ADVERTISING,
SALES PROMOTION
AND PERSONAL SELLING

Text and Cases

Dr. S.L. Gupta
Dr. Niket Mehta
Utkarsh Gupta




Dr. S.L. Gupta
Professor
Birla Institute of Technology (Deemed University)
Mesra Ranchi, Noida Campus
Dr. Niket Mehta
Assistant Professor
Birla Institute of Technology (Deemed University)
Noida Campus
Utkarsh Gupta

Al and ML Specialist
LatentView Analytics, New York

Sery;,
\"(\e Ioe

@ :. oo .: gr\
g~ B o
(] o
A -
© |SUTANI &
% o
N\
O' 1950 °

Sultan Chand & Sons®

Educational Publishers
New Delhi



SULTAN CHAND & SONS®

Educational Publishers

23, Daryaganj, New Delhi-110002

Phones : 011-23281876, 23266105, 41625022 (Showroom & Shop)
011-23247051, 40234454 (Office)

E-mail : sultanchand74@yahoo.com; info@sultanchandandsons.com

Fax : 011-23266357; Website : www.sultanchandandsons.com

First Edition: 2025
ISBN: 978-93-49290-36-5 (TC-1320)

Price: ¥ 495.00
EVERY GENUINE COPY OF THIS BOOK HAS A HOLOGRAM

In our endeavour to protect you against counterfeit/fake books, we have pasted a copper hologram over the cover
of this book. The hologram displays the full visual image, unique 3D multi-level, multi-colour effects of our logo
from different angles when tilted or properly illuminated under a single light source, such as 3D depth effect,
kinetic effect, pearl effect, gradient effect, trailing effect, emboss effect, glitter effect, randomly sparking tiny dots,
micro text, laser numbering, etc.

A fake hologram does not display all these effects.

Always ask the bookseller to put his stamp on the first page of this book.

All Rights Reserved: No part of this book, including its style and presentation, can be reproduced, A
stored in a retrieval system, or transmitted in any form or by any means—electronic, mechanical,
photocopying, recording or otherwise without the prior written consent of the publishers. Exclusive
publication, promotion and distribution rights reserved with the Publishers.

Warning: An unauthorised act done in relation to a copyright work may result in both civil claim for
damages and criminal prosecution.

Special Note: Photocopy or Xeroxing of educational books without the written permission of publishers
is illegal and against Copyright Act. Buying and Selling of pirated books is a criminal offence.
Publication of a key to this book is strictly prohibited.

General: While every effort has been made to present authentic information and avoid errors, the author
and the publishers are not responsible for the consequences of any action taken on the basis of this
book.

Limits of Liability/Disclaimer of Warranty: The publisher and the author make no representation
or warranties with respect to the accuracy or completeness of the contents of this work and
specifically disclaim all warranties, including without limitation warranties of fitness for a
particular purpose. No warranty may be created or extended by sales or promotional materials.
The advice and strategies contained therein may not be suitable for every situation. This work
is sold with the understanding that the publisher is not engaged in rendering legal, accounting,
or other professional services. If professional assistance is required, the services of a competent
professional person should be sought. Neither the publishers nor the author shall be liable for
damages arising herefrom.

Disclaimer: The publishers have taken all care to ensure highest standard of quality as regards
typesetting, proofreading, accuracy of textual material, printing and binding. However, they
accept no responsibility for any loss occasioned as a result of any misprint or mistake found in
this publication.

Author’s Acknowledgement : The writing of a Textbook always involves creation of a huge debt towards
innumerable authors and publications. We owe our gratitude to all of them. We acknowledge our
indebtedness in extensive footnotes throughout the book. If, for any reason, any acknowledgement
has been left out we beg to be excused. We assure to carry out correction in the subsequent edition,

\_ as and when it is known. Y,

Printed at: Raja Offset Printers, Dilshad Garden Industrial Area, Delhi - 110095



In today’s dynamic and competitive marketplace, the art and science of advertising, sales promotion,
and personal selling have never been more critical. This book is a comprehensive guide designed to
provide readers with a deep understanding of these essential components of marketing.

Advertising, sales promotion, and personal selling are not just about pushing products or services
to consumers; they are about creating meaningful connections, building brand loyalty, and driving
sustainable growth. Each chapter in this book delves into the strategies, techniques, and best practices
that have been proven to work in various industries and markets. By exploring these topics in — depth,
readers will gain valuable insights into how to effectively communicate with their target audience and
achieve their marketing objectives.

The journey of compiling this book has been both challenging and rewarding. It involved extensive
research, numerous interviews with industry experts, and a thorough analysis of successful campaigns
and case studies. The goal was to create a resource that is not only informative but also practical and
actionable. Throughout this process, I have been continually inspired by the creativity and innovation
demonstrated by professionals in the field.

Whether you are a student, a marketing professional, or a business owner, this book aims to equip
you with the knowledge and tools needed to excel in the fields of advertising, sales promotion, and
personal selling. I hope that the insights and examples provided will inspire you to think creatively and
strategically about your marketing efforts. By applying the principles outlined in this book, you will
be better prepared to navigate the complexities of the modern marketplace and achieve lasting success.

As marketing expert Seth Godin wisely said, “By definition, remarkable things get remarked upon”
[Venture Harbour.com]. This quote underscores the importance of creating standout marketing strategies
that capture attention and leave a lasting impression.

We would like to express our gratitude to all the contributors, reviewers, and mentors who have
supported this project. Their expertise and feedback have been invaluable in shaping the content of this
book. We are also deeply appreciative of the time and effort invested by the many professionals who
shared their experiences and insights, helping to enrich the material presented here.

Thank you for choosing this book as your guide. We are confident that it will serve as a valuable
resource in your professional journey. As you explore various aspects of advertising, sales promotion, and
personal selling, we encourage you to remain curious, open-minded, and committed to continuous learning.
The marketing landscape is ever-evolving and staying informed and adaptable is key to staying ahead.

Dr. S.L. Gupta
Dr. Niket Mehta
Utkarsh Gupta
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