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M.Com. Part I 
Sub: Advertising and Sales Management 

Course No. 1.52 
[ New Course effective  From  June-2006] 

Objective: 
This course helps students develop basic understanding  of the concept and theories of advertising and sales management and its 
applications in the real world. It also helps the students to understand about current practices in the field. 
 
Part - A 
 
 Advertising  Management  (50%)    
 
 Unit - I (25%) 

(A)    Introduction  To  Advertising  And  History  Of   Advertising,   Advertising  Classification, Function And  Benefits, 
Economic,  Social  And  Ethical  Issues In  Advertising, 

(B)  Advertising  Agency And Clients,  Advertising  Objectives And Budget Allocation                

 
 Unit - II (25%) 

(A)  Media Planning And Strategy, , Planning An Advertising Campaign, Advertising Research 
(B)  Evaluation Of Media, Supporting Media - Outdoor, Cinema, Videos, Electronic Media Viz. TV, Radio, Print And 

Transit Advertising, & Internet - A Media Of  New  Millennium 
 
 Part - B 
 
 Sales  Management  (50%)    
 
 Unit - III (25%)  

(A)  Introduction  To  Sales  Management,  Nature  &  Scope  Of  Sales  Management,  Personal  Selling  And  Selling  And  
Salesmanship,  Sales  Management  Strategy,  Sales  Related  Marketing Policies 

(B)  Sales Organization, Recruitment, Selection And Training Of  Sales Personnel 
  
 Unit - IV (25%) 

(A)  Compensation  And  Motivation  Of  Sales  Force,  Monitoring  Of  Sales  Force  And  Performance  Appraisal Of  Sales  
Force 

(B)  Internet  As  Emerging  Selling  Techniques,  Direct  Marketing, Relationship  Marketing 
 
 
 
 

Structure of Question Paper  
                Total Marks:-100 
                Time:- 3 hours. 

 
 

Question Number Unit Marks Note 
1 (A)   or  (A) 
 
1  (B)  or  (B) 

1  (A) 
 
1  (B) 

12 
 
13 

 

2 (A)   or  (A) 
 
2 (B)  or  (B) 

2  (A) 
 
2  (B) 

13 
 
12 

 

3 (A)   or  (A) 
 
3 (B)  or  (B) 

3  (A) 
 
3  (B) 

13 
 
12 

 

4  (A)   or  (A) 
 
4 (B)  or  (B) 

4   (A) 
      
4   (B) 

12  
 
13 
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