Direct Marketing and Active Sales 
Course description:
Formation of competencies required for building effective systems of active sales and direct marketing is the main goal of the discipline. As a result of the discipline a student will know tools of direct marketing as well as conditions and factors that determine their efficiency, main elements of the active sales. Also students will be able to apply tools of direct marketing and active sales.
Instructor: Dr. Fiaksel, Eduard A. 
Credit points: 3
Faculty: Faculty of Management
Language: Russian
Level: Master
Academic hours: 40
Syllabus
1 The role of direct sales and marketing in integrated marketing communications. New concepts in sales management, from value communication  to value creation.
2 The main stages of active sales system design.
3 Organization and planning of sales.
4 Attraction and retaining customers through direct marketing and active sales.
5 Methods and practices of interaction with sales staff and customers. Documentary support of the sales department.
6 Direct marketing tools.
7 Development of the concept of direct marketing and global sales.
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