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Course Introduction  

MBA program offers courses spread across strategy, organization behavior, finance, marketing, and operation, etc., however, those functions rely on sales to bring bread and butter back from the marketplace.  No sell-through, company won’t even exist.  

No matter what career & profession a MBA graduate may begin with, the person, more or less, will collaborate or communicate with sales function. In fact, a high percentage of MBA graduates’ first job starts with sales. Ironically, many business schools don’t offer sales management course. 
Sales management, by no means, is a critical subject in business study. As a matter of fact, a company’s most essential task is to continuously enhance relationship with its key accounts and develop new accounts. With that, company can assure its sales & profit growth in a healthy manner.  

However, most of sales teams encounter the following challenges: 

· Weak sales planning at individual level or team-wise: reflect in wrong client categorization, not knowing how to use different sales methods on different target clients. 
· Lack of good understanding of value proposition:  reflect in emphasizing only on core product/services, instead of on total value proposition or solution.   
· Limited by backward sales mindset: old-fashioned sales rely on traditional relationship marketing, instead of leveraging on sales methodology and approach to build trust. 
· Lack of critical work & people skills: reflect on ignoring the importance of improving sales-related hard skills, soft skills and leading skills.  
· Short of operational language while selling: no clear sales procedure & respective tools such as sales planning, sales execution, sales operation feedback and performance review tools.  
Most of people see sales as arts. This course systemically introduces sales management from process and procedure perspective. It helps students develop a clear sales framework that contains account/channel planning, opportunity evaluation, sales team-building, in-depth relationship-building and sales strategy execution.      
For those who aim to climb career summit from the sales ground, either starting by joining a MNC as career builder or starting their own business, this course offers practical and useful skills to build a good ground. 
Course objectives 

1. Introduce sales management subject structure & practical methods/skills.
2. Help students understand selling approach. 
3. Provide a framework to understand every aspect of sales management. Through student group work and classroom interaction/Q&A, students learn the real world’s value exchange and how to practice more efficiently.  
4. Focus on solution selling mindset to replace product selling mindset.      

Course content
Lesson 1

Contemporary Sales vs. Marketing Organization  



Operate Sales Organization in MNCs
· Front office and back office collaboration 
· Sales and marketing functional Excellency 
· Turnover, cost and profit margin target management
· Set sales target by product line vs. by region 
· Develop clear performance evaluation metrics 
Lesson 2

Value Proposition & Customers Demands




Transform product sales to value proposition sales 
· Backward vs. process-driven sales approach & behavior 
· Develop self & company value proposition  
· Hard core & protective surroundings methodology 
· Product-selling  vs. concept-selling 
· Open door and engage clients: sales high & engage high 

· Eventually, sales is to build client trust 

· Help clients explore vision & define goals
Lesson 3

Selling Process Management 



Key Account Sales Process & Personal Value Involvement 
· Find individual client’ drivers: understand buying motives
· Understand client purchase process 
· Relationship, close relationship, and absolute relationship
· Critical challenges in key account sales processes  

· Sales person’s role while client make purchase decision
· Create clients’ sense of urgency while purchasing 
Lesson 4

Large Account Penetration Strategy



Qualify Leads & Strategize Accordingly
Key Account & Key Account Analysis
· Take the right sales approach for different market segment 
· Further categorize large accounts by SBU
· Large account itself is a big market with sub-markets
· Position your value proposition in the target market
· Select project/opportunity; it has to be selective 
· Qualify leads with questions 
· Asking right questions
· Through questions to understand decision factors 
· Know individual-level & organizational-level interests 
· Teamwork: 100 questions that each sales manager needs
· Teamwork: target account categorization & selection


Lesson 5

Manage Sales through Channel Partners



Channel Strategy & Partner Relationship Management 
· Direct sales vs. channel sales  
· Sales partner collaboration: 5  models of channel sales 
· Dealer, distributor, agency management  
· Dealership: exclusive distributor vs. multi-distributors  
· Craft partner contract & manage contract execution
· Select/evaluate potential sales partners. 
· Drive partner to meet sales forecast/target
· Teamwork & presentation: evaluate a real channel contract
Lesson 6

Manage Sales Team & Organization  



Learn Sales Team Management Structure 
· Evaluate & recruit sales persons 
· Manage probation & on-the-job sales training  

· Build the sales team morale & spirit 
· Set the right performance target & conduct effective coach 
· Motivate at the right time, in the right place

· Eliminate failed sales persons  
· Individual assignment: improve your sales skills & build your personal brand  

· Presentation:《Key account sales – opportunity evaluation & execution plan》
Course Method
1. Lecture:  classroom lecture together with real case sharing to facilitate student better understand sales scenario. Through Q&A, instructor can address & rectify students’ areas of misunderstanding.
2. Classroom case study:  In each lesson, instructor will design or use suitable cases for student practice.  Students shall apply framework/methods to analyze situation and resolve problems. This could help students’ deep dive into the subject. 

3. Group work:  《Key account sales – opportunity evaluation & execution plan》. Instructor will brief students how to complete this assignment in a group work approach. This is a semester assignment. 

Course evaluation
There are 4 parts:  
	1
	Personal participation & Involvement  
	20 Marks

	2
	Classroom case study
	20 Marks

	3
	Group work
	30 Marks

	4
	Exam (Individual case) 
	30 Marks



Textbook


《SELL: with Review Cards and Premium Web Site Printed Access Card》, (US) Ramon A. Avila, Raymond W. Laforge, South-Western College Pub; 1 edition, ISBN: 978-0538748759. Date of publish: February 12, 2010
《Sales Management》, (US) Robert J. Calvin, McGraw-Hill; 2 edition, ISBN: 978-0071435352. Date of publish: March 1, 2004
Reference books

《The SPIN Selling Field book: Practical Tools, Methods, Exercises, and Resources》, (US) Neil Rackham, McGraw-Hill; 1 edition, ISBN: 978-0070522350, Date of Publish: June 1, 1996. 

《The Solution Selling Field book: Practical Tools, Application Exercises, Templates and Scripts for Effective Sales Execution)》, (US) Keith M. Eades, James N. Touchstone, Timothy T.   McGraw-Hill; ISBN: 978-0137058297, Date of Publish: June 23, 2005

《Secrets of Question-Based Selling》, (US) Thomas A. Freese, Sourcebooks, Inc.; 1 edition, ISBN: 978-1570715884, Date of Publish: November 1, 2000
《Marketing Metrics: The Definitive Guide to Measuring Marketing Performance)》, (US) Paul W. Farris, Wharton School Publishing; ISBN: 978-0137058297, Date of Publish: February 13, 2010
《Soft Sell: Use the New Art of Selling to Create Opportunities & Close More Sales》, (US) Tim Connor, Sourcebooks, Inc.; 4 edition, ISBN: 7-111-19508-6, Date of Publish:   April 1, 2003
《Body Language: 7 Easy Lessons to Master the Silent Language》, (US) James Borg, FT Press; 1 edition, ISBN: 978-0137002603, Date of Publish: January 21, 2010
《The Seven Habits of Highly Effective People》, Steven R. Covey, SIMON & SCHUSTER @ TRADE. 
Instructor Briefing
Perry Chou is Adjunct Associate Professor of marketing department of NUS business school. He earned his MBA degree from the Manchester Business School with exchange program at the University of Illinois at Urbana-Champaign under an International Rotary Foundation Ambassadorial Scholarship.  
In the past twenty years, Perry has been in various senior management positions with MNCs including Hewlett-Packard, SingTel, General Motors/Delphi Automotives and Eli Lilly. He involved in company governance, management, sales/marketing/venture and projects across countries including US, Ivory coast/Kenya/Zimbabwe, Japan, Korea, Greater China, India, ASEAN and Asia Emerging Countries. 
Perry has been constantly invited as forum/conference guest speaker and EMBA instructors. He specializes in market entry strategy, international marketing, brand-building practice, and sales/channels building, in which, he has developed practical live cases, leveraged framework & methodology to drive students think systematically, and applied interactive-teaching approach to facilitate better class engagement and understanding.  
