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CURRICULUM

	Academic subject:
	
	Sales Management

	Subject code:
	
	B33834O0540

	Educational and qualification degree:
	
	Bachelor

	Status of the course:
	
	Optional

	Field of higher education:
	3.
	Social, Economic and Law Sciences

	Professional:
	3.8.
	Economics

Economics taught in English

	Specialty:
	3.8.34.
	Marketing and Strategic Planning

	Faculty:
	
	Management and Administration

	Department:
	
	Marketing and Strategic Planning

	Total student academic load (average classes per course):
	
	60 (30/30)

	Non-contact student academic load
	
	90

	Credits:
	
	6

	Lecturer of the course:
	
	Assoc. Prof. Krasimir Marinov Marinov, Ph.D.


ANNOTATION

1. The academic course ”Sales Management” starts from 2014-2015 academic year. It is to be taught to students of “Marketing and Strategic Planning”; professional field of study “Economics“ - Economics taught in English; educational and qualification degree of “Bachelor”.
Preparation for this course requires preliminary knowledge in university courses, taught during the first and second year of their study: Economics, Marketing, Planning and Forecasting, Statistics, Management, Sociology, Finance, Accounting.

2. Content of the course

Sales management consists of analysis, planning, implementation and control of sales activities. This includes formulation of goals and development of strategy for recruitment, training, motivation and appraisal of the company sales staff.

Study of sales management requires: on a first place, knowing activities of the sales process; and second, understanding mutual relationships in those activities and considering them as a system. Every activity in the sales management process needs to be performed in coordination to all other activities. This course provides knowledge for all forces that influence sales activities: factors on micro level and those on macro level; quantitative and qualitative factors.
The goal of the course is to master the sales management process, which consists of the following activities:

 Recruitment of sales personnel

 Training of sales personnel

 Compensation of sales personnel
 Motivation of sales personnel

 Organization of sales personnel

 Sales forecasting and planning
The goal of this course is to introduce strategic importance of sales management: its contribution for increase of sales, margin, market share, cash flow and return on investment.
3. Language of education: English 

CONTENT OF THE CURRICULUM
А. LECTURES
	№
	TOPIC
	Classes

	1
	INTRODUCTION TO SALES MANAGEMENT AND ITS EVOLVING ROLES 

 What is sales management?
 Types, titles, and hierarchical levels of sales managers
 Responsibilities and duties of sales managers
 Expanding roles of sales managers
 What qualities are needed to be a sales manager?
 Integrating sales management and marketing management
 Monitoring and adapting to the macro environment
 Information management tools
 How well are sales managers performing?
 Developing sales managers for the new millennium
	2

	2
	MANAGING ETHICS IN A SALES ENVIRONMENT
 What is business ethics?
 Salespeople are boundary spanners
 Applying professional sales codes of ethics
 Ethical philosophies and moral judgments
 Creating an ethical work climate
 Managing the ethical climate
 Legal considerations in the sales environment
 Practicing good ethics among the sales force
	2

	3
	CUSTOMER RELATIONSHIPS MANAGEMENT AND BUILDING PARTNERSHIPS 

 What is CRM?
 Relationship orientations and CRM
 CRM and repeat business
 CRM, customer loyalty, and lifetime value
 CRM and selling
 Technology and CRM programs
	2

	4
	THE SELLING PROCESS
 Updating the roles of salespeople
 What salespeople do: Stages of the personal selling process

 Prospecting and qualifying

 Planning the sales call (preapproach)

 Approaching the prospect

 Making the sales presentation and demonstration

 Negotiating sales resistance or buyer objections

 Confirming and closing the sale

 Following up and servicing the account
	3

	5
	SALES FORECASTING AND BUDGETING
 Sales forecasting and its relationship to operational planning

 Forecasting approaches and techniques

 Evaluating forecasting approaches

 Sales budget planning 
 Preparing the annual sales budget
	3

	6
	SALES FORCE PLANNING AND ORGANIZING
 Purpose and levels of organizational planning
 Sales management planning process
 Causes of unsuccessful planning
 Organizing the sales force
	3

	7
	TIME AND TERRITORY MANAGEMENT
 Improving sales productivity
 Establishing sales territories
 Setting up sales territories
 Revising sales territories
 Self-management
 Time management and routing
	3

	8
	RECRUITING AND SELECTING THE SALES FORCE
 Importance of recruiting and selection
 The recruitment process

 The sales force selection process
 Making the selection
 Sales force socialization
	2

	9
	TRAINING THE SALES FORCE

 Importance of sales training 
 Developing and implementing sales training
 Making training delivery decisions
 Choosing instructional methods
 Preparing, motivating, and coaching trainees
 Evaluating training programs
 Sales training challenges for global companies
	2

	10
	SALES FORCE LEADERSHIP

 Foundations of leadership
 Supervision, management, and leadership

 Leadership and power

 Applying classical leadership theories to twenty-first-century sales management

 Applying contemporary leadership theories to twenty-first-century sales management

 Other emerging issues in twenty-first-century sales force leadership

 Communication
	2

	11
	SALES FORCE MOTIVATION

 Foundations of motivation
 Applying contemporary motivation theories to sales management
 Using rewards and incentive programs for sales force motivation
 Sales force motivation strategies and tools
 Additional perspectives in twenty-first-century sales force motivation
	2

	12
	SALES FORCE COMPENSATION
 Sales force compensation plans
 Developing the compensation plan

 Advantages and disadvantages of different compensation methods

 Trends in sales compensation

 Expense accounts and fringe benefits
	2

	13
	SALES FORCE PERFORMANCE EVALUATION
 Sales force performance appraisal
 A contemporary approach to sales force performance evaluation
 Providing feedback and improving sales force performance
 Emerging perspectives in twenty-first-century sales force performance appraisals
	2


B. SEMINARS
	№
	TOPIC
	Student contact academic load (number of classes)


	Student non-contact academic load (number of classes)

	1
	Entry test for determination of the required preliminary level; distribution of individual assignments (students will be given the main titles and will be asked to make their own literature search); distribution of team assignment; clarification of the rules for presentations of individual and team assignments during the semester.
	2
	

	2
	Sales management and types of sales.

Students are expected to read respective literature and to be ready for discussion in the class.
	2


	5

	3
	Personal selling process.

Presentation of assignments and discussion of examples for actions at different stages of the sales process. Students are expected to read respective literature and to be ready for discussion in the class.
	6


	10



	4
	Sales forecasting and budgeting. 
Presentation of assignments and discussion of real business examples. Students are expected to read respective literature and to be ready for discussion in the class.
	5


	10

	5
	Sales force planning and organizing.
Discussion of real business examples. Students are expected to read respective literature and to be ready for discussion in the class.
	3
	3

	6
	Recruiting and selecting the sales force.
Presentation of assignments and discussion of real business examples. Students are expected to read respective literature and to be ready for discussion in the class.
	3
	7

	7
	Training the sales force.
Presentation of assignments. Discussion of examples for sales training methods. Students are expected to read respective literature and to be ready for discussion in the class.
	2
	8

	8
	Sales force motivation and compensation.
Presentation of assignments and discussion of real business examples. Students are expected to read respective literature and to be ready for discussion in the class.
	7
	22

	Note: Student non-contact academic load (number of classes) are 65 and not 90, as per approved curriculum, because 10 classes are intended for preparation of students for the Interim test at the end of the semester, and 15 classes are intended for exam preparation. The total of 65 classes for student non-contact academic load includes all classes, required for preparation of individual and team assignments.


method / teaching strategy
The teaching is done through the combination of lectures with seminars. During the seminar classes individual assignments are given to every student and their presentation is taking place. Students are also assigned bigger team projects in order to build and practice their teamwork skills. Team assignments are also discussed during seminars. Presentations are prepared and delivered in PowerPoint.
Required resources for classes are whiteboard and markers, PC and multimedia.
INDIVIDUAL ASSIGNMENTS
The connection with the practice is ensured by placing individual assignments to the students. Assignments are placed and defended during the seminars according to individual preferences and abilities of the students. Practical work is for a particular real business object. It is evaluated separately and there is a certain weight in the final assessment for the course.

ASSESSMENT METHODS
During the semester the students prepare ​​individual assignments, participate in team assignment and have to take an interim test. 

Assessment is done through an integral final grade which is based on the following elements:

 Presence and Active Participation of the student in classes – it is assessed on a 6-grade scale and its relative importance in the final assessment is 10%.
 Individual Assignment - it is assessed on a 6-grade scale and its relative importance in the final assessment is 10%.
 Team Assignment - it is assessed on a 6-grade scale and its relative importance in the final assessment is 20%.
 Interim Test - its relative importance in the final assessment is 20%.
 Final Exam – it is done during the session and its relative importance in the final assessment is 40%.

The formula for the final grade is as follows:

FG = 10%*PAP + 10%*IA + 20%*TA + 20%*IТ + 40%*FE
where

FG   = Final Grade


PAP = Presence and active participation in the class
IA     = Individual Assignment
TA    = Team Assignment
IT     = Interim Test
FE    = Final Exam
Note: Student is allowed to take the final exam only after completion of all other (listed above) requirements. Students are not released from the final exam. This approach is justified by the great importance of this course for building the students’ professional knowledge.
The final grade is a 6-grade scale. The minimum grade for the successful completion of the training is Fair /3/.
A compliance assessment with the European system of credit transfer is as follows:
	Excellent /6/
	Very good /5/
	Good /4/
	Fair /3/
	Poor /2/

	A
	B
	C
	D
	E
	FX
	F

	Credits are awarded as provided for in the plan
	No credits are awarded


EXPECTED RESULTS OF THE ACADEMIC TRAINING

The course Sales Management will give students possibility to acquire following knowledge and skills:

 What sales management is as a part of the marketing activities of an organization?

 What are the relationships between sales management and marketing and between sales management and the management of all other functions in a company?

 What the main activities in the sales management are, and what specific decisions are being made for a certain activity?

The knowledge and skills delivered by the course of sales management are part of the professional education of bachelors in Marketing and are required for education in Master’s degree.
DISSEMINATION OF THE COURSE
	Course
	University
	Country

	1. Sales Management
	ESADE / Ramon Llull University
	Spain

	2. Sales Management
	Athens University of Economics and Business
	Greece

	3. Sales Management
	Bocconi University
	Italy


TOTAL STUDENT ACADEMIC LOAD 

	Type of classes/academic load
	Overall student academic load
	Student academic load,

average classes per week
	Student non-contact academic load
	Total

	Lectures
	30
	2
	
	30

	      Seminars
	30
	2
	35
	65

	Laboratory training
	
	
	
	

	Practical training
	
	
	
	

	Term paper
	
	
	
	

	Individual assignment
	
	
	10
	10

	Team assignment
	
	
	20
	20

	Interim exam/test
	
	
	10
	10

	On-going assessment 
	
	
	
	

	Exam
	written
	
	15
	15

	Total
	60
	4
	90
	150
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