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1.COURSE DESCRIPTION            
This course is designed to introduce students to the complete terminology, concepts, and practices of contemporary sales management as applied in a variety of business and non-business settings.  This course will provide the foundation and important overview students will need for further study and experience interacting in the sales setting.  Participating in, or leading a sales force ability has been acknowledged as one of the most important abilities for success in these days.  Competence in the world of sales and marketing management, advertising, planning, research,  analysis and results is in fact a demonstration of individual abilities: knowledge, diction, analytical ability, comprehension, concentration, strategic thinking and both intellectual and emotional intelligence. Starting from sales executive to sales manager, the most important role is to get more sale of product or services ( as a mater of fact; AT THE END OF THE DAY EVERYBODY IS A SALESMAN) Marketers establish relations with other organizations, groups, and individuals, this requires an ample knowledge and experience in management, communication activities, development of strategies and action plans based on them, preparing reports,  doing research,  bringing new ideas, and facing all competitors.
2. OBJECTIVES:
a.General: 
This course aims at developing skills in personal selling and the management of a sales force.  Emphasis will be made in developing selling and marketing abilities through practical group work 

b.Specific:  
1. To appreciate the importance of sales in marketing and management in the organization (business world) developing an understanding of marketing/built attraction concepts, principles, theories and problems.

2. To develop the ability to sel professionally and effectively in order to ensure the realization of desired goals.

3. To understand marketing & management.
3. COURSE CONTENT OUTLINE
	DATES & SESSIONS
	SPECIFIC COMPETENCIES 
	CONTENTS
	NON CONTACT HOURS
	ASSESSMENT

	
	After a slight Introduction of Subject

Class will get a complete Idea what is the first requirement of sales consultants in 21st century.

	Subject(s) to be covered
	Assignment & number of allotted pages-specify pages
	

	Sessions 1 and 2
Oct 29, 30

	
	Course Overview
Self & Other Management

	Skim entire text
	Categories of people

	Session 3

Oct 31

	
	Personal Selling
Communication Styles
	p. 4-27 (23)
	How I can be a best individual

	Session 4

Nov 1

	
	Personal Selling Opportunities
Presentation Strategies
	p. 29-49, (10) Case-p.49
	Case Studies

	Session 5

Nov 5


	Sales stating objectives, both general and specific and skills and learning experiences, responsibly and according to developmental stage
	Same
	Role-play
	

	Session 6 

Nov 6


	
	Creating Value
	p. 52-76 (24)
	Case Studies

	Session 7

Nov 7
	
	Creating Value
	
	

	Session 8

Nov 8
	
	Ethics
	p. 77-96 (19)
	

	Session 9

Nov 12
	
	Ethics
	p. 77-96 (19)
	how far my analysis can be

	Session 10

Nov 13
	
	Evaluation
	Quiz
	

	Session 11

Nov 14
	
	Product Strategy Development
	p. 100-116 (6)
	

	Session 12

Nov 15
	
	Product Strategy Development
	p. 100-116 (6)
	

	Session 13

Nov 19
	
	Adding Value
	p. 117-121, 123-146 (18)
	How much I use my brain and energy

	Session 14

Nov 20
	
	Adding Value
	p. 117-121, 123-146 (18)
	

	Session 15

Nov 21


	There will be no mid term test. “Will be of 1 or 2 practical tasks to achieve to be more creative such as sales or services with in uees.




	Product Selling Strategy
	p. 123 - 139
	

	Sesion 16

Nov 22


	
	Development of group project. 
	
	Team work

Strategy building

	Session 17

Nov 26
	Group work in progress.  Team work, planification and organization skills required to implement and follow the sales plan.

Investigation is required to complete the planification.
	Understanding buyer behavior
	p. 147 - 169
	

	Session 18

Nov 27


	
	Understanding buyer behavior
	p. 147 - 169
	how I can be best in public dealing

	Session 19

Nov 28
	
	Developing an qualifying a prospect base
	p. 171 - 190
	

	Session 20

Nov 29
	
	Developing an qualifying a prospect base
	p. 171 - 190
	First group report

	Session 21

Dec 3
	
	Approaching the customer
	p. 198 - 220
	

	Session 22

Dec 4
	
	Approaching the customer
	p. 198 - 220
	

	Session 23

Dec 5
	
	Management of Self
	p. 346 - 363
	

	Session 24

Dec 6
	
	Management of Self
	p. 346 - 363
	Second group report

	Session 25

Dec 10
	
	Communication Styles
	p. 369 - 388
	

	Session 26

Dec 11
	
	Communication Styles
	p. 369 - 388
	

	Session 27

Dec 12
	
	Management of the Sales Force
	p. 393 - 408
	

	Session 28

Dec 13
	
	
	
	Final group report

	Session 29

Dec 17
	
	
	
	

	Session 30

Dec 18
	The final examination will contain descriptive / objective questions.

Evaluates educational processes based on criteria, indicators and quality standards for accountability.


	
	
	Final Exam


4.METHODOLOGY
Activity Assignments to be given a class earlier or to be done in the class

· Class decorum and consideration for other student class needs is advised

· Punctuality for class attendance stressed

· Healthy participation in class discussion is essential.
· Some business and market background is a pre-requirement for this course.

· Complete  the required readings on each topic (day to day).  You should come to class having all ready completed the readings of the assigned material. 
· Passing 1 examination, i.e. practical activity & end-term

· Completing all assignments and activity exercises

· Taking and passing all tasks / class room activities, etc.

5. ASSESSMENT
A. CLASSROOM POLICIES

1. No cell phones, pagers or other electronic devices are allowed to be turned on during the class session without instructor permission.

2. No food or beverage except water is allowed in the class session.

3. Attendance policy complies with UEES rules and regulations.

4. Late arrivals, early departures, and absences will be penalized with deducted percentage points for the student’s participation points total.  See the above Evaluation section for details.

5. All assignments must be submitted on the date due.

6. There are no makeup presentations and examinations.

7. Attendance and participation are essential to this course. Each student is expected to read the textbook, study the applicable material, and prepare all assignments in order to participate fully in class discussions.

8. All papers are to be written in according with American Psychological Association (APA) formatting and citations. 

9. Plagiarism will not be tolerated in any form. Zero points will be given for a first and second offense. Third offense will result in failing the entire class.

10. Students can expect that assignments will be given from the text, internet, various publications and may include interviews in individuals.

B. ASSESMENT
· Home assignment will be either in the form of case study about which student will render their views, observations or conclusions or in the form of short descriptive questions or business market news of practical nature.

· Assignment are to be rendered on A4 size sheets giving name Reg. #, course number group name and are to be submitted within when asked.

· There will be no mid term test. “Will be of 1 or 2 practical tasks to achieve to be more creative such as sales or services with in uees.

        The final examination will contain descriptive / objective questions,  and will be of two 80 min duration.

C. GRADING PLAN



Class room activities

20 %



Final Term



30%



Main Course Project

30%



Homeworks 
& Quizzes
          20%








        100%


Main Course Project

You will become a sales representative within a sales team ( Class Group ) for a local organization (created by the group) in which you will be selling goods or services for that organization. (Practically inside UEES ( for out side you have to talk to course instructor in advance ) for one complete week), during this period, you will experience the selling process, develop and use your selling skills.

For the purpose of this project, you will report to a Sales Manager ( Group Leader ) who will be reporting to the Marketing Manager (the Course Instructor).  The Sales Manager will assign you a call list (names and contact information of potential customers) and you will be evaluated on the basis of a sales quota.    The Sales Manager then will show sales and progress reports and project status to the Marketing Manager (the course instructor).

You will be required at the end of the course to submit a written report and make an oral ( in focus presentation, real time sale movie shots, snaps, interviews of customers, surveys ). The more enthusiasm you will show the more creative you will be the more you will learn and more marks you will get. The written report will include a general discussion of the selling. This should include but not limited to (1) Prospecting, (2) Sales Approach, (3) Sales Presentation, (4) Sales Demonstration, (5) Negotiations and Objections, (6) Closing, and (7) Servicing the Sale.  The written report should be at least 10 pages.
6. BIBLIOGRAPHY

MAIN TEXTBOOK:

Manning and Reece; “Selling Today: Creating Customer Value”; Pearson/Prentice Hall, 9th edition. 
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