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I..ANNOTATION

ternatio

The purpose of the course is to build students' theoretical knowledge in sales management and
sales logistics. The curriculum examines sales management as part of the meaning and purpose of each
business unit in a market economy, expresses the marketing of the business enterprise and emphasizes
the place and role of the sales function in the management of the enterprise, the specificity and technolo-
gy of the types of sales, the stimulation of sales, and etc. It includes definition and determination of the
scope of sales logistics, examines in details its elements as well as its specifications in domestic and in-

nal environment.

The discipline forms practical skills in personal selling techniques, setting sales goals and quo-
tas, defining and following appropriate decisions in regards to the logistics processes. The content of
the course provides an introduction to the peculiarities of information management in sales, commercial
software for sales management and merchandising in business.

ILTHEMATIC CONTENT
No. TITLE OF UNIT AND SUBTOPICS NULMBER zF HOE'_‘E’S
UNIT 1. INTRODUCTION TO SALES MANAGEMENT 4 2
11 The nature, place and role of the sales function in the enter-
prise
1.2. | Classifications of sales and sales situations
1.3. | Defining sales goals and objectives
14 Nature, importance, types of quotas and procedures for deter-
"7 | mining quotas
UNIT 2. STAGES AND TECHNIQUES IN THE PERSONAL 6 4
SALES PROCESS
2.1. | Sales process and search for potential customers
2.2. | Preparing for sale and choosing a method of sales presentation
53 Customer approach techniques and elements of sales presenta-
7| tion
2.4. | Detecting and responding to customer objections
2.5. | Selling and negotiation techniques
2.6. | Post-sale activities
UNIT 3. MANAGING LINKS AND RELATIONSHIPS WITH 4 )
CUSTOMERS
3.1. | The essence of customer relationship management
3.2. | Sales and customer loyalty
3.3. | Ethics in sales
UNIT 4. SALES ANALYSIS, PLANNING AND FORECASTING 6 6
4.1. | Sales evaluation and analysis
4.2. | Sales planning
4.3. | Sales forecasting
UNIT 5. CONTROL AND STIMULATION OF SALES 6 4
5.1. | The essence of controlling sales
5.2. | Receiving and processing customer claims
5.3. | Nature and trends in sales promotion
54 Merchandising - techniques for increasing sales of commodi-
| ties in retail outlets
UNIT 6. SALES MANAGEMENT INFORMATION BASIS 4 2
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6.1. | Sales management information systems

6.2. | POS systems

6.3 Essence, features and trends in the development of electronic

" | sales

UNIT 7. INTRODUCTION TO SALES LOGISTICS 3 2
7.1. | Definition and scope of sales logistics

7.2. | Significance of sales logistics

7.3. | Objectives of sales logistics

UNIT 8. ELEMENTS OF THE SALES LOGISTICS SYSTEM 5 3
8.1. | Ordering process

8.2. | Warehousing

8.3. | Inventory Control

8.4. | Transportation

8.5. | Information monitoring

8.6. | Facilities

UNIT 9. DOMESTIC SALES LOGISTICS 4 3
9.1. | Definition and scope of the domestic sales logistics

9.2. | Elements of the domestic sales logistics.

9.3. | Challenges of the domestic sales logistics
UNIT 10. INTERNATIONAL SALES LOGISTICS 3 2
10.1 | Definition and scope of the International sales logistics

10.2. | Comparison between International and domestic sales logistics.

10.3. | Challenges of the International sales logistics

Total: 45 30
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II1. FORMS OF CONTROL.:

No. extra-
by TYPE AND FORM OF CONTROL Ne curricu-
row lar, h.
1. Midterm control
1.1. |Literature review 1 10
1.2. | Tests (with open, closed and / or mixed questions) 3 45
1.3. | Course cases 2 20
Total midterm control: 6 75
2. Final term control
2.1. | Examination (test) 1 60
Total final term control: 1 60
Total for all types of control: 7 135
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