MAR 4403

SALES MANAGEMENT AND CONTROL

FALL 1997

Time & Day: The class meets Monday and Wednesday in Griffin Hall Room 104 at 12:30-1:45 p.m.

Instructor: Hudson P. Rogers
Office Hours:
Mon. thru Thur 9:00 a.m.–12:30 Noon & 2-3 p.m.

Tue. 5-6:30 p.m. and by appointment

You are encouraged to stop by during office hours to talk about any problems or suggestions you may have concerning the course; about careers, or about things in general.  If my office hours are not convenient, feel free to schedule an appointment.

Prerequisite: MAR 3023 – Introduction to Marketing

Office: Academic Bldg #2-Room 105

Phone: (941) 590-7403 (Office) or 590-7300 (Dept.)

Fax: (941) 590-7330

E-Mail: hrogers@fgcu.edu
TEXT:
Sales Management: Analysis and Decision Making, 3 rd., Thomas N. Ingram, Raymond W. LaForge, and Charles H. Schwepker, Jr., Dryden Press (1997).

COURSE DESCRIPTION

Sales Management and Control is the management of an organization’s personal selling function.  Because personal selling is the basic building block of an organization’s marketing effort, it must be well managed.  Specific topics in Sales Management and Control include the personal selling function, the strategic role of the sales function, designing sales organizations, recruiting, selecting, developing, motivating, and evaluating the salesforce.

PURPOSE OF THE COURSE

The course, Sales Management and Control, is designed to help students become fimilar with the varipous aspects of the sales management process.  In order to develop student understanding of the distinctive nature of sales management and the unique challenges facing sales managers, special emphasis will be placed on presenting and developing a sales management model to present information coverage in a logical manner.  A blend of lecture, reading assignments, classroom discussion, case analyses, and examinations will be used to convey course content and facilitate student understanding of the material.   Students are expected to attend classes and be prepared to discuss the cases, readings and chapter material.

Each student will be expected to make an oral presentation to the class.   The course is structured so that students can succeed if they keep up with the weekly assignments.   Students will find this to be an interesting and, maybe, even a fun course.   The key is to participate and keep abreast of what is going on in the class.  One of my goals is to help you learn as much as possible in a pleasant atmosphere and with as little hassle as possible.  This, however, is not to be confused with an expectation of little work or effort on your part.  Because class participation is also used in determining final grades, students are expected to regularly attend class.  If you find that you will miss 20% or more of the class sessions. I recommend that you drop the class since you will not be able to fully make-up the material that is missed.

OBJECTIVES
1. To introduce students to the basic concepts and ideas of sales management.

2. Provide students with a framework for evaluating the role of sales management in the marketing process. 

3. Ensure that students become familiar with the various aspects of the sales management process to include planning, staffing, administering, and controlling the selling function.

4.  Help students develop an understanding of the nature and role of  the sales management function.

5. To build student awareness of current sales management practices and relevant managerial issues.

6. Help students develop an appreciation for the unique challenges facing sales managers and learn why success in sales and sales management is impossible without a melding of marketing, Finance, Accounting, and other business components.

7. Facilitate students understanding of the relationship between sales management and the other marketing functions.

8. Enable students to understand how their personal ethics, the company’s ethics, and how society in general is affected by sales and sales management.

GRADING POLICY







Points

Percentage
Exam Type


Exam #1



 200

 20 %

MC, T/F, SE


Exam #2 (Mid-Term Exam) 

 200

 20 %

MC, T/F, SE

Exam #3



 200

 20 %

MC, T/F, SE

Exam #4



 200

 20 %

MC, T/F, SE

Team Role Play


 100

 10 %

Cases 




 100

 10 %


Total




1000 Points
100 %


GRADING SCALE:

A
90 %  (900-1,000 Points)


B
80 %  (800-899 Points)


C
70 %  (700-799 Points)


D
60 %  (600-699 Points)


F
Less than 60 % (Less than 600 Points)

NOTE:  If you miss an exam and fail to make it up, you are required to take a comprehensive final exam.  For persons taking the comprehensive final exam, the grading will be weighted to compensate for the missed examination.  There are no make-ups for cases, readings and other in-class assignments which are missed!
A student not required to take the comprehensive final examination can elect to take the comprehensive exam.  If the student scores higher on the comprehensive examination than on any of the previous exams, the score of the comprehensive exam will be substituted for the lowest exam grade.  Students wishing to exercise this option must declare their intention by Monday, December 1, 1997.

Exams: Four 200 points examinations will be given during the course of the semester.  These examinations will be designed to assess student’s understanding of text, reading, and classroom materials, as well as their ability to apply this knowledge to sales management situations and problems.  The format for the first three exams will be approximately 60%-75% multiple choice and true-false questions and 25%-40% short-answer and or essay questions.  The fourth exam and the comprehensive final exam will consist of approximately 60%-80% multiple choice and true-false questions and 20%-40% essay questions.

Readings: Required readings are in the RESERVE ROOM of the FGCU library.  Students are required to hand in a two page typed and double spaced summary of each reading.  The date for turning in each reading is listed on the course outline.  Summaries handed in after the due date will not be accepted.

Cases: All cases are to be typed, double spaced.  Four cases are to be handed in.  The cases will be graded based on one hundred (100) points.  Twenty percent (20%) of each case grade (20 points) is dependent on class participation.  Merely speaking during class discussion does not constitute full participation.  The number of points awarded will depend on the quality of the student’s comments.  Late cases will be penalized with a deduction of ten (10) points per day.  The assigned cases and due dates are as follows:

Topic

Case





Due Date

Wgt

Ethics

Fairfax Filter Fabricators (Handout)
Wed.  9/3/97

25 % 


Compensation
Habco, Inc. (Handout)

Mon. 11/10/97
25 %

Forecasting
 Zenon Corporation: Developing 

Sales Forecasts


Mon. 11/24/97
25 %

Profitability

  Analysis
Wolfson Writing Instrument (Handout)
Mon. 12/8/97

25 %

Team Role Play: At the start of the semester, students will be divided into teams. Depending on the number of students in the class, each team will be required to present at least one role play during the semester.  Teams will be graded on two elements (i) a short paper which presents the team’s preparation of the role play, (ii) a taped or live role play which presents the situation and a solution for the situation.  The paper is worth 60 points and the role play is worth 40 points.

Syllabus Changes: Your professor reserves the right to alter the course objectives and the course syllabus as circumstances may dictate.  All changes will be announced in class.  Students not attending a class session are responsible for material missed and for obtaining information on changes made to the syllabus.

COURSE OUTLINE
Mon. 8/25
Introduction – The Marketing, Sales and Sales Management Interface



Chap. 1 – The Changing World of Sales Management

Wed. 8/27
Chap. 1 – The Changing World of Sales Management

Mon. 9/1
LABOR BAY HOLIDAY
Wed. 9/3
DESCRIBING THE PERSONAL SELLING FUNCTION


Chap. 2 – An Overview of Personal Selling



*** Case Study: Fairfax Filter Fabricators (Handout)

Mon. 9/8
Chap. 2 – An Overview of Personal Selling


Case 2.1: Mid-America Container, Inc. (pp. 42-43).

Wed. 9/10
Chap. 3 – Personal Selling: Job Activities and the Sales Process



Reading: The Personal Selling Process (On Reserve)

Wed. 9/10
Chap. 3 – Personal Selling: Job Activities and the Sales Process



Case 3-2: “Plastico Inc.” (pp. 76-77).

Mon. 9/15
Chap. 4 – Sales Careers: Characteristics, Qualifications, and Stages

Wed. 9/17
EXAM #1 – Chap. 1, 2, 3, & The Personal Selling Process

Mon. 9/22
DEFINING THE STRATEGIC ROLE OF THE SALES FUNCTION


Chap. 5 – Organizational Strategies and the Sales Function

Wed. 9/24 
Chap. 6 – Sales Strategy and the Sales function

Mon. 9/29
Chap. 6 – Sales Strategy and the Sales function

Wed. 10/1
DESIGNING THE SALES ORGANIZATION



Chap. 7 – Organizing Selling Activities

Mon. 10/6
Chap. 7 – Organizing Selling Activities

Wed. 10/8
Chap. 8 – Deploying  Selling Effort

Mon. 10/13
Chap. 8 – Deploying  Selling Effort

Wed. 10/15
Mid-Term Examination – Chap. 5-8
Mon. 10/20
DEVELOPING THE SALESFORCE


Chap. 9 – Staffing the Salesforce: Recruitment and Selection

Wed. 10/22
Chap. 9 – Staffing the Salesforce: Recruitment and Selection

Mon. 10/27
Chap. 10 - Continual Development of the Salesforce: Sales Training

Wed. 10/29
Chap. 10 - Continual Development of the Salesforce: Sales Training

 Mon. 11/3
DIRECTING THE SALESFORCE


Chap. 11 – Sales Management Leadership and Supervision

Wed. 11/5
Chap. 11 – Sales Management Leadership and Supervision

Mon. 11/10
Chap. 12 – Motivation and Reward System Management



*** Case Study: Habco, Inc. (Handout)

Wed. 11/12
Chap. 12 – Motivation and Reward System Management

Mon. 11/17
EXAM #3 – Chap. 9 - 12
Wed. 11/19
DETERMINING SALESFORCE EFFECTIVENESS AND PERFORMANCE


Chap. 13 – Developing Forecasts, Quotas, and Budgets

Mon. 11/24
Chap. 13 – Developing Forecasts, Quotas, and Budgets



***  Case Study: Zenon Corporation: Developing Sales Forecasts

Wed. 11/26
Chap. 13 – Developing Forecasts, Quotas, and Budgets

 Mon. 12/1
Chap. 14 – Evaluating the Effectiveness of the Organization

Wed. 12/3
Chap. 14 – Evaluating the  Effectiveness of the Organization

Mon. 12/8
 Chap. 15 – Evaluating the Performance of People



*** Case Study: Wolfson Writing Instrument (Handout) 

Wed. 12/10
Chap. 15 – Evaluating the Performance of People

Mon. 12/15
EXAM #4  - Chapter 13 – 15 OR COMPREHENSIVE FINAL EXAM (Chapters 1-15 & Handouts)

· During the course of the semester, students will be required to read and summarize a series of articles.  These articles will be placed in the reserve room of the FGCU library.  The due date for turning in the articles will be noted as the semester progresses. 

