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This course will enphasize a. conceptual understa,nding of the
Sal es Managenent function. Subject areas will include: the
manager *s role in marketing, evaluating the sal esperson,
adm nistering territories, neeting quotas, forecasting, planning
and controlling sa.les. Case studies will conplenent the above
topics. The focus of this course will be to |learn how to apply
the principles of managenent to all business situations through
the sales force. Many of the principles learned in business
policy will apply to this course.

METHOD OF ASSESSMENT (GRADI NG METHQOD)

Two tests ~ 30 each. . . . . . . . | 60"

A case study (due Feb 26) 307
Case 6-2 page 209-210
"Cable Inc.: Controlling Sales Force E”"iorts”

Assignnents. . 10n

A conprehensive final examnation is to be witten hy those
students who wish to inprove their grade. This test will replace
the | owest grade received on the tests witten during the year and
will also carry a weighting of 30". Student who mss a test for
any reason will be required to wite this conprehensive test.
There will be no supplenental test given during the year.

TESTS AND EVALUATI ON | NSTRUMVENTS

Since marketing is a comunication subject, one halJf of your
tests will be in essay format. You will be expected to present
your essay material in a gramaatica.lly intact form You wll be
permtted to have a. dictionary with you during during tests-

The cases ana.lysis should be conpleted by answering the
guestions at the conculsion of the case rather than the full
formal case analysis format - These questions should be answered
in detail and supported with rationale found in this or other
t ext books-




- 5-

GHADI NG

A+ (90 - 100;7) Consi stently outstanding

A (80 - 897) Qut st andi ng achi evenent

B (65 - 13%) Consi stently Above Average Achievenent

C (55 - o' Satisfactory or Acceptabl e Achi evement

R (under 55%) Repeat . The objectives of the course have
not been achieved and the course nust be repea.ted.
Ti ; XTBQQK( 3) :

Sal es Managenent text with cases, Rolph E. Anderson, Joseph F.
Hair, Jr., Random Hou' se (1983)

TI ME FRAME FOR COURSE MATERI AL

Subj ect to change, the following is the proposed weekly schedul e
wnich will he included in the instructions. They are not
necessarily the only subjects taught but rather the nmajor areas to
be covered and are presented to indicate the overall genera.l
direction of the course. Specific | earning objectives are
included in the textbook at the beginning oi each chapter.

Vi eek Chsi.pter
| ,2 Pr of essi onal Sal es Mana. genent 1+
3 I ntegrating Sales and Marketing 2
4 Consumer Behavi or and Sal es Mana. geci ent 4
5 QOrga. ni zati onal Buyer Behavior And Sal es [-|anagenent 5
6,7 Organi zing the Sales Force 6
8 Recruiting and Selecting the Sales Force 7
9 Trai ning the Sales Force 8
10 Time and Terrirory M. na.genent 10
Il Compensating the Sales Force 11
12 Motivating ana Leading the Sales Force 12
13f 14 Measuring and Evaluating Sa.les-Force Performance 14

15 Revi ew



STUDKNT GOALS

The student will be expected to acquire the know edge and skills
of the following topics to the extent to the extent indicated
under the sections Method of Assessnent, Tests and Eval uation

| nstrunents and G adi ng.

The scope and evolution of sales managenent.

The responsibilities of sales managenent.

Criticisns of sales managers.

B L0 b

Marketing vs Gales Orientation

5- The devel opnent path for sales nmanagers and the iraplica.tions
of managerial inconpetence-

6. The t]arly Identification of Managenent Tal ent nodel .

7« The characteristics which determ ne managerial style and
devel op manageri al interpersonal effectiveness.

8. The intgration of sales nmanagenent wth marketing managenent

9. The role of field marketing versus headquarters narketing.

10. The evolution of na.rketing

11 . Traditional and universal ma.rketing functions and strategic
pl anni ng.

12. A review of ma.rketing controllables and uncontrol | abl es.
13* A review of the marketing m x.

14- The inportance of understanding the nature of the custoner
and hi s/ her behavior.

15- A review of marketing classification of products.

16. The consumer decision nmaking process, life styles and the
consumer buyi ng process.

17- The theories of post purchase eval uation.

18. Consuner buying situations

19. Consuner buying influences (Internal and external)

20. The nature and characteristics of orginizational na rkets.

21. The industrial buying process.
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Segmenting industrial markets

The nature and needs of reseller markets and government
mar ket s.

The need for organizational structure and design.
Mechani stic versus organic structures.

The basic types of organi zational structure.
Formal versus informal organizational structure.
The evolution of sales departnents.

The characteristics of a. sound sa.les organization

The nature of recruiting and selection and the various types

of sales positions a.vailable.

The process of recruiting and selection.

The inportance of training.

The evolution of sales training prograns.

The assignnent of sales training responsibility.
Designing and inplenmenting the sales training program
Continuous training, retraining and executive training.
The reasons for setting up territories.

The procedure for setting up territories.

Revising territories.

Ti me managenent for the sal esperson ana the sales manager.
The various types of conpensation plans.

The effectiveness of conpensation plans.

Wiy sal espeople are dissatisfied with conpensation plans.

How to devel op an effective conpensation plan-

The inpact of changing nmarket conditions of the conpensation

pl an.



e
46. Conpensating sal es managers

47+ Proper cqgntrol of expense a.llowances and fringe benefits.
48. The inportance of notivation.

49. The theories of notivation.

50. Mptivational tools.

51 - P leetings

52. Pronotiona.l opportunities.

53- Leadership and |eadership theories

54- The basics of transactional analysis.

55" I mproving communications.

56. Measuring and controlling sales force perfornance.

57. Sales force evaluation nethodol ogy.

58. The sales audit.



