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	Field of study: Management

	Module / course: Sales Strategies on International Markets

	Educational profile: General

	Education cycle: II cycle studies

	Number of hours per semester
	1
	2

	
	I
	II
	III
	IV

	Full -time studies

(L/C/lab/pr/e)
	
	
	
	20C

	Part-time studies

(L/C/lab/pr/e)
	
	
	
	

	LECTURER


	Michał Jaśniok PhD

	FORM OF CLASSES

	Classes

	COURSE OBJECTIVES


	Module "Sales Strategies on International Markets " aims to improve managerial competence in the area of effective sales management. Students will acquire theoretical and practical knowledge in the field of strategic marketing focused on management of international brands adapted to the requirements of multicultural environments. Students will learn about: (1) practical problems faced by managers of international brands, (2) the analytical tools allowing to perform strategic analysis for the international brand, and (3) deepen their knowledge of the diversity of strategic options used by sales managers in international marketing practice

	Course outcome
	References to outcomes
	Description of learning outcomes  
	Verification of learning outcomes

	
	Field-related learning outcomes 
	Area-related  learning outcomes 
	Knowledge

	StraInMa_K01
	Z2_W11
	S2A_W06
	Student knows how to plan, carry out in the practice and co-ordinate communication in numerous foreign markets, knows how formulate recommendations for the sale strategy in the multicultural environment, in particular, has advanced knowledge of the techniquesby varying types of multicultural communication
	Exam results.

	StraInMa_K02
	Z2_W19
	S2A_W11
	Student can individually build sale strategy targeting to the international market using broader and deeper knowledge of the market analysis, interpretation and scientific reasoning, can select an optimal marketing solution
	Exam results.


	Abilities

	3 StraInMa_A03
	Z2_U02

Z2_U03
	S2A_U02

S2A_U03
	Student is able to analyse and interpret systems of ethical norms applicable to various cultural, economical and legal situations using theoretical knowledge in the field of international business and related disciplines of science (especially marketing and strategic management).
	Exam results

and activity during classes (workshops).

	StraInMa_A04
	Z2_U04
	S2A_U04

S2A_U03

S2A_U02

S2A_U01


	Student is able to effectively use the information technology for the collection and processing of data, preferably use spreadsheet for strategic analysis if brand, in particular: can make assessment of the competitive/market position of international brand, can assess key dimensions of its perception and is able to analyze the portfolio of brands using correctly chosen market information
	Exam results

and activity during classes (workshops).

	Social competences

	StraInMa_S05
	Z2_K01
	S2A_K01

S2A_K06


	Student is able to effectively work as an international sale manager, in particular: to take responsibility for the assigned task. Has interpersonal skills, including the ability to communicate and to reach a compromise, is open to process of continuous transformation, can adapt to new situations and circumstances
	Case studies activity during classes

	StraInMa_S06
	Z2_K05
	S2A_K05


	Student understands and appreciates the importance of honesty in business activities as a sales manager operating in a multicultural environment and can participate in the creation of international brand, taking into account ethical, legal, social, economic and political conditions of business activity.
	Case studies activity during classes

	Students’ own workload  (in didactic hours 1h did.=45 minutes)** 

	Full- time

Participation in lectures = 

Participation in classes = 20h
Preparation to classes = 

Preparation to lectures = 15h
Preparation to an examination = 15h
Project tasks =

e-learning =

Credit/examination = 2h
others  (indicate which) = 

TOTAL: 52h
ECTS points: 2
Including practical classes:2
	Part-time

Participation in lectures = 

Participation in classes = 

Preparation to classes = 

Preparation to lectures = 

Preparation to an examination = 

Project tasks =

e-learning =

Credit/examination =

others  (indicate which) = 

TOTAL:

ECTS points:

Including practical classes:



	PREREQUISITES


	Fundamentals of Marketing

Fundamentals of Management

	COURSE CONTENT

(Division into contact hours and e-learning)

	Contact hours:

· Architecture of the international sales – holistic perspective. Relations between the brand and the product, and the other instruments of international marketing.

· Potential of the strategic sale: foresight, the difference between the vision and the mission of the international brand. 

Range of strategic analysis for the international brand management, designation of market and competitive position of the organization as a base for establishing a strategic position for the brand.

· Time and space in the sales strategic management in a multicultural environment; market conditions in the process of building a international brand: evolution of the concept of sales strategy management in a multicultural environment, an international challenges in terms of cross-cultural differentiation (dichotomies: collectivism-individualism, masculinity-femininity, the degree of uncertainty avoidance, power distance, Confucian dynamism), barriers/constraints in the international communication and sales activities in a multicultural environment.

· Segmentation of the international customers:

· based on the criteria developed by Leo Burnett, ACE, Euro-style,

· multiple criteria using behavioral context of cultural background.

· Positioning (profiling) of the international brand in the segment (taking into account the cross-cultural terms of the environment) for sales purposes.

· Practice international sales strategy management – case studies, workshops.

E-learning: not applicable

	LITERATURE

(compulsory reading)


	· International Marketing / Philip R. Cateora, Marcy C. Gilly, John L. Graham, R.Bruce Money. - New York : McGraw-Hill Education, 2016.

· Global brand strategy : world-wise marketing in the age of branding / Jan-Benedict Steenkamp. - London : Palgrave Macmillan, 2017. 

· Amalesh Sharma, V. Kumar, Sourav Bikash Borah, Ritualization: A Strategic Tool to Position Brands in International Markets. Journal of International Marketing 2017, vol. 25, 2. (Sage Journals). 

	OPTIONAL LITERATURE
	· Global marketing/Sven Hollensen - 4th ed. - FT Prentice Hall, cop. 2007. 
· F. Bradley: International Marketing Strategy, Pearson education, 2008.

· M. Roberge: The Sales Acceleration Formula: Using Data, Technology, and Inbound Selling, Wiley Press, 2015.
· International marketing and business in the CEE markets/ed. by Maja Szymura-Tyc - Katowice: University of Economics Publisher, 2009 (Part II, III i IV).

· M. D. Johnson, A. Gustafsson: Improving Customer Satisfaction, Loyalty, and Profit: An Integrated Measurement and Management System, ohn Wiley & Sonsm, 2000.

· Brands and brand management: critical perspectives on business and management. Vol. 4, Cross-cultural and critical perspectives on brands/ed. by Richard Elliott - London; New York: Routledge, 2009 (Part 1, 75-81; Part II, 100-101).

· Hollis N.: The global brand. Wyd. Millward Brown, 2008.

· Power brands: measuring, making and managing brand success/Hajo Riesenbeck, Jesko Perrey - Weinheim: Wiley-VCH, cop. 2008. 

	TEACHING METHODS

(Division into contact hours and e-learning)

	Contact hours:

· Case study analysis: Discussion on possible solutions on issues in the area: (1) foresight, (2) strategic audit analysis, (3) multi-criteria segmentation, (4) complex portfolio analysis of the international brands, and (5) positioning using map perception of international brands.

· Classes with introspective methods: Horizontal integration (knowledge from different disciplines) and vertical integration (knowledge of the market environment of varying level of detail), enabling acquire new experiences.

· Group discussions: Student in groups of 3-4 discuss possible solutions on issues presented in case-studies

E-learning: not applicable

	TEACHING AIDS
	-

	PROJECT

(if implemented in the framework of a classes module)
	not applicable

	METHOD OF ASSESSMENT

(Division into contact hours and e-learning 


	Test (section A: 10 close questions, section B: 3 open-ended questions) as evaluation the theoretical part of students’ knowledge.

	FORM AND CONDITIONS OF ASSESSMENT
	Written form. One point for the correct answer in section A, and two points for the correct answer in section B. Max points are 16, 8 points are necessary to pas exam. 


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

