	Course title
	Sales Management

	Lecturer
	dr hab. Ryszard Kłeczek, prof. UE

	Level
	bachelor

	Length
	30 / L: 15, W:15

	Type
	major course

	Form
	lecture and  workshop

	Content
	1. How the sales activities contribute to business value creation? 

	
	2. Sales costs: salesperson cos vs customer cost. Direct sales costing. 

	
	3. Sales controlling: the use of financial measures in assessing the effectiveness of sales activities. Hierarchy of financial measures in controlling. How change of financial measure influence behavior in business?   

	
	4. Sales controlling: the use of non-financial measures in assessing the effectiveness of sales activities.   

	
	5. Incentive  system in sales department. What measures are good candidates to be KPIs? 

	
	6. Relationship between incentive system of salespeople and other participants of the processes of value creation (sales manager, product manager) in the company. 

	
	7. Sales activities that affect the value drivers. Asset changes. Institutional changes.  

	
	8. Budgeting of sales activities. How to set analysis to make budgeting possible? The use of activity based costing in sales budgeting. 

	
	9. Effectiveness of customer service. Non-financial and financial measures to control effectiveness of customer service. Bad vs good clients.

	
	10. How new products influence sales performance and business value? How do they contribute to sales effectiveness? Sales vs. open innovation ecosystem’s contribution to new products introductions. 

	
	11. How to control product descriptions and presentations? What is the purchase motivation in business buying? The buying centers in business purchasing. Modification of traditional formula: “features->benefits” into: “phf->nfvd[xunits]->fvd[x$]” in business presentations. Technics of business presentations’ content analysis.

	
	12. Time and territory management. Territory setting. Buyers analysis and goals setting. ABC analysis in time and territory management.

	
	13. Sales process vs operational cycle in enterprise. Elements and measures of operational cycle. How sales process influences the operational cycle?

	
	14. E-selling and e-marketing. Website analysis for website usefulness evaluation. Elements of e-commerce website.

	
	15. Resume: How the sales activities contribute to business value creation? How to control the contribution?

	Prerequisites
	· English language proficiency

	Learning outcomes
	Knowledge: students know model of sales process contribution to business value.

	
	Skills: students are able to formulate and solve the sales management  problems.

	
	Competences: students are able to discuss both problem and solutions in sales management.

	Selected literature
	1. Futrell Ch., Sales Management, Dryden Press 1994.

	
	2. Holmes G., The Sales Manager's Profit Planner: Planning and Controlling the Selling Function. Butterworth-Heinemann, 1991

	3. 
	4. Kłeczek R., NPV-relevant product description and b2b marketing contribution to value creation, “Management and Business Administration Central Europe” 2014, nr 4, s 109-117 (pdf)

	
	5. Horton D., Coaching Decoded! A Practical Guide for Managers, http://blogs.terrapinn.com/total-learning/files/2012/04/Huthwaite.pdf

	
	6. Huthwaite: Measuring sales effectiveness, http://www.ventes-marketing.com

	Teaching tools
	lecture, practical examples, case studies, group discussion

	Form of examination
	individual assignment


