Personal Selling and Salesmanship

(Introduction)
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Personal Selling and Salesmanship: Concept and
Importance
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E % +, (Concept of Personal Selling)
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American Marketing Association (AMA) $2 7 / & “Personal

selling is the personal process of assisting and/or persuading a prospective customer to
buy a commodity or a service or to act to favour upon an idea that has commercial

significance to the seller” % U + &" $- $ $& "3N
+ % ( J #
Philip Kotler & Gary Armstrong I““Personal selling is any form of personal
presentation by the firm’s salesforce for the purpose of making sales and building customer
relationship.” % U + &" D + " "MO&"
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Pollai and Bagavathi $2 7 / & " “Salesmanship is seller-
initiated effort that provides prospective buyers with information and motivates or
persuades them to make favorable buying decisions concering the seller’s products or

services.” % U &" c & S $- 7 7
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Garfield Blake [““Salesmanship consists of winning the buyer’s confidence for the
seller’s house and goods, thereby winning a regular and permanent customer.” % U
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12 3 % $ (Salesmanship: Art, Science or Profession)
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1" (Importance of Personal Selling and Salesmanship)
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Qualities of Salespeople and Personal Selling and
Salesmanship: Bangladesh Perspective
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