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Course Description: Sales Management in Tourism Establishments

1. Basic Information:

Course Name Sales Management in Tourism Establishments
Course ID BMKS503
Contact Hours (Registered Sessions) 24

Contact Hours (Synchronized Sessions) | 18

Mid Term Exam -

Exam 75 Min
Registered Sessions Work Load 48
Synchronized Session Work Load 18
Credit Hours 5
Course Level 5

2. Pre-Requisites: Non

Course ID

Services Marketing BMK501
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Course General Objectives:
The course aims to introduce the student to the following scientific topics:
The concept of the tourist facility, its importance and its role in the sustainable
development process.
The concept and importance of tourism marketing
Tourism concept, tourist, tourism product, tourism service
The concept of the client and , the customer and the consumer and the differences
between them and the behavior of the consumer and the consumer of tourist.
The concept of selling, its origin and development, and the relationship between
selling and marketing.
The concept of the sales process, its steps and stages
The concept of sales management, its importance, objectives and principles
The concept of organizing sales management and its location within the
organizational structure of the facility
The relationship of the sales section with the departments of the establishment, and
with the marketing department in particular
The concept of sales planning and the explanation of the concept of sales planning
and strategic planning
Sales forecasting and activation concept
The concept of the sales components force, its importance and characteristics, and
the role of the salesperson(s) in the success of the sales process
The concept of tourism promotion components and its relationship to the marketing
components
The concept of personal selling and its role in sales success
The concept of sales ethics and its importance for sales management
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4. Intended Learning Outcomes (I1LO):

Code | Intended Learning Outcomes
Having the ability to explain the basic concepts of the tourist facility and its

e Importance, and Tourism and its role in the process of sustainable development and
tourism marketing and its importance, and the tourist, the tourist product, the tourist
service, the client, the customer and the tourist consumer

. Having the ability to analyze the sales process and clarify its mechanisms and
success factors

. Having the ability to differentiate between sales and marketing, and between service
and goods

. Having the ability to differentiate between sales and marketing, and between service
and goods
Having the ability to know the participation of the sales department in the selection

ILOS | and selection of sellers (sales representatives), identifying their needs and motivating
them.

Tlor Having the ability to show the role of sales management in maintaining the survival
and continuity of the (tourist) establishment by increasing sales and achieving profits

e Having the ability to define the components and elements of the tourist promotion,
especially personal selling

- Having the ability to identify the qualities of successful salesman and the ethical

qualities that must be possessed
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5. Course Syllabus (24 hours of total Recorded Sessions, 18 hours of total

synchronized sessions)

e RS: Recorded Sessions; SS: Synchronized Sessions;

ILO Course Syllabus RS | SS Type Additional Notes
_ 3 | 2 |0 Exercises o
Chgpter One_z. The '[(:)UI‘IS'[ 1 Assignments An e>_<erC|se Isa
facility and its role in . practical case that
e : ] Seminars .
achieving sustainable  Proiect aims to help the
ILO1 development I‘Oje-C > student apply the
Chapter Two: Basic HISFractices concepts learned in
Concepts in Tourism and -/ Others these two chapters
the Tourist Establishment
Chapter Three: Selling:its | 4 | 3 | | Eyorcises The exercise as well
ergm, development, " Assignments as th(? assignment is a
importance and its ) practical case that
: . : 1 Seminars .
ILO2 relationship to marketing 1 Proiect aims to help the
rojects
Chapter Four: The stages . ) ) student apply the
and steps of the sale - Practices concepts learned in
process - Others these two chapters
4| 3 |1 Exercises An exercise is a
Chapter Five: Sales [ Assignments | practical case that
1ILO3 Management: Its Concept, ] Seminars aims to help the
Importance, Objectives, 1 Projects student apply the
Principles and Functions ] Practices concepts learned in
1 Others this chapter
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Chapter Six: The 4 | 3 : :
PIT > [l EXxercises The exercise as well
organization of the sales : . .
_ 1 Assignments | as the assignment is a
department and its ) .
: o ] Seminars practical case that
ILO4 relationship with other ) aims o helo the
departments B PrOJeFtS student appFI)y the
Chapter Seven: Sales D Practices :
_ ) | Others concepts learned in
Planning and Strategic
_ these two chapters
Sales Planning
2 | 15| Exercises assignment is a
1 Assignments | practical case that is
ILO5 Chapter 8: Forecasting and 1 Seminars intended to help the
stimulating sales ] Projects student apply the
7 Practices concepts learned in
1 Others this chapter
Chz_apj[er Nine: Sales forces, | 3 | 2.5 | Exercises |
their importance, : The exercise as well
o 1 Assignments ] ]
characteristics and the role ) as the assignment is a
. ] Seminars .
of salespeople in sales ) practical case that
ILO6 success - PI‘OJEC-'[S aims to help the
Chapter Ten: The tourism -/ Practices student apply the
promotional components - Others concepts learned in
and its relationship to the these two chapters
marketing components
2 |15 1 Exercises _ i
1 Assignments aSS|gr1men 5@ .
. practical case that is
Chapter Eleven: Personal 1 Seminars .
) : : _ intended to help the
ILO7 Selling and its role in the 1 Projects student apply the
process of Sales Success 1 Practices concepts learned in
1 Others

this chapter
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2 | 15| Exercises assignment is a
e Chapter Twelve: Sales [ Assignments | practical case that is
ILOS ethics, its importance and 1 Seminars intended to help the
its role in the process of ] Projects student apply the
Sales Success ] Practices concepts learned in
1 Others this chapter
6. Assessment Criteria (Related to ILOs)
ISC | Interactive Synchronized Collaboration Ex | Exams Rpt | Reports
PF2F | Presentations and Face-to-Face Assessments PW | Practice Work
Assessment Type
ILO
Cod ILO Intended Results PE
oels ISC | PW | Ex Rpt
2F
Having the ability to explain Introduction to the
the basic concepts of the tourist facility recognize
tourist facility and its the role of tourism in
importance, and Tourism the sustainable
and its role in the process of development process
ILO1 | sustainable development and and the importance of y y

tourism marketing and its
importance, and the tourist,
the tourist product, the
tourist service, the client, the
customer and the tourist
consumer

tourism marketing
Understand the concept
of (tourist, tourist
product, tourist service,
customers, clients,
tourist consumer)
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Understand the concept
of selling, its origins
: - and development factors
Having the ability to analyze . P
the sales process and clarify Recognize the
ILO2 | . P : difference between X X
its mechanisms and success . .
selling and marketing
factors . .
and the relationship
between them
Learn selling theories
Understand the
importance of sales and
marketing and
Having the ability to differentiate between
differentiate between sales them
ILO3 . .. X | X
and marketing, and between Realizing the
service and goods importance of service
and commodity and
distinguishing between
them
Understand the strategic
role of sales
Having the ability to management
differentiate between sales Clarify and showing the
ILO4 . X | X
and marketing, and between role of the sales
service and goods department in
developing the strategic
sales plan
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- Knowing the role of the
sales department in

Having the ability to know cooperation with the
the participation of the sales human resources
department in the selection department in selecting
ILOS | and selection of sellers (sales and assigning salesmen X
representatives), identifying (sales representatives)
their needs and motivating - Discussing the
them. characteristics and

features of salesmen
(sales representatives

- Knowing the
mechanism and how to
increase sales by
looking at the problems
disclosed by customers
regarding products and

The ability to show the role reports on competitors’
of sales management in activities and working
ILOG maintaining the survival and on developing a .
continuity of the (tourist) comprehensive strategy
establishment by increasing for marketing and
sales and achieving profits selling
- Knowing and

determining the
efficiency and
effectiveness of the
performance of the sales
team
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The ability to define the
components and elements of

- Discussing the

importance of the
components of the
tourism promotion and
knowing its
characteristics and

ILO7 i . . X X
the tourist promotion, elements and its
especially personal selling relationship to the
marketing component
- Discussing personal
selling and its role in
increasing sales
- Knowing and defining
The ability to identify the g:ezth'ca' meaning of
qualities of successful - Knowledge of the key
ILOS8 | salesman and the ethical X X

qualities that must be

knowledge, skills, and
behaviors needed for

possessed
managers and
salespeople
7. Practice Tools:
Tool Name Description
non |-
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8. Main References

1) Kardes, F., Cronley, M. and Cline, T. (2011), Consumer Behavior, Mason

2) Muhammad Khalilu Rahman & Abdullah Al-Mamun,( 2014 ) ( Ethical Implications
of Sales Promotion in Malaysia

3) Stanley Brown(2006 ) Customer relationship management

4) Kotler Dubois, (2000 )Marketing management,

5) J.Christopher holloway,( 1992) travel and tourism,

6) James R. Abbey (2015), Sales and Marketing in Tourist Establishments, translation,
Aladdin House for Publishing, Distribution and Translation, Syria

7) 7Philip Kotler, translated by Mazen Nafaa, "Marketing”, Aladdin House for
Publishing, Distribution and Translation, Damascus.

8) 8Rabiaa Ali Muhammad, Fathi Diab (2009) Sales Management, Dar Safaa, Amman

9) Ali Falah Al-Zoubi (2010), Sales Management, an applied, strategic, integrated
approach, Oman

10) Ghanem Finjan Musa, Muhammad Salih Abd al-Abbasi (1992), Sales and
Advertising Department, Baghdad

11) 11Lamia Al-Sayyid Hamid Al-Tai (2009) Bashir Al-Alag, Principles of Modern
Marketing - A Comprehensive Introduction, Amman

12) Muhammad Al-Serafy, Personal selling, a study of the skills that must be available in
the salesman, Faculty of Economics and Administrative Sciences, Al-Zaytoonah
University, Jordan

13) Richard Wheatley, Diane Hessan (1998) Translated by Abd al-Rahman Tawfiq,

"Managing by Clients", Center for Professional Experience, Cairo.
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14) Midoun Iman, The Ethical Dimension in Marketing, (2014), Algeria, Homa
Publishing and Distribution House
15) Walid Khalafallah Diab, The Ethics of Public Relations Practices, (2014), Arabic

Edition, Amman, Al-Yazuri Scientific House for Publishing and Distribution.

9. Additional References

1) RC.Judd (1984)« The Keys For Redefining Service

2) P. Kotler et B. Dubois (1984) Marketing Management

3) Mahmoud Al-Sumaida'i and Othman (2006), Quantitative Methods in Marketing,
Dar Al-Manahil.

4) Muhammad Obeidat, Hani Al-Damour, Shafiqg Haddad, Sales and Personal Sales
Department, fourth edition (Amman: Dar Wael).

5) Mohamed Abdel Azim Abul-Naga, (2008) Advanced Marketing, Global Marketing,
Managing Relationships with Customers (CRM), University House, Cairo

6) Mabrouk Al-Hawari (2008) Customer satisfaction, its determinants and importance,
Journal of Financial and Commercial Studies, Issue One, Cairo

7) Shaaban Abdullah Shubasi (2011), The Importance of Tourism and Tourism
Investment in the Syrian Economy, The Syrian Book Authority, Damascus

8) Moayad Al-Saadi, Management Ethics (2002) Entries to Training in Business
Facilities,

9) Thamer Al Bakri, Marketing Communications and Promotion, (2009), second

edition, Amman, Dar Al-Hamid for Publishing and Distribution.
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