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Personal Selling and Salesmanship: Concept and
Importance
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= % Jfes f@Fw 77ifFe 47l (Concept of Personal Selling)
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American Marketing Association (AMA) R#tHa @ 1gGel miF IRACR S =& “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” ¥R GEF [GET ZCE FWIRT (@OTF AT A CRT G TS A T
T4 & Bieere efe w2l RKeerera g Iififens of < ai gret aafs e qr=el |

Philip Kotler & Gary Armstrong 9 09, “Personal selling is any form of personal
presentation by the firm’s salesforce for the purpose of making sales and building customer

relationship.” IR Gfes [ew 2o afsdim ag T3 e TAgHT 717 Sy zenfRes
FIE T 4T Q3 (@OIF AL JIARE T2 0T CSIeT |
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i@ fiet 3=ifF© qi=FEr (Concept of Salesmanship)
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Pollai and Bagavathi R@GReeR @ Gl awiq R ©F =, “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.” S [Tl 20T [Hrerer F9 R© AR A FRY (FOT O W T @R
RS A9 1 O TR #HTF Prale QR0eH &) A 3 |

Garfield Blake-99 TS, “Salesmanship consists of winning the buyer’s confidence for the
seller’s house and goods, thereby winning a regular and permanent customer.” R
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Refzet: T, fais Fif% ¢t (Salesmanship: Art, Science or Profession)

AR, AETH (IR WS MY ASF &S A (@A AN FANFS ARSI FeT FoTl 2 |
ISR T dfser fefare 2@ g Rl ewrea e Sz 31 oo wfewstarsm e
ST Al I AT | @F R (@ Rerwons w1 Zens wiie w6 I =kw @ @@
T Prefie @ e wE | Aokeeorss e Rene @ 21, s Reerd sout g
e «ae @ 7= ~fsifere 27 | Sfies, Qe S, SHwIR & ¢ e affrwea fafere et g
T | (T8 TRCae [RGRTSIE (I FeT J1Y | o ReReols Fel, @[ 8 ([ sTfTe Fof @1
|

FEFG - Sbrq



GIHGART (e

Jfes ey ¢ RGReor aremre (Importance of Personal Selling and Salesmanship)
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Qualities of Salespeople and Personal Selling and
Salesmanship: Bangladesh Perspective
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= % fReraadig wai<E (Qualities of Salespeople)
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Personal Selling in Bangladesh)
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. W@ Reredia s (Lack of Qualified Salespeople): ‘R&d et 7@ =& &= d=el
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