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INTRODUCTION

Welcoming Comments: 
I am excited to welcome you to Sales Panning MKT 416. Together, we have a very exciting learning opportunity ahead of us. 

You will also benefit from team participation and the immediate application of your knowledge to selling a product or service for an actual company. The excellent textbook materials, the support of a top University, and the participation of highly motivated students make for a winning learning experience. I look forward to working with you to help you achieve success.

The learning outcome of this course is to provide you with a solid foundation and understanding of sales planning and hands on experience solving marketing and a sales problem. 

With warm welcome,

Sincerely Yours,

Dr.Rashad
	Course Name
	SALES PLANNING

	Course Code 
	MKT 312

	Number of Credits
	3

	Prerequisite
	MKT 221


	COURSE INTRODUCTION 

	This course is designed to equip students to understand the importance of sales personnel in convincing the customers to realize sales of goods and services vital for the company’s revenue generation. It aims to make the student understand various issues of sales management viz: interrelationship between the personal selling and marketing programs, organizing the sales efforts both within and in relation to the distribution network, analyze the sales executives primary responsibilities to sales force and finally to know how to control sales efforts. The course also includes understanding of sales budgets, quotas, territories and sales to cost analysis which help in measuring the performance of the sales force. Emphasis is laid on the role of sales force management in the international scenario in today’s competitive marketing environment in both consumer and industrial markets. In the end the student is equipped to plan and manage personal selling activities for a company.


	COURSE LEARNING OUTCOMES

	At the end of the course, the student will be able to 

LO1 Identify and explain basics of personal selling and its relationship with marketing strategy.

LO2   Understand how to organize the sales efforts in an organization.

LO3   Understand the methods of controlling sales force  for evaluating their performance


	COURSE CONTENT

	· Creating the Sales force

· People, Process, Technology and Performance

· Hiring the best and terminating the rest

· Training for results

· Sales force compensation

· Strategy and the firm

· Sales force organization and Architecture

· Direct marketing
· Motivating salespeople

· Perfecting the Program

· Performance evaluation

· Sales force automation


	ACADEMIC STRATEGIES

	· Lectures 

· Group Discussions 
· Assignments
· Role plays project 
· Industry inputs 


	CORE TEXT

	· David Jobber, Geoffrey Lancaster, 7E, (2006), Selling and Sales Management, Prentice Hall, ISBN NO 9780273695790




	REFERENCE BOOKS

	· Charles Futrell: 4thinternational edition, Sales Management, Dryden, New York.

· Churchill, Ford Walker, Johnston, Tamer: International Edition, Sales Force Management, McGraw Hill.

· Geoffey Lancaster & David Jobber (1998) Selling and Sales Management, Macmillian

· Richard H Buskirk, Bruce D. Buskirk, Selling Principles & Practices, McGraw Hill, USA

· Karl F. Gretz, Steven R. Drozdeck, Walter J. Weisanhutter, Professional Selling – Consultative approach, Irwin, London

· Johnson E. M., David L Kurtz, E. E Scheuing Sales Management Concepts & Cases,: McGraw Hill.




COURSE POLICIES

	ATTENDANCE

	Attendance is mandatory in all classes held during the conduct of a course. Absence from class/es prevents a student from getting full benefit of a course. In many courses, absence also disadvantages many or all other students in the class. Accordingly, absence can result in lower grades due to missed assignments, quizzes, exercises and examinations. 

 

The minimum attendance required for a student to appear for the final examination in a course is 75% of the total credit hours allocated to a course. The college acknowledges that individual circumstances may prevent a student from attending a class or classes. It is the college’s policy to excuse the absence of students that result from the following causes: illness of the student, accident, death in family, participating in college activities, at the request of the college authorities and compelling circumstances beyond the student’s control. However, the minimum attendance required for a student to appear for the final examination cannot fall below 50% of the total hours allocated to a course with excused absence 

The student is responsible for all materials covered and announcements made during his/her absence. Students claiming excused absence must apply in writing and furnish documentary support of their assertion that absence resulted from one of the above causes.

 

Enforcement of the class attendance policy lies with the faculty. However, the decision of a faculty to withdraw a student from class due to poor attendance must be approved by the Dean of Academics.




	ACADEMIC DISHONESTY

	 Any attempt by students to copy from other student’s works (cheating) or lifting the material from published or electronic sources (plagiarism) would be considered as dishonesty. It may result in oral/written warning to cancellation from module depending upon the severity of the case.




	NON-SUBMISSION PENALTIES

	For violating pre-specified deadlines, following penalty will be applied:

· Work received one day later will attract 10 % penalty

· Work received two days later will receive 20 % penalty

· Work received three days later will receive 50 % penalty

· Any work received after the third day will not be graded
 


MODE OF ASSESSMENTS

	Continuous Assessment                                               

	Quizzes/ Class Tests

	Assignment/Presentation

	                                                                                      : 30%

	Role Play Project/Class Participation                         : 15%

	Attendance                                                                   :   5%

	Mid-Term Examination                                                 : 20%

	Final Examination                                                         : 30%

	Total                                                                              : 100%


	GRADES

	A

: 90 % +    

B                          
: 80 – 89  %                  

C                          
: 70 – 79  %

D                          
: 60 – 69  %

F                          
: < 60       %




	CLASS SCHEDULE
	MULTIMEDIA &VIRTUAL LIBRARY SOURCES

	WEEK 1 
	Chapter – 1 Development and Role of Selling in Marketing
	Videos:

· Sales and marketing

	WEEK 2
	Chapter – 2  Sales Strategies
	· http://www.marketingpower.com
· www.ebsco.com
· www.emeraldinsight.com

	WEEK 3
	 Chapter – 3  Consumer and Organizational Buyer Behavior
	Videos:
· Consumer Behavior

	WEEK 4        
	Chapter – 4 - Sales Settings

Quiz – ONE    2.10.2011
	· www.ebsco.com
· www.emeraldinsight.com

	WEEK 5 
	Chapter – 5 International Selling
	

	WEEK 6
	Chapter – 7 Sales Responsibilities and Preparation
	

	WEEK 7
	Chapter – 8 Personal Selling Skills
	Videos:
· Effective selling

	WEEK 8
	Chapter – 9- Key Account Management
	

	WEEK 9  
	MIDTERM EXAMS  13.11.2011
	

	WEEK 10
	Chapter – 11 Direct marketing
	

	WEEK 11
	Chapters – 13- Recruitment and Selection
Quiz two 20.11.2011
	· www.ebsco.com
· www.emeraldinsight.com

	WEEK 12
	Chapter 14 Motivation and Training

	

	WEEK 13
	Chapter – 15- Organization and Compensation
	

	WEEK 14
	Revision  Last Class Day 18- 22 .12.2011
	

	WEEK 15
	Final Exam 25-29.12.2011
	


Learning Outcomes matrix
	
	
	QUIZ-1
	QUIZ-2
	Home Assignment
	Project Role Play
	MID TERM
	FINAL EXAM
	Total

Marks

	LO1
	Knowledge
	5%


	5%


	4%
	3%
	5%
	10%
	32%

	LO2
	Comprehension
	5%
	5%


	4%
	3%
	5%
	10%
	32%

	LO3
	Application
	
	
	2%
	9%
	10%
	10%
	31%

	Assessment Tools Total weight
	10%
	10%
	10%
	15%
	20%
	30%
	95%
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