Appendix 2
to the Rector’s order No. /19

COURSE DESCRIPTION CARD

NOTE: If the course includes lectures and classes, the Course Description Card applies to both
types of instruction.

1. Course title: Methods and Techniques of Selling 2. Course code: ...

in Polish: Metody i techniki sprzedazy Number of ECTS credits: 3
Course completion method ...
Course commenced / Year ...

3. Major: Management

4. Department of major coordinator: Prof. dr hab. W. Dyduch

5. Name of course instructor: Lectures: Dr Olgierd Witczak Classes: Lab:
Examiner Dr Olgierd Witczak

6. Department of course instructor: Department of Business and Consumer Relationship
Management

7. Number of contact hours with students:

Type of instruction Full-time study Part-time study

lectures 15

classes

foreign language classes

lab classes

seminars

e-learning

other

Total hours 15

Examination (hours)

8. Course timeframe - no. of semesters: 1
Course commencement / Year 2019/2020
Course commencement / Semester Winter

. Course status
Compulsory for the major...
Compulsory for the specialization ...
Elective ...

9. Level of tertiary education: Bachelor

XooR

11. Course prerequisites
Compulsory:
Recommended: Promotion, Communication, Marketing

12. Course objectives:

The main aim of this course is to provide knowledge from wide range of selling problems.
Students discover the role of selling in new paradigm of relationship marketing. Course
participants learn the complex approach to servicing customers. Client typology, stages of selling
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process and proper attitudes of front office personnel are presented. Students also learn how to
use the knowledge about customers, their market behaviours to be successful in sales. Upon
completion of this course, students have a knowledge of the practices of selling and understand
how important is building strong relationships with customers. Students are able to understand
customers’ needs and prepare professional offer presentation. Student will be prepared to selling
in worldwide range possessing knowledge in the area of cross-cultural diversity.

13. Teaching and learning methods:

A. Direct student-instructor contact hours:

. . Number of hours
No. Teaching methods Description Full-time study Part-time study
Multimedia and
1 interactive presentations
: Interactive Lecture 15
in the range of theoretical
background
Total AS: 15 AN:
B. Self-study:
. . Number of hours
No. Learning methods Description Full-time study Part-time study
1 Textbook and handbook
: Reading 10
reading
2. Workshops Individual and group tasks 25
Working in small teams on
3. Case study market situation of 25
particular issues
Total BS: 60 BN:
Total AS+BS =75 Total AN+BN =.......
Examination (E) =0 Examination (E) =.......
Total AS+BS+E= 75 Total AN+BN+E =.......

14. Key words: selling, offer

15. Course content:
1) Introduction to sales methods and techniques - the fundamental shift in selling theory
2) The development of the selling function
3) Relationship marketing paradigm as a background to effective and efficient sales
4) Personal selling as a part of marketing mix
5) Theory of needs and consumption — background to understand prospects
6) AIDA - customer perspective
7) Process of sales — seven stages

8) The Product Offer techniques - FAB's, USP's and UPB's




16. Course learning outcomes as related to the learning outcomes of the major and methods for
assessing student attainment

Intended learning
outcomes of the
major / Symbols

Intended learning outcomes of the course

Methods for
assessing student
learning outcomes

Documentation

Knowledge

ZRZ1_WO04#

define and explain the term of selling;

explain the relationships among the personal
selling against to: relationship marketing,
marketing mix, promotion mix;

methods using in personal selling;

indicate stages of selling process;

enumerates techniques for determining a
customers’ needs;

list factors that influence the customer‘s buying
decision;

explain the major elements involved in
managing the sales territory;

state why service and follow-up are important to
increasing sales;

the purpose and essential steps of the sales
presentation;

differences between individual and group
presentation;

four types of questioning technigues for use
throughout the presentation and give an example
of each technique;

MS PPT
presentations

Electronic
version of MS
PPT
presentations

Skills

ZRZ1_U05#

make an appointment with a prospect in person
or by telephone;

explain why customers buy benefits rather than
features or advantages;

make a discussion about seven points to
consider in meeting a prospect’s objection;
construct a multiple-close sequences to discover
customers’ needs;

prepare a customer benefit plan;

prepare different sales presentation depending to
the different types of decision makers;

present, illustrate and use in multimedia
presentation several techniques for meeting
prospect objection;

handle discussion of the competitions’ offer;

MS PPT
presentations

Electronic
version of MS
PPT
presentations

Social skills

ZRZ1_KO5#

build business relationships with customers

MS PPT
presentations

Electronic
version of MS
PPT
presentations




17. Method for determining the final course grade:

No. Methods for Description Percentage of the final course grade™
awarding credits and
course completion
requirements

Team Power Point multimedia
Presentation 100%
presentation

* If students are required to obtain both a class grade and an exam grade, the class grade constitutes at least 30% of
the final course grade.

18. Reading list

Mandatory readings:
1. Futrell Ch.M., ABC's of Relationship Selling Through Service, McGraw Hill International, 2011.

Suggested readings:
1. Cravens D. W., Le Meunier-FitzHugh K., Piercy N. F., Strategic Sales and Sales Management, Oxford University Press, Oxford
2012.
2. Jobber D., Lancaster G., Selling & Sales Management, Pearson Education, Harlow 2012.
3. Anthony J. D., How to develop professional selling skills and techniques: based on common sense and ethics, Victoria, B.C.;
Trafford 2005.
4. Futrell Ch.M., Fundamentals of Selling: Customers for Life through Service, McGraw Hill International, 2013.

19. Language of instruction: English

20. Tutors’ recommendations:

The maximum quantity of students in classes: 30




