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Personal Selling, Direct and Digital marketing
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Personal Selling
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What is Personal Selling?
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Philip Kotler and Gary Armstrong-4< ¢©, "Personal selling is the personal presentations by
the firms sales force for the purpose of engaging customers, making sales, and building
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The Role of the Sales Force
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Managing the Sales Force
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The Personal Selling Process
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Personal Selling Process
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What is Direct and Digital Marketing?
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Philip Kotler @< Gary Aramstrong-4< SC©, “Direct marketing is the use of consumer direct
channels to reach and deliver goods and services to customers without using marketing
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Growth and Benefits of Direct and Digital Marketing
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New Direct and Digital Marketing
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Types of Direct Marketing
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TOITS &2 H@Z 8 e FA0e It | O gopw ¢ TfEte [ [feg Tamm o g ¢
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F) TS o 9 (Conventional Direct Marketing):

) TR 1 R R (Face-to-Face or Direct Sales): &er f{oatad FCHCR BT @l 2=
B N S A cc e s o < A o [ 4 S D G PO T L BT b R T e S
CRANR REER 2ete R R 0 =1 @ @R [Ee =@ @l 90 @[ § ©F
T8 T = | MRS oA #Ielf, (@ 7, Wx, ATF @ Sy =, (==
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FIGET T (@Ol fWiUe sfay FEEa 4oy SrEfie e S emis FACE FIOE ATH R
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ooy Mgl GRS MFBR (Direcct Response Television Marketing): GRS 4T sty
I ORI e @R Aoy IR (RIS O WY (@Foitnd NF6 9 «ea Ay [awzw asees
ZrorF G (GRifoxm ATFHR 0T | o Al Rearitad ILTT (SIS 6 =0y =0 T #fey
UACTR TGO T TGN B B 2T R T WO AN & (BT [ (IO 71 A Sy
QTR TG T TN | @ 1 {1 kg wo A6 #® 2o iw @ @t
wfefes Reerm e «fabe | GRfeoxm Rewreitaa MR /wef Rerase e @i
A (@O 0 TG VT FACO AT | STRCEOIE G0 W6 07O, (NS @ S
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Y) SR MR (Online): S=AIRS oKl Q7 WCFHL #0©  SHRCNGT N AfsDifae
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@RI | qRGIS A& @I T (NS WH(0R 8 G NR LR NG9 |

<) TEi&ERT 8 AIfE= @i Mg o (Digital and Social Communication Marketing):

5)

GIPNIGA IR JC ST INGG  (Websites and Brand Web Community): S=eTgs
TCRHORET 2N 4171 2T oD SaTes 2 T | MR GRRPIRG Cofd T4 =7 #1¢F Riwa
I S AGFETE I A (SISR o TR SRS T [ | SrReRod WL
BT Ay G TG KR (ol SRl e ! SR A & | @z T e
(MeenaBazaar) SRERAIRE QNS AT (@ GFE (o SAPNIRCE ATICHT 2 A Al
T v @R T FREER W €iie =03 | IT WM SrEPnEset (el Mrifeeaad
IR IR (OIS IMCADG o Someey JTe FiFe [@ifre suifefes 2o, FFf qir Sy
WA CARET @I A (SIS AN *GHEAN I T (N | G LR SRPANRLE (Ol
S SfStee] , AR, T W 403 IS I FS6] AFT FCR AT | GHPANRG (O 7

BTG @i BLISYN
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Rt 2fepTe SrRers RSy T SRIPIR0GT PR F(A ATF R SPNRCGA LS IR
et TR =7 |
) SRS R (Online Advertising): QT2 STERAIRE SRITICHT I ARES (& A% {{earo
T AT AP A1 G219 =11 =Y | @N: G SHCH (Banner Ads), 7# S Sree
(Pop-up windows) , 5= (Stickers) AT &R (Screen) % &8 20 O+ &S @Ml @3 (@Te
I A @ R el Reaee, AU A el S fEe Aed AW A | @S (I SHPINRG
CRFNE §F ETIST IAMRET A1 2T [Gaa Sweli2q I (A0S R | Senies [e@=e
TS G2 AT 0T ACF |
i, o ST A1 e e e | @w: fofbe 5o |
i, ST R [ 1 AG [{ETcT e, [ ER I 2RfefET R AreeE ©LF
TRATER RS A oA W& 2T o T
©) B-G=2e WTFBR (E-Mail Marketing): STHRCIGT N TBRT (FOIA 2-(NEEET 240 T[T G GFF
ATAGAT FEBIA THAMTPTRR (@O Z-(N2 ACHO I+ =7 | Philip kotler and Gary Armstrang-
a3 NCo, "Email marketing is sending highly, targated, highgy personalized, relationship building
messege via email."

8) weiae fof®s (Online Video): 9 €A77 fSfEed TTT #IToFF IR FFeTe T, FTS A5,
SRR TAME, JTe iFe [Reams Topin Sraeary | ReeaaiRl aoe@ rEge
fofte OI2a@ a1 T 2GR &« S I AT | SR NCHoR (Viral Marketing) 1 ©12d@T
ool 20 YT AR GO, KT NG T8 INFEAGH GBI F72f, @RI Ty fofes,
@req GRS THAME (Sre™l e Sl 27 NPT I IR NV (@FS[F A I
I (SIS (<HIFFS TAMI FLCGR [o1e0T FreTors Frefs = |

@) T IR T TFAIRT AT (Blogs and Other Online Groups): 7 2T G TR AT
AT I @RI RS ef oD @R (Se! aFo Simd Tome «J 7w TifFe [oe-
T e IR | RAGTSIRT I [Kfog 39 757 I AAFPETS PG ARG FC3 A |

b) AN @EICAN N 99 (Social Communication Media Marketing): STIf& @i
A FCo B ANGS @GS HETAE @R @A WGE 9 T3 ~AfHfoe =er, Tors
2w, B9 fofbs qaR Sy BomE Ot SICid A (R 63 | @: (9P (Facebook), $25R
(Tweeter), WG (Instagram), &GS (Youtube), @&+ (Google+), TFBIG (Snapchat),
fMGI™T  (Pinterest), Tofiv | ((RY WP (SI& AT NPT & THRE IR
QT FRGCER &7 IR IR A | TS AT R S5 AR WL (AP T A7
IR I GR J2R TACIBIR AL ALH AT @A B T (0@ % A& AT BT
SHF PRI | P (FC@ AT AR THIRS (FoRme Y @2 NG TUIE Fore Sy
@A BATCT oo TRGE AT € &F (27 7898 77 | TEoE ayfs, e, Sqe @oesas
BT PR WA R (ATF ATIER A 92 IO G AESF T4 711 74w
FE ACE | RTFET IR NG NGHTT GIETPRNAT & SoRS G B o Afea!
BT T FE B | GQUHCE AP ANGT MGG qRONE [ Bed AT |
e N FIE RE om @ MW (o | @ww: wWer e Jiced oo [Rewm
Trwt* (TGRSR MY & 26T Aarong online shopping.Com Cofd R @A IEETFEA
2R IE 2T GG (@S A9 5 (ATF SF B AN ANEE LTI 1 AT -
ARG (Sl FACS AT | AWEE @A NG JIEE FE GG [oepiar Tl (@
THAES O, (TR JTETS »TW-ATW, IJAZS A, IFH-IHS, TRAGT FJeol GR ALFAF

BTG 9o BT-5b0



Jfes R, gore ik fefesre e

B2 NGRS I 9FF (FolfSfed 260y, Oy fild R TS QRS FABICSF L
TG FAO A | @ R QSR GR AR[EE PR IS Ioo RAGTRR Siens JHTS
PIAFTS (FHFPIRCS ANAOST Q@A NGNS TAF= Fea efscaifrones
SR AOTTON ATHBI BIFITS A |

q) GIRIRE MEBR (Mobile Marketing): 2o ¢ fEf&brET Rt SmEslo swiem Some g
CNIRIZET CHMR | (RIZT CHHR IS TR (A (NIRRT (T fifos 8T, epiagerss oely
R Sy oo TG TAMIT (@0 NG o S ARBER eR—PE @RI | IK18e
AMIHOLET T AT (SIS AL QAP FH QI I IS A 8 T Jro
2f G BIF] ArATS T T | IR AW ATSIF (SIS Al (Fo [oq GA0AK (N3 @, @N:
SAGCEE (Smartphone), 57 (Tab), (RIS &FF (MobilePhone), I @ GAF TSN ALHOT
T TR FE B | (OTS A (ORI G4 (NI (FIF I FCA2 BT WL ) '8 O
TR, 6T, T, Al ot weied Reae, SCR emie, 0 2Ry @R TR TG/
g <03 | ©12 IO fORAGET oo [ReemIRar (RI2e bR JIE A (SIE TS T
Frare, @ eanar 2, 7w @1 A1, e e Afewel Gk ARE AR FAEo! BT Al

G327 afsfires 5! FF AR |
gorw @R fEfEGE fetam IgR Iaze FSTRPTER TweTel ¥R ISR A fFg pyfre

RN | @ SORET, (NI’ So), TR, O A6 29 | 36w (@FoR Jjfere o2 5,
SRS o AR AT FRF SPIPCT TRES P 777 w07, FEaag 2607 ehrerf, sfeafegs o2y
CRIE, ~REeredel Tepifn e fTetafifes g e @R | aors s fEfabr e 33w 9
I GR SFEAR RP-F[GE AL J=R I ¢ (S qge 7S | oy ¢ fCfeve [ g
G RATTRIRATT AGFSH (SIS FH AWITH T (GO ATy, TFe [{ofelwy Afear, s iy
TR M SIS A4 2 a1 GFE W5 |

CNRIRCET PR &=

T, @fteg (ACH)-«9 @I IRRS SOfE*M I JREACIR 24
TEYER FAHFS T O TR G5 SAW B ARTeHT | AT
WOTCR M, FIFA1 P GG, IR ST, FoTe @R @R
oo, IR IBWCTE M, ARG FJerT, IEF TFe o @R
Gl @ P Reef® opift TIfFs RIS R (It ATF | (AT 32
G &1l qUe A’ 3,0¢ 000 FIF NS A wifdce TR FC
APTHF O IR ARHETF RN A0 | VB e A Fewemna it
IR (T GRRIER GBI ol < 7Ha 2006 o 74 «7e67 o 33 | TAE AR 2 T TP
FEBARET TSR HST FREIR B FaF, Yo TP R T QD Tl I Sl | AT
G AEFCE 2bITTa e & I = | TR0 A6IEA 1 Fel et aryfre wieema (Target Audience) FTC
CATRICAT @R ATl SeeoBiess oo <t Tnal =R P F7+iek Hifars e F-ifeee Teoon a1 | F4 Iy =75
THIT IR TR @ AR Cofid T Seetas fofee Fif*fe-«fi (Online Video Commercial-OVC) SISt
BT O <31 TR | 91 S ST 2bis T Q e Jfes Fieg fefasrens ciitefee a3
SR fofbe MR e yq TR 3y e I™ (reafe |

a@: https://www.aci-bd.com/; https://bbf.digital/; sce%=, 205%; =< https://commons.wikimedia.org/
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/Gy e

Ao ¢ fEfebrT R @RS 92 Ot O e I | IA: AT Gor [0 GR o eor®
@GR TEfGDTT o | &ATe &or® [eetas (PTiR ], I TP [erw, e [eiels, s
oo, GRmIRe, eors el ewe, G Nty vk 7% ICHHR | T[S Toa 2ors 3
fEfEBTeT fAoieTa RPTIEd SR ST NG, GRIAZTT Ao SR [Galoiw, B~ ST 3e
oG, 3o, e @A N @ (NI NI 6 STTLTT |
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FJj 5T Ter e

>, IeS [ 0o I @RI?

2. Ifes Rer af oD ¢ (@Frorma STt = 4 FE—TRT F |

o, R I9gHTR 4R ST 3 |

8. ‘o (Foimd L& [@F T GR A ANE AfFACd e [ dfew qeer-SnraerR
HICEToAT PP |

¢. oorw g CEGH [oem =ce I @Rme

Y., e (Tl ROTT dor® ¢ fefenm et o Taed S FF @R JeE-7[4r ofve
A2

q. fefEbR 9ot g =R a3 FIoFeiE 2P [ —JERPICI TR I |

b.  OrF RN GEPTR TGS [Rifee Sceive e |

5. o5 [era ¢ FGET [eted FFce F @RIE?

0. QI G0 ~Afb® ANTEGF @ Thw FEiva T @k 7Eifbe T IR 76 IO
TRl SR ARBIETT Sl 2 5] B |

. IR e FICPH T2

3. IR A (RAPTIR SICTIOAT T |

50,  (VRIZT PR IR T TARL SARIDTR ST TP |

8. o @ fUfEbr Reieitas JfTR o <o |

= Kotler, P., & Armstrong, G. (2016). Principles of Marketing (16 ed.). Pearson Education.

= Kotler, P., & Keller, K. L. (2016). Marketing Management (15e ed.). Pearson Education.

= McCarthy, E. J., Shapiro, S. J., & Perreault, W. D. (1979). Basic marketing.lrwin-Dorsey.

Ramaswamy, N. (2009). Marketing Management—Global Perspective, Indian Context (4e ed.). Macmillan
Publishers India.
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