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DISCLAIMER

THE INFORMATION REGARDING PRODUCTS, COMPANIES, BRANDS MENTIONED IN THE LECTURES IS FOR

EDUCTIONAL PURPOSES ONLY. THE FACULTY DO NOT ENDORSE OR PROMOTE ANY

PRODUCTS/COMPANIES/BRANDS DISCUSSED HEREIN IN ANY MANNER. VIEWS EXPRESSED HEREIN

ABOUT THE PRODUCTS/COMPANIES/BRANDS ARE THE PERCEPTION OF INSTRUCTOR AND ARE IN NO

WAY INTENTED TO PROMOTE OR DAMAGE THE REPUTION OF MENTIONED PRODUCTS/COMPANIES/

BRANDS OR TO HURT ANYONES FEELINGS AND EMOTIONS . NO COMPENSATION WAS RECEIVED FROM

ANY OF ITS PRODUCERS/ MANUFACTURERS/ COMPANIES FOR THE PRODUCTION OF THIS VIDEO.
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Personal Selling

▪ Personal Selling is oral communication with potential buyers of a
product with the intention of making sales.

▪ According to Philip Kotler: “ As face-to-face interaction with one
or more prospective purchasers for the purpose of making the
sales.”

▪ The American Marketing Association defines the term
salesmanship as “the personal or impersonal process of assisting
and/or persuading a prospective customer to buy a commodity or
service and to act favorably upon an idea that has commercial
significance to the seller.”
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Definition: Personal Selling

1. Two-way flow of communication.

2. Between a buyer and a seller

3. A face to face or real time encounter

Why are face to face and two-way important ?
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Why is it more Useful ?

▪ Company is small or has insufficient funds to carry on an
advertisement programme.

▪ When market is concentrated.

▪ When the personality of the salesman needed to establish rapport
or create confidence.

▪ When product has higher unit of value.

▪ When customer requires demonstration.
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Sales Force as a part of IMC

▪ Product or Service
✓ Complex goods or services
✓ Major purchase decisions
✓ Personal demonstration required

▪ Channels

✓ Channel short and direct
✓ Training needed by intermediaries
✓ Selling needed to push product through
✓ Intermediaries can provide personal selling

✓ Final price negotiable
✓ Price provides adequate margin

✓ Media do not provide an effective link
✓ Information cannot be provided by media
✓ Sparse market reduces advertising economies

▪ Price

▪ Advertising
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Steps in the Personal Selling Process
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1. Generating Leads - To generate leads from both customer and non-customer sources.

2. Qualifying prospect – Looking for & checking leads.

3. Knowledge acquisition – The collection of as much relevant information as possible.

4. Sales presentation – The persuasive, Vocal presentation, and answering questions.

5. Handling Objections – Addressing concerns and request for more information.

6. Sales closing – Consummating the deal.

7. Follow-up – Ensure everything goes as planned. Address additional concern or issues.

Steps in the Personal Selling Process

8



BIBLIOGRAPHY 

• Semenik, R. J., Allen, C., O'Guinn, T. C., & Kaufmann, H. R. (2012). 
Advertising and promotions: An integrated brand approach. China: 
Couth-Western Cengage Learning.

• Belch, G.E., & Belch, M.A. (2017). Advertising and Promotion: An 
Integrated Marketing Communications Perspective (11th Ed.). McGraw 
Hill Higher Education.

• Kotler, P., & Keller, K. L. (2017). Marketing management. (15th Ed.). 
Pearson India

• Ries, A., & Trout, J. (2001). Positioning: The battle for your mind. New 
York: McGraw-Hill.

9


