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HEMCHANDRACHARYA NORTH GUJARAT UNIVERSITY, PATAN

CB CS: FOR B.COM PROGRAMME
CE 101 C :: Sales Management

Programme Name Bachelor of Commerce
Semester First
Paper No. CE101C
(Course Name Sales Management
ourse Type CORE ELECTIVE
ffective From June— 2016
bjective To develop basic understanding of the concept and
theories of sales management.
!
[I{Il;it Content Marks | Credit

Sales Management Strategies:
Introduction, Nature and Importance of Sales Management, Steps i
Jdesigning and managing sales force, Sales manager’s duties and
‘ responsibilities, Selling Process, Methods of Selling, Methods of]

1 remuneration. 25% 0.75

Personal selling:
Objectives and function of personal selling, Benefits of personal
ﬁeiling, Steps in personal selling, Difference between personal
‘ elling and advertising.
; ales Organizations:

etting up a sales organization, Factors determining the structure of

Jes organizations, Functions of sales organizations, Developing a{
sales organization (Classification of sales organizations).

25% 0.75

f Recruitment & Selection:
t Introduction, Job description and specification, Sources of
-ecruitment, Selection procedure.
Sales Promotion Management: Introduction, Objectives of Sale
promotion, Factors influencing Sales Promotion, Tools of Sale
3 Promotion, Tools of Trade Promotion, Types of sales displays, Sale§ 259, 075
Promotion and Consumer behavior, Consumer’s price perceptions

‘ Consumer decision making.

Dirccet Marketing and Internet Selling:
Concept of direct marketing, direct mail, telemarketing, Advantage

4 land disadvantages of direct marketing, Internet marketing, Interne 25% 0.75
Edvcnising methods of selling, Methods of online public relation

‘ for selling.

Text Book :
Sales & Distribution Management: By Dr. S. L. Gupta, Excel Book.

Reference Books:
‘ Ref#01: Sales & Distribution Management: By Tapan. K. Panda & Sunil Sahadev, Oxford University
Press, 2005.
Ref#02: Channel Management: By Ansaree, PHI (EEE)
Ref#03:Sales Management by Pradipkumar Mallik, Oxford University Press.
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HEMCHANDRACHARYA NORTH GUJARAT UNIVERSITY, PATAN
MME

CBCS:FOR B.COM PROGRA
CE102C:: Distribution Management

Bachelor Of Commerce

,.‘ CORE ELECTIVE
’Eﬁmﬁve From ’DECEMBER—ZOM

m“
Objectives O H

Distribution ~ System: Introduction,
distribution, Developing channel design, Logistid
and function of Physicall 25 %

Management, Concept
distribution, Flows in channels of distribution, patterns O

distribution.

costs, control, customer service, Selectio
and motivation of distribution channel: Introduction
Analysis of distribution  cost, Elements of cost i
Jistribution system, Control system, Channel Decisions| 25 %
Factors in selection of distribution channel, Motivation of
i ntermediaries (tools and control areas).

stribution hannel
jon, Need for channel partners, Types of channels| 25 % 0.75
i i C l;:ria, Checklist for selection mOS

annel decision
Designing customer oriented marketing channels
troduction, channel design process, capturing custome 25 % 075
quir(;menls, channel flows, linking 'service outpul :
objectives 10 flows, comparing channel designs.

- Text Book:
© gales & Distribution Management: By Dr. S. L. Gupta Excel Book

. Reference Books;

\ Refi# 01: Sales & Distribution Management: BY Tapan. K. Panda & Sunil Sahadev, Oxford University

Press, 2003.

Ref# 02: Channel Management: By Ansaree, PHI (EEE)




