Program: Year: BCOM SECOND YEAR Session: 2026-27

Course Code

Course Title ADVERTISING AND SALES MANAGEMENT

Course Type Discipline Specific Elective (DSE) = T8 ( ﬂ)
Pre-requisite (if any) NO

Course Learning After the successful completion of the course, the student shall be able to-:
outcomes (CLO) e Develop an understanding of the strategic and tactical-level decisions

involved in the development of an advertisement and its application,

e Know about possible arrangements for organising and evaluating
advertising efforts,

e Comprehend the ethical issues and social aspects of advertising.

e Understand the process involved in personal selling, its management
development. and implications for the relationship

e Explain the decisions involved in planning and organising the sales
efforts.

e Explain the decisions involved in sales force management and the
related issues.

Credit Value
4

Part B- Content of the Course

Total No. of Hours/ Lectures - 60 hours/lectures

Module Topics No. of
Hours

Advertising: 14
Ancient Indian History of Advertising (Vedic, Mauryan, Gupta and Medieval)
Importance and Nature; Advertising and Publicity; Advertising Management Process;
Advertising Objectives; DAGMAR Approach; Determination of Target Audience and
Positioning; Advertising Budget Factors Influencing Budget Decision and Method.
Organisation and Evaluation of Advertising Efforts: Centralised and Decentralised
Selection, Systems: In-house Agency Arrangements; Advertising Agencies
Compensation and Appraisal of Advertising Agency, Managing Advertising Agency

1 Relations, IMC Services: Reasons for Evaluating Advertising Effectiveness,
Advertising testing process, Before and after advertising tests and techniques.

Activities-
> Ad Analysis: Collect 5 different print or digital advertisements and analyse the
message, target audience, and appeal used.
> Ad Budget Planning: Prepare a sample advertising budget for a small business
(e.g., a café or boutique.)
> Ad Objective Writing: Write SMART advertising objectives for a chosen
product.

Advertising Message and Media Decisions: 14
11 Creativity and advertising; Creative process; Creative strategy, creative appeals and
execution styles; Copywriting for print, radio, television and web ad Media Decigions.
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Types of media: Advertising through the internet and interactive media; Developing a
media plan; Media selection and scheduling. Script Writing in Advertising
Advertising and Society:
Ethical and social aspects of advertising; Regulation of advertising in India; Recent
developments and issues in advertising
Activities-
» Media Planning Exercise: Prepare a media plan for a festival campaign (e.g.,
Diwali Sale).
» Campaign Project: Develop a complete advertising campaign — objectives,
message, media, and evaluation
» Ad Layout Project: Design a newspaper or magazine advertisement using
Canva or PowerPoint
Sales Management - Personal Selling 12
Fundamentals of Personal Selling: Nature and importance of selling, Types of selling;
Personal selling, salesmanship and sales management: Process of effective selling:
Sales management process; Environmental factors impacting selling; Managing ethics
I in selling environment; Role of personal selling in customer relationship management
Activities-
» Sales Territory Design: Create a sample sales territory plan for a company.
> Sales Forecasting Exercise: Estimate sales for a new product using historical
data and market trends.
» Sales Presentation: Prepare and deliver a mock sales pitch for a product.
Sales Planning and Organisation: 10
Market analysis and Sales Forecasting, Sales budget, Sales territory: Sales quota; Role
of IT in sales planning.
Sales Organisation: Organisation structure: Relationship of the sales department with
other departments; Relationship of the Distribution networks.
I\ Activities-
» Case Study Analysis: Analyze ethical issues in real-world advertisements (e.g.,
misleading claims).
> Advertising Effectiveness Measurement: Design a questionnaire to measure
the impact of an ad campaign.
» CSR in Advertising: Prepare a short report on socially responsible advertising
examples.
Sales Force Management: 10
Recruitment and Selection; Training and development- Objectives, techniques and
evaluation; Sales Persons Compensation and Techniques; Sales Contests; Rewards
and Expense Accounts; Motivating and Supervising Sales Personnel; Evaluation and
Control of the Sales Effort Evaluation of Sales Personnel Performance, Sales and
Cost Analysis.
Activities-
% Sales Interview Role Play: Conduct a mock interview for the position of a sales
v executive.
» Personal Selling Demonstration: Perform a role play of a salesperson and a
customer interaction.
» POP (Point of Purchase) Display Design: Create a model or digital mock-up of
a store display.
» Consumer Behavior Survey: Conduct a small survey to understand how
consumers respond to promotions.
>
Part C-Learning Resources
Text Books, Reference Books, Other resources né '
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Suggested Readings:

Textbooks:
1 Aakar. D. A.. Batra, R. & Mayers, J. G. (1992). Advertising Management. Prentice-Hall
International
2 Belch. G. E.. Belch, M. A., & Purani, K. (2009). Advertising and promotion: an integrated
marketing communications perspective. New York, United States: McGraw-Hill Education.
3 Gupta, R. (2017). Advertising. Delhi, India: Scholar Tech Press.
4 Kapoor, N. (2022). Fundamentals of advertising. (2nd ed.). Delhi, India: Cengage Learning
[ndia Pvt. Ltd
5 Patel. V. N.. & Sharma, S. (2011). Brand Management & Consumer Marketing. New Delhi:
Oxford Book Company
6 Shah. K.. & D’Souza, A. (2008). Advertising and promotions: An IMC Perspective. Delhi,
India: Tata McGraw-Hill Publishing Company Limited
7 Sharma, K. (2018). Advertising: planning and decision making. Delhi, India: Taxmann.
8 Yadav Poonam And Singh Nishant Kumar, Sales Management, Vayu Education of India.
9 Hindi Granth Academy M.P. Book
Reference Book:
1. Shimp, T. A. (2000). Advertising Promotion, Supplemental Aspect of Integrated Marketing
Communication. Harcourt College Publishers.
2. Sharma, K. (2011). Advertising Planning and Decision Making. New Delhi: Taxmann
3. Kotler Philip, Marketing Management, Pearson Education.
Suggestive digital platform web links
http/humps onlinecourses.swayam?.ac.m/cec20.ge02.previe
httgs:Ilwww.smsgug.inllessonslsem3nl304-ASM.gdf
https:llsist.sathyabama.ac.inlsist_coursematerialluploadsISBAA7010.pdf

httgs:llwww.gacwrmd.inIIearningICommerceIAdvertising%20And%ZOSaIes%20Promotion.gdf

Part D: Evaluation and Assessment
Note :
70% numerical questions should be asked.
Maximum Marks - 100
Continuous Internal Evaluation (CIE) Total Marks- 30
University Exam Total Marks- 70
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(PROF.PAVAN MISHRA)
Chairman
Central Board of Studies (Commerce)
Department of Higher Education Govt. of M.P
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6 Singh Dr.S.K. Business Economics | Sahitya Bhawan Agra
Publication
7 Bhatiya H.L. Micro Economics Modern Publisher New Delhi
Sinha Dr. V.C. & Dr. Business Economics | SBPD Publication Agra
Pushpa
2. yrepeifia RBfvew caewit a9 s
https://sda24com/bcom-business-economics-notes/
https://dreamlife24.com » bcom-1st-...
https://uou.ac.in/sites/default/files/sim/BCM-103pdf
https://www.hindinotes.org
https://www.freebookcentre.net
https://www.geektonight.com/business-economics-notes-pdf/
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