFunctlans of the various departmsnts and the broad s
functions of the organization,” T

¢) Inter-Departmental Relationships,

d) Functions of the p=r+1cular department in which the
the student worked

&) Job dazscription in details,
Seneral Nature of the jab—expcr"n ce

) nallzatign/Conclus;on - Practical gains in terms of
know+c4c and wxn rience.

Yk »q O O

R

; : )%&ijA“hr :

Th@ report shall be jointly evaluated b" one *ntﬁrnal ANCY Sl
N 4 el &
one external examiner am€ a viva-voco examinntis n)" 11 be hojd  Je

both for Pr,Jrct cho“t,a 4. Bn-the  job Training deport,
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