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OBJECTIVE: The purpose of this paper is to acquaint the students with the concepts, which are helpful in 
developing sound sales, distributions policy and in organizing, managing sales forces and marketing 
channels. 
 Sales Executive as a Coordinator, Sales Management & Control, Sales Control.Formal & Informal, 

Theories of Selling. AIDA, Behavioral Equation, Prospecting, Sales Resistance, Closing Sales, Selling 
Personal Objectives. Types of Personal Setting Objectives, Analysing Marketing Potential, Sales 
Potential, Sales Forecasting & Its Method.       
  (7 hours) 

 Formulating Personal Selling Strategy. Competitive Selling & Personal Selling Strategy, Personal 
Selling Objectives & Personal Selling Strategy, Determining the Kind of Sales Personnel, Determining 
the Size of Sales Force, Individualizing Selling Strategies to Customers.     
 (8 hours) 

 Recruitment Selection & training of Sales Personnel. Organization for Recruiting, Selecting and 
Training, Sources of Sales Force Recruits, The recruiting effort. Pre Interview Screening: Formal 
Application Form, The Interview, References, Credit Checks, Psychological Tests, Physical 
Examination, Building Sales Training Programs, Defining Training Aims, Deciding Training Contents, 
Selecting Training Methods. Case Study1:One life, one chance: Cordlife Sciences India Pvt. Ltd. 
Preserving the precious gift. (9 hours) 

 Compensation Sales Personnel . Requirements of a Good Sales Compensation Plan, Devising a Sales 
Compensation Plan, Types of Compensation Plan, Fringe Benefits, Incentives, Subsidies.  (7 
hours) 

 Controlling Sales Personnel . Standards of Performance, Relation of Performance, Standard to Personal 
Selling Objectives, Recording Actual Performance, Evaluating Actual Performance with Standards, 
Taking Action . The Dynamic Phase of Control, Controlling Sales Personnel through Supervision.Case 
Study 2: Managing word of mouth: the referralincentive programme that backfired       
 (9 hours) 
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