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Course Name ! SALES FORCE MANAGEMENT

Course Code 3 MBA8133
Course Level 3 2

Credit Units 3 3
Contact Hours 3 45
Course Description

Sales Force Management exposes the student to the theory of selling and the selling environment that the
prospective salesperson will operate in. The course highlights the value underpinning the development of long:
term partnerships with customers. Emphasis is placed on managing the sales force, communication, planning, anc
training the sales force. By applying the tools and techniques presented in this course, students will benefit by
increasing their managerial skills of the company sales force. Additionally, students become proficient in creating
effective sales appointments, achieving higher revenues, increased order values and creating beneficial long-term
relations with current and prospective company customers.

Course Objectives
The course aims at achieving the following objectives:
i)  To familiarize students with the theory, principles and strategies of the sales function.
ii) To develop students’ ability to plan, organize and control sales force activities in an organization.
iii) To aid students in obtaining proficient knowledge in selling and leadership qualities necessary for the
sales manager’s job.
iv) To enable students adopt a customer orientation necessary for the effective and efficient management
of an organization’s sales force function.
v) To enable students appreciate the emerging changes in sales force management in a rapidly changing
selling environment.

Learning Outcomes
Undertaking the Selling and sales force management course will prepare students to;
i) Take on responsibility at a managerial level and lead sales teams to achieve specific sales goals.
ii) Apply the different selling techniques in the organization.
iii) Build long-term and renewable relationships with company clients.
iv) Promote and sell company products both locally and internationally.
v) Understand the nature of sales teams and how these teams are built.

Method of delivery:
This course will be offered using both physical and online classes. The course will mainly be conducted using
case studies. Other methods to be used include;

e Lectures

*  Group discussions and presentations

e Guest speaker session

Mode of assessment

Course work will carry 40%
Final written examination 60%
Total 100%

The pass mark of this course unit is 60%.




image2.png
Course details

Topic

Details

Duration

Week

1) Introduction:  Selling
in perspective

Definition of Personal Selling

Types of customers

Product Levels

Roles of Sales People

Careers in Sales Force Management

3 Hours

2) Personal Preparation
for selling

o Qualities of successful salespeople
« Knowledge required by salespeople
Listening: A required skill

2 Hours

3) The
environment

selling

The trends affecting salespeople
Information Management as an adaptation

2 Hours

283

4) Understanding buyer
behaviour

Types of buyer behavior

Differences between consumer and organizational
buyers

Factors affecting buyer behaviour

The Buying Decision Process

The Decision Making Unit (DMU)

3 Hours

384

5) The selling process

Prospecting and qualifying stage
Pre-approach stage

Approach stage

Presentation and Demonstration stage
Handling of Objections stage

Closing a sale stage

Follow up stage

3 Hours

6) Negotiation

Kinds of objections

Identifying and dealing with the prospect's key
objection

Negotiating with prospects and customers

Planning for objections

Specific techniques for negotiating buyer objections
A major nemesis: price resistance

4 Hours

687

7) Organizing the sales
effort

Sales Organization purpose
Setting up a sales Organization
Sales organization structures

2 Hours

8) Job analysis and
Hiring sales
personnel

Who is responsible?

Job analysis and determination of selection criteria
Recruiting applicants

Selection procedures

3 Hours

9) Training the sales
force

Building sales training programs
Defining training Aims

Deciding training content
Selecting training Methods
Philosophies of sales training
Organization for sales training
Evaluating sales training

6 Hours





image3.png
10) o Interdependence and Motivation 4Hours |10
otivating and e Motivation and Leadership
Compensating sales | e Motivation and communications
force * Devising a good compensation plan
* Types of compensation plans
11)  Evaluating and | e Establishing performance standards, 4 Hours 1"
controlling sales force | e Recording performances
* Evaluating performances against the standards,
* Taking action
12)  Time and | e Self-management 4 Hours 12
Territory « Effectiveness and efficiency
Management o Activities sales of salespeople
o Setting priorities
* Account and territory management
* Working smarter
13)  Automating the |e E Selling and Customer Relationship Management | 3 Hours | 13
sales force (CRM).
* Mobile marketing
Total 45Hours | 13
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