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	Programme:  Management

	Course: Sales Strategies and Techniques

	Profile:  General academic

	Level:  First-cycle studies

	Number of
hours/semester
	1
	2
	3

	
	I
	II
	III
	IV
	V
	VI

	Full-time studies
(L/C/lab/pr/e)
	-
	-
	-
	classes 16 hrs./
project 30 hrs.
	
	

	Part-time studies
(L/C/lab/pr/e)
	
	
	
	
	
	

	LANGUAGE OF INSTRUCTION
	English

	INSTRUCTOR
	Mariusz Wilkus

	CLASS FORMAT
	Practical classes

	COURSE
OBJECTIVES
	1. To provide knowledge of sales strategy, the customer's buying process, sales funnel management, and modern sales channels and tools.
2. To develop practical skills in prospecting and qualifying customers, diagnosing needs, presenting value, negotiating, closing sales, and building relationships.
3. To foster an ethical and responsible approach to customers, data, AI use, teamwork, and achievement of sales targets.

	Reference to learning outcomes
	Description of learning outcomes
	Assessment

	Programme
outcome
	PQF
	
	

	Knowledge

	K_W01
K_W05
	P6S_WG
P6S_WK
	The student knows and understands the principles of designing sales strategy and processes, buyer behaviour, consultative and value-based selling techniques, sales funnel and customer relationship management, and the legal, ethical, and technological context of selling.
	written test;
case analysis

	Skills

	K_U02
K_U04
K_U06
	P6S_UW
P6S_UK
P6S_UO
	The student can analyse a sales situation and customer needs, qualify opportunities, prepare an offer and value argument, conduct presentations and negotiations, respond to objections, close sales, and plan and evaluate sales activities.
	assignments;
project;
simulation

	Social competences

	K_K01
K_K03
	P6S_KK
P6S_KO
P6S_KR
	The student is ready to critically evaluate information, build customer relationships responsibly, comply with ethics and data protection rules, collaborate in a sales team, and improve their own competences.
	observation;
project;
self-assessment

	Student workload (teaching hours, 45 min)**

	Full-time
Lectures = 0
Classes = 16
Class preparation = 10
Lecture preparation = 0
Exam preparation = 8
Project work = 30
Consultations = 4
e-learning = 0
Assessment/exam = 2
Other (individual work) = 30
TOTAL: 100
ECTS credits: classes 2 ECTS, project 2 ECTS.
Practical component: 3 ECTS
	Part-time
Lectures = -
Classes = -
Class preparation = -
Lecture preparation = -
Exam preparation = -
Project work = -
Consultations = -
e-learning = -
Assessment/exam = -
Other (individual work) = -
TOTAL: -
ECTS credits: -
Practical component: -

	PREREQUISITES
	Basic knowledge of marketing, consumer behaviour, and communication; ability to work in teams, search for and critically evaluate information, and use spreadsheets and presentation tools. English proficiency sufficient to work with the course literature.

	COURSE CONTENT
(contact hours and
e-learning)
	1. Sales strategy: the role of sales in the business model, B2B and B2C, customer journey, objectives, and KPIs (2 hrs.).
2. Customer segmentation and targeting: ICP, personas, prospecting, social selling, lead sources, and opportunity qualification (2 hrs.).
3. Sales process and funnel: stages, CRM, pipeline management, activity planning, forecasting, and conversion analysis (2 hrs.).
4. Consultative and value-based selling: preparation, questioning, active listening, needs diagnosis, and customer insight (2 hrs.).
5. Value proposition, benefit-based arguments, storytelling, presentation, demonstration, and remote and omnichannel selling (2 hrs.).
6. Objections, negotiation of price and terms, influence techniques, closing, and securing commitment (2 hrs.).
7. Post-sale relationships, key account management, retention, cross-selling, up-selling, and customer recovery (2 hrs.).
8. Ethics, law, data protection, AI and sales automation; performance measurement and project presentations (2 hrs.).
Project: 30 hrs. E-learning: 0 hrs.

	REQUIRED
READING
	1. Johnston, M. W., Marshall, G. W., & Ogilvie, J. L. (2025). Sales Force Management: Leadership, Innovation, Technology (14th ed.). Routledge.
2. Johnston, M. W., Marshall, G. W., & Ogilvie, J. L. (2025). Contemporary Selling: Building Relationships, Creating Value (7th ed.). Routledge.
3. Casemore, S. (2025). The Unstoppable Sales Prospecting System: Earn Attention, Book Meetings, and Win New Business. Productivity Press.
4. Lancaster, G., Le Meunier-FitzHugh, K., & Jobber, D. (2024). Selling and Sales Management (12th ed.). Pearson.

	SUPPLEMENTARY
READING
(min. 2 English-language
items: books or articles)
	1. Rangarajan, D., Westphal, J., Habel, J., & Rutherford, B. N. (2026). Artificial Intelligence (AI) in Sales Organizations: The Role of Trust. Journal of Personal Selling & Sales Management, 46(1), 1-6. https://doi.org/10.1080/08853134.2026.2614068
2. Hartmann, N. N., Wieland, H., Chaker, N. N., Habel, J., & Tyler, F. J. (2026). Sales Content Platforms and Opportunity Conversion. Production and Operations Management, 35(7), 2756-2774. https://doi.org/10.1177/10591478251413339
3. Habel, J., Hartmann, N. N., Wiseman, P., Ahearne, M. J., & Vaid, S. (2025). Sales Pipeline Technology: Automated Lead Nurturing. Journal of Marketing, 89(5), 66-87. https://doi.org/10.1177/00222429251321417
4. Chaker, N. N., Epler, R. T., Moreno, G., Amiri, D., McDougal, E. G., & O'Toole, J. (2025). The Past, Present, and Future of Adaptive Selling: Toward an Integrative Framework. Journal of the Academy of Marketing Science, 53(6), 1572-1599. https://doi.org/10.1007/s11747-025-01096-3

	INSTRUCTOR'S
PUBLICATIONS
RELATED TO THE
MODULE
	-

	TEACHING METHODS
(contact hours and
e-learning)
	1. Problem-based workshops and an introductory mini-lecture - 3 contact hrs.
2. Case studies and analysis of CRM data, the sales funnel, and metrics - 3 contact hrs.
3. Exercises and simulations: prospecting, needs diagnosis, presentation, objections, negotiation, and closing - 6 contact hrs.
4. Team project work, consultations, presentations, and feedback - 4 contact hrs.
5. Project - 30 hrs.; e-learning - 0 hrs.

	TEACHING AIDS
	Multimedia presentations, projector, LMS platform, case studies, recordings of sales conversations, CRM and funnel forms, spreadsheets, price and margin calculators, offer and call-script templates, videoconferencing, social selling and analytics tools, and selected AI applications.

	PROJECT
(if completed as part
of the module)
	Team development of a sales strategy and playbook for a selected product, service, or organisation. Scope: customer segment and profile, objectives and KPIs, lead sources, process and funnel, qualification, needs-diagnosis script, value proposition, presentation, responses to objections, negotiation, closing, post-sale activities, CRM, budget, schedule, and legal and ethical risks. Deliverables: a 10-12 page report, a set of sales materials, and a presentation and simulation. Workload: 30 hrs.

	ASSESSMENT FORM
AND REQUIREMENTS
(contact hours and
e-learning)
	1. Team project: sales strategy and playbook - 40% of the final grade.
2. Simulations of sales conversations, negotiations, and closing - 25% of the final grade.
3. Individual assignments, case analysis, and sales funnel work - 20% of the final grade.
4. Knowledge test - 15% of the final grade.
5. Passing requirements: at least 60% of the total points and completion of every compulsory component; attendance in accordance with the study regulations.
6. Assessment, presentations, and simulations: 2 contact hrs.; e-learning - 0 hrs.


* L - lecture, C - practical classes, lab - laboratory, pro - project, e - e-learning

