
 
 

  
 

 
   
 
 
 
 

 
 

MARK5824 
Sales Strategy and Implementation 

 
 

Course Outline 
Semester 2, 2017 

 
 

Course-Specific Information 
 
The Business School expects that you are familiar with the contents of this course 
outline. You must also be familiar with the School’s Course Outlines Policies webpage 
which contains key information on: 
• Program Learning Goals and Outcomes 
• Academic Integrity and Plagiarism 
• Student Responsibilities and Conduct 
• Special Consideration 
• Student Support and Resources  
 
This webpage can be found on the Business School website: 
https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies  

https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies
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COURSE-SPECIFIC INFORMATION  
1. Staff Contact Details 

Lecturer-in-charge: Dr Rita Di Mascio                                                         
 Room 3019, East Wing Quadrangle Building   1 9385.3383     
r.dimascio@unsw.edu.au 
Consultation hours: Tuesday 5-6pm.  
 
2. Course Details 
2.1 Teaching Times and Locations 

Lectures start in Week 1 and run to Week 12. Each class runs in a three-hour block. 
Approximately equal time in the class is planned for lectures and tutorials, though this may 
vary depending on the week and topic. The tutorial schedule will be on Moodle at the end 
of Week 1 (July 30).  
The most current information regarding class time and location can be found on the 
following website http://timetable.unsw.edu.au/2017/MARK5824.html 
 
2.2 Units of Credit 

MARK5824 is a 6 credit-point subject. There is no parallel teaching in this course 
 
2.3 Summary of the Course 
 

“Everyone lives by selling something” (RL Stevenson 1892) 
 
“The truth is that all organisations sell something, and it is 
usually  
   an external or internal salesperson who facilitates this most    
   important  of commercial activities” (Kotler 2006). 

 
A sales force is an integral part of a firm’s total marketing effort. To be effective, 
salespeople  
must manage relationships with internal and external customers, relay timely and 
relevant information between company and customer, and create value. This course 
builds on knowledge of basic marketing concepts, to provide students with an 
understanding of the organisation, planning and measurement of a company’s selling 
efforts in B2C and B2B contexts. 
 
2.4 Course Aims and Relationship to other Courses 

The course aims to: 
1. develop knowledge about: the roles of sales within a marketing organisation; the 
influence of environmental factors on sales; sales processes and control; and salesforce 
management.  
2. develop skills to analyse and synthesise sales management cases/situations, from 
several perspectives. 
3. enhance business communication skills required to work effectively within a marketing 
team.  
 
A prerequisite is MARK5700. 
 
2.5 Student Learning Outcomes 

By the end of the course, you should be able to: 
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1.  critically analyse the role of sales within a marketing organisation, and the influence of 
environmental factors on sales. 
2.  evaluate sales processes and control mechanisms.  
3.  devise organisational structure and processes for salesforce management.  
4.  formulate and assess strategic, operational and tactical sales management decisions. 
5.  plan and conduct an investigation on an aspect of sales management, and present 
findings in an appropriate format. 
 

The Learning Outcomes in this course also help you to achieve some of the overall 
Program Learning Goals and Outcomes for postgraduate students in the Business 
School. Program Learning Goals are what we want you to BE or HAVE by the time you 
successfully complete your degree (e.g. ‘be an effective team player’). You demonstrate 
this by achieving specific Program Learning Outcomes - what you are able to DO by the 
end of your degree (e.g. ‘participate collaboratively and responsibly in teams 2’).  

For more information on Program Learning Goals and Outcomes, see the School’s 
Course Outlines Policies webpage available at 
https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies 

The following table shows how the Course Learning Outcomes relate to the overall 
Program Learning Goals and Outcomes, and indicates where these are assessed (they 
may also be practised in tutorial and other activities): 

Program Learning 
Goals and Outcomes 3 

Course Learning Outcomes Course Assessment 
Item 

This course helps you 
to achieve the 
following learning 
goals for postgraduate 
students: 

On successful completion of the course, you 
should be able to: 

This learning outcome 
will be assessed in the 
following items: 

1 Knowledge 1.  critically analyse the role of sales 
within a marketing organisation, and the 
influence of environmental factors on 
sales  
2.  evaluate sales processes and sales 
control mechanisms.  
3.  devise organisational structure and 
processes for salesforce management.  
 

• Applied tutorial 
exercises 

• Situation analysis 
report 

• Major project 

• Final examination 

2 Critical thinking 
and problem 
solving 

1.  critically analyse the role of sales 
within a marketing organisation, and the 
influence of environmental factors on 
sales  
2.  evaluate sales processes and sales 
control mechanisms.  
3.  devise organisational structure and 
processes for salesforce management.  

• Applied tutorial 
exercises 

• Situation analysis  

report 

• Major project 

• Final examination 
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4.  formulate and assess strategic, 
operational and tactical sales 
management decisions. 
5.  plan and conduct an investigation on 
an aspect of sales management, and 
present findings in an appropriate 
format. 
 

3a Written 
communication 

5.  plan and conduct an investigation on 
an aspect of sales management, and 
present findings in an appropriate 
format. 
 

• Applied tutorial 
exercises 

• Situation analysis 
report 

• Final examination 

3b Oral 
communication 

5.  plan and conduct an investigation on 
an aspect of sales management, and 
present findings in an appropriate 
format. 
 

• Part of applied 
tutorial exercise   
but not separately 
assessed. 

4 Teamwork  Not specifically addressed in this course. • Not specifically 
assessed  

5   Ethical, social 
and 
environmental 
responsibility 

Not specifically addressed in this course. • Not specifically 
assessed. 

 
 
3. Learning and Teaching Activities 

This course adopts an active, adult-learning approach that values interactive learning 
and teaching. The foundations of this approach are tailored readings for each topic, 
combined with students’ experiences. Importantly it will draw upon the experience of 
both students and lecturer, via classroom discussion, to provide relevance via real 
world examples of concepts and models.  

Besides knowledge of the discipline, effective marketers must also have skills related to 
analysis, decision-making and communication, so the course will provide opportunities 
to analyse cases, make sales-related decisions in a hypothetical business environment, 
and engage in class discussions. It is your responsibility to study the required reading 
assignments so that you may contribute, participate intelligently and thus gain 
maximum value from the course. 

This subject will be conducted in a combined lecture/tutorial format. The lectures will 
primarily summarise and synthesise the key points in the chapters and readings and to 
explain and/or elaborate upon the more difficult principles. Furthermore the lectures will 
be used to provide real world examples and managerial implications of theories, 
concepts and models.  

The applied tutorial4 exercises will illustrate material covered in lectures, and will provide 
you with an opportunity to apply the concepts in the readings to practical examples. The 
tutorial work also involves class discussion, and will give you an opportunity to practice 
oral communication skills.   
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The major project will give you an opportunity to integrate the concepts covered in the 
lecture and apply them to sales decision-making in a business case study. You will 
need to formulate strategic, operational and tactical decisions related to sales 
management, and assess the likely impact of these decisions on business 
performance. 
 
4. Assessment 

4.1 Formal Requirements 

In order to pass this course, you must: 
* achieve a composite mark of at least 50%. 
* gain at least half (i.e. 25 marks) of the 50 marks allocated to the final examination. If 
you gain less than half of the marks for the final exam, you will receive a UF grade. 
 
4.2 Assessment Details 
 

   Assessment task Weight Length Due date 

  Applied tutorial 
exercises  

15% 1-2 pages each 
case 

Ongoing 

  Situation analysis report   15% 2000 words  September 20 

  Major project 20% 3000 words October 20 

  Final examination 50% 2 hours  University exam period 

 
 
Applied tutorial exercises (15%) 

Applied tutorial exercises provide an opportunity to explore the course material in 
greater depth than lectures allow, and to apply this material to business situations. 
Tutorials start in Week 2.  
 
Before each tutorial, students will be expected to have read the assigned 
case/materials and questions, and submit a 1-2 page answer before the tutorial, on 
Moodle. Each case/situation analysis will require you to apply concepts discussed in 
previous lectures to a practical situation. During the tutorial, students may be called 
upon to answer questions, lead discussion and/or debate case-related issues. All 
submissions will contribute to the mark for this assessment. More details about the 
tutorial exercises and marking criteria will be on Moodle at the end of Week 1 (July 30). 
 
Situation analysis report (15%) 

The aim of this assessment is to plan and conduct a situation analysis involving selling 
and sales, and formulate recommendations to improve sales management. The findings 
will be presented as a written report of 2000 words, due on September 20. Additional 
details of the topic, report format, and specific assessment criteria, will be provided on 
Moodle by the end of Week 1 (July 30).  
 
Major project (20%) 

This group project will give you an opportunity to integrate the concepts covered in the 
lecture and apply them to the analysis and assessment of a sales opportunity. You will 
need to formulate strategic, operational and tactical sales decisions (such as process 
and control mechanisms) and assess the impact of these decisions on business 



 
 

performance, in a 3000-word report, due on October 20. More details about this 
assessment will be posted on Moodle by the end of Week 1 (July 30).  
 
Examination (50%) 

The final examination is designed to provide an individual assessment of the depth of 
your knowledge of sales strategy and implementation. The exam will be a two-hour 
exam held in the formal exam period. It will cover the lecture materials, course 
readings, tutorial cases/discussion questions and the major project. The examination 
will be assessed on how well you use your knowledge and information provided and 
present a logical well-structured answer. More details, such as format, topics covered, 
and sample questions will be posted on Moodle by the Week 12 lecture (October 185).  
Be aware that your final examination may fall at any time during the semester 
examination period. The scheduling of examinations is controlled by the University 
administration. No early examinations are possible. The examination period for 
Semester 2 2017 falls between 3th and 20th November (provisional dates subject to 
change). When the provisional examination timetable is released in September 2017, 
ensure that you have no clashes or unreasonable difficulty in attending the scheduled 
examinations. The University's key dates relating to the formal examinations, and other 
key dates, is located : https://student.unsw.edu.au/dates. 
 

4.3 Assignment Format 

All written work should be typed in Times Roman 11 point-font, be single spaced, and 
should contain appropriate headings and referencing throughout.  
 

4.4 Assignment Submission Procedure 

Unless otherwise indicated in the assessment description, assessments are to be 
submitted on Moodle by 11:55pm on the due date. Please keep a copy of all work 
submitted and all work returned. An assignment cover sheet is required to be attached 
to any work submitted. The coversheet is located at  
https://www.business.unsw.edu.au/About-Site/Schools-Site/marketing-
site/Documents/Assignment%20Cover%20Sheet.pdf 
 

 
Quality Assurance 
The Business School is actively monitoring student learning and quality of the student 
experience in all its programs. A random selection of completed assessment tasks may 
be used for quality assurance, such as to determine the extent to which program 
learning goals are being achieved. The information is required for accreditation 
purposes, and aggregated findings will be used to inform changes aimed at improving 
the quality of Business School programs. All material used for such processes will be 
treated as confidential. 

 
4.5 Late Submission and Extensions 
Unless otherwise stated in the assessment description, late submission of assessments 
will incur a daily (including weekends) penalty of 10% of the total mark for the 
assessment item. Note that assignments submitted 10 days late will earn zero marks. 
An assignment is considered late if it has not been submitted on time.  

 
If you cannot meet the deadline for an assessment, please discuss the situation with 
the lecturer-in-charge as soon as possible and in advance of the due date. Work-related 
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circumstances are generally not acceptable grounds for extension. Serious illness or 
misadventure, or extreme and unpredictable circumstances, may constitute grounds for 
extension. Medical certificates and/or other evidence of circumstances must be 
submitted to the lecturer-in-charge and must contain information that justifies the 
extension sought.  

 

For information on Special Consideration please refer to the Business School’s Course 

Outlines Policies webpage 

 

Special Consideration and assessments other than the final exam:  
For special consideration in major assessments other than the final exam, please follow 
the same procedure as for the final exam. A major assessment is worth 20% or more of 
the total course mark.  
For assessment tasks worth less than 20%6 of the course total, please alert the lecturer-
in-charge as early as possible about your situation, so that he/she can decide how to 
grant extensions and special considerations. 

 

5. Course Resources 

Prescribed text and cases 
* J Tanner, E Honeycutt, R Erffmeyer. Sales Management. 2014. Pearson 
   This text is available in the university bookshop. A copy is available in the university 
library. 

* Case studies from the HBR collection will be available via a link on Moodle.  

 

Journal article readings 

A list of additional readings for each week’s topic will be shown on Moodle. They can be 

downloaded from the UNSW library e-journal system.   

 

Moodle 
Assignment instructions, course announcements and some additional material will be 
posted on  Moodle  https://moodle.telt.unsw.edu.au/login/index.php throughout the 
semester. Please check Moodle regularly, and at least twice a week. 
 
 
Additional content resources 
Many journals contain articles about selling and sales management, which can be 
useful in preparing the application exercises and the situation analysis report. Examples 
that can be found in the library include:  Journal of Personal Selling and Sales 
Management; European Journal of Marketing;  Harvard Business Review;  International 
Journal of Research in Marketing;  Journal of Business Research;  Journal of 
Marketing;  Journal of Marketing Research; Journal of Strategic Marketing; Journal of 
the Academy of Marketing Science; Strategic Management Journal 
 

Many newspapers and trade magazines also contain sales-related articles. Examples 

that can be found in the library include: Australian Financial Review * B&T Magazine * 

Business Review Weekly * Marketing Management * The Australian * Wall Street 

Journal 
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Additional student resources and support:  

* Library information/subject guides etc are available at 
http://subjectguides.library.unsw.edu.au/business 

 
 

6. Course evaluation and development 

 

Each year feedback is sought from students and other stakeholders about the courses 

offered in the School and continual improvements are made based on this feedback.  

UNSW's myExperience survey is one of the ways in which student evaluative feedback is 

gathered. In this course, we will seek your feedback through the end-of-semester 

myExperience responses. As this is a new course, feedback from previous courses taught7 

(e.g. overall course design) and industry input has informed the development of the 

course.  

 
7. Course Schedule  
 

The course will cover the following topics:  
* Sales strategy: the role of sales within marketing and a marketing organisation; and the 
congruence between selling strategies, business-to-business sales and customer 
relationship management.  
* Sales processes: personal selling and key account management, including negotiation 
strategies, and the role of ethics and technology/software in these processes.  
* Management of the salesforce, including recruitment, selection, training, motivation, and 
compensation of salespeople,  
* Sales control, such as sales forecasting and budgeting, territory management, and 
evaluation of salespeople and the sales function.  
* Factors influencing sales: eg international settings, legal aspects, and the marketing-
sales relationship.   

 

A detailed course schedule will be available on Moodle in O-Week.  
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