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ISMM Level 4 Award, Certificate and Diploma in Operational Sales Management  
 

Programme Overview 
This is a full programme based on sales and marketing at operational level. The course aims to cover the theoretical and practical sales and marketing knowledge required 
by aspiring sales managers and practicing sales managers and to enable them to succeed in the workplace. 
 
Achievement at Level 4 reflects the ability to identify and use relevant understanding, methods and skills to address problems that are well-defined but complex and non-
routine. It includes taking responsibility for overall courses of action as well as exercising autonomy and judgement within broad parameters. It also reflects understanding 
of different perspectives or approaches within an area of study or work.  
 
The syllabus states the Learning Outcomes for each Unit of the course. 
 
Units 1, 2 and 3 are mapped against the relevant Marketing and Sales Standards Setting Body (MSSSB) standards and the following Qualifications and Curriculum Authority 
(QCA) Key Skills criteria:  

 Application of number 

 Communication 

 Improving own learning and performance  

 Information and communication technology 

 Problem solving 

 Working with others 
 
The Level 4 Diploma in Operational Sales Management consists of 3 internally marked, externally moderated Units of equal weight (each 40 GLH, 80 NLH). 
The Level 4 Award may be achieved by completing Unit 2, an internally marked, externally moderated Unit. 
The Level 4 Certificate may be achieved by completing Units 1 and 2, internally marked, externally moderated Units of equal weight (each 40 GLH, 80 NLH). 
The Level 4 Diploma may be achieved by achieved by completing Units 1, 2 and 3, internally marked, externally moderated Units of equal weight (each 40 GLH, 80 NLH) 
plus the successful completion of Unit 4, a summative externally marked Investigative Project (of 10 GLH, 20 NLH)  
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Aims and Objectives 
The Diploma in Operational Sales Management aims to give aspiring sales managers and practicing sales managers the foundation for their formal development in a 
professional sales management role.  The course has two primary objectives: 

 to assist entrants in gaining the theoretical knowledge required by sales managers to succeed in the workplace 

 to develop practical sales and marketing skills  
 
 

Entry Requirements 
Entrants at Level 4 will normally be either aspiring sales managers or practicing sales managers. Whilst there are no formal educational requirements, entrants should have 
a background that will enable them to benefit from the course. This is likely to be Level 3 Key Skills Communication and Level 3 Key Skills Numeracy, or their equivalent, 
including a Level 3 ISMM qualification. Where intending learners do not have this level of literacy and numeracy, Centres may provide support prior to the start of the 
course. Sponsored and unsponsored learners are equally eligible.   
 
 

Progression 
Successful candidates may benefit from career enhancement or may progress to any of the further qualifications listed below, according to their circumstances: 

 ISMM Level 4 Award, Certificate and/or Diploma in Operational Sales Management. 

 ISMM Level 5 Award, Certificate and/or Diploma in Sales, Account or Sales and Account Management 

 ISMM Level 6 Award, Certificate and/or Executive Diploma in Strategic Sales and Account Management 

 MA in Sales Management  

 MSc in Sales Management 

 any other qualification at a suitable level within or outside the National Qualifications Framework 
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Structure 
The ISMM Level 4 qualification is made up of four Units: 

 Unit 1: Marketing for Sales Managers, which covers the links between sales and marketing within a marketing-oriented organisation and explores the needs and role 
of the sales manager in marketing research, marketing planning and the marketing mix. 

 Unit 2: Sales for Sales Managers, which covers sales roles, the sales cycle, advanced sales skills and negotiation. 

 Unit 3: Management for Sales Managers, which covers sales planning, the human resources process, communication, project planning and budgeting skills. 

 Unit 4: Investigative Project, a summative, synoptic project bringing together learning and understanding from the other three Units. 
 
Candidates completing Unit 2 successfully will gain the ISMM Level 4 Award in Operational Sales and Marketing Management 
Candidates completing Units 1 and 2 successfully will gain the ISMM Level 4 Certificate in Operational Sales and Marketing Management 
Candidates completing Units 1, 2, 3 and 4 successfully will gain the ISMM Level 4 Diploma in Operational Sales and Marketing Management 
 
 

ISMM Level 4 Qualification Overview 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 Unit 1 
40 GLH 

Unit 2 
40 GLH 

Unit 3 
40 GLH 

Unit 4 
10 GLH 

Total GLH 

ISMM L4 Award in Operational Sales and Marketing Management     40  

       

ISMM L4 Certificate in Operational Sales and Marketing Management     80  

       

ISMM L4 Diploma in Operational Sales and Marketing Management     160  
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Learning and Development 
The total guided learning hours for the Diploma programme are 160; for the Certificate they are 80; for the Award they are 40.  Assessment time and self-study are 
additional to this time. 
The total nominal learning hours for the Diploma programme are 370; for the Certificate they are 160; for the Award they are 80. 
 
The Award. Certificate and Diploma programmes can be delivered using flexible modes of delivery to suit the requirements of participants, sponsors and centres.  Delivery 
may include elements of open, distance and/or online learning.   
 

Assessment 
Each candidate wanting to achieve the Diploma must complete three Unit assignments as specified by the ISMM (internally marked and externally moderated; 20% of the 
total marks each)  
An Investigative Project (IP) (externally marked and 40% of the total marks) 
 

Grading 
The four Units making up the Level 4 qualification are each graded Distinction/Merit/Pass/Fail. 
The overall Award, Certificate and Diploma are graded Distinction/Merit/Pass/Fail. 
 

Equality of Opportunity 
The ISMM endeavours both in setting the structure and content of qualifications, and in its processes and arrangements for assessment and awarding, to: 

 ensure access and equality of opportunity wherever possible without affecting the integrity of the qualification; 

 not create unnecessary barriers to achievement; 

 guarantee fair assessment for all candidates, including those with particular assessment requirements. 
 

Centres should refer to the latest copy of the ISMM Qualification Administration Handbook for guidance on arrangements for reasonable adjustments and special 
consideration. 
 
Where work is externally marked, any special circumstances should be notified to the ISMM using the Special Consideration form. The advice of the ISMM should be sought 
as early as possible in the course. 
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Unit 1 Marketing for Sales Managers 
 

Introduction 
This unit explores the links between sales and marketing within a marketing-oriented organisation, covering the role of the sales force in sales and marketing planning and 
the creation of an appropriate marketing mix.  
 
 

Aims of the Unit 
1 To define the different orientations an organisation may choose in its approach to the market  
2 To examine how the sales and marketing planning process leads to the integration of sales and marketing with robust, long-term customer orientation 
3 To conduct a simple audit of an organisation’s internal, micro and macro business environments   
4 To summarise the findings of the audit in a SWOT analysis for use in future sales and marketing planning  
5 To outline the marketing research process and the uses of information for sales and marketing decision-making  
6 To set SMART objectives  
7 To examine the key methods and value of marketing segmentation, targeting and positioning  
8 To examine the needs and role of the salesforce with regard to the marketing mix 
9 To implement and evaluate sales and marketing plans 
 
 

Assessment 
The unit will be assessed by an internally marked, externally moderated assignment  
The assignment makes up 20% of the overall assessment for the Diploma. 
The assignment makes up 50% of the overall assessment for the Certificate. 
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Rationale 
Candidates are encouraged to develop their learning throughout the duration of the unit. Sales managers increasingly have to either carry out marketing tasks for their 
own area of responsibility or liaise with marketing managers to act on their behalf, so it is important that sales managers can understand the language of marketing and 
key marketing tasks. 
 
The unit starts with an investigation into possible orientations for business, covering product, production, selling, and marketing and suggests that in the current dynamic 
business environment, the most effective approach to sales planning is with the context of an integrated sales and marketing plan. The stages of a sales and marketing plan 
are explored. Candidates must demonstrate that they can carry out an audit to examine the internal, micro and macro environments of their organisation, or an 
organisation with which they are familiar, and summarise this in a SWOT analysis. The role of sales in the marketing research process will be explored, along with the 
relevance to sales managers of key marketing research methods and marketing information systems. 
 
The SWOT analysis is used as the basis for setting SMART objectives for sales and marketing. The formulation of a sales and marketing strategy is explored with an 
examination of generic strategies followed by the methods of segmenting markets, selecting targets and positioning against competitors. The formulation of an 
appropriate marketing mix is examined with an outline of key elements of product, price, place and promotional theory and application. With the growth of service 
(intangible) products, the nature of services and the extended marketing mix required to offer them to the marketplace is investigated. Finally, the implementation and 
evaluation of sales and marketing plans is considered.  
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Unit 1  Marketing for Sales Managers 
 

Learning outcomes Indicative content 
On completion of this unit the candidate should be able to: 
1.1 Define the business orientations an organisation may choose in 

its approach to the market 
1.1.1 Define the business orientations an organisation may choose in its approach to the 

market 

 Product  

 Production 

 Sales 

 Marketing 
 

1.2 Examine how the sales and marketing planning process leads to 
the integration of sales and marketing with robust, long term 
customer orientation 
 

1.2.1 Define marketing planning  
Define sales planning 
Examine the integration of sales and marketing planning 
Consider the barriers to the integration of the sales and marketing functions 
 

1.3 Outline the stages of the planning framework and the role of the 
sales manager in this framework 
 

1.3.1 Outline the stages of the planning framework by defining: 

 Mission 

 Audit 

 Objectives 

 Strategy 

 Tactics        

 Implementation 

 Control  
  1.3.2 Explore the role of the sales manager in sales and marketing planning 

 
1.4 Define the nature and purpose of mission statements 1.4.1 The nature and purpose of mission statements 

Examine mission statements for own or other relevant organisations 
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Unit 1  Marketing for Sales Managers 
 

Learning outcomes Indicative content 
On completion of this unit the candidate should be able to: 
1.5 Conduct a simple audit of an organisation’s internal, micro and 

macro business environments  
1.5.1 Auditing the internal environment 

 McKinsey’s 7 S’s model: 

 Structure, strategy, systems, staff, skills, style, shared values 
  

 
1.5.2 Auditing the micro environment: 

 Customers, competitors, suppliers, distributors  

 Porter’s Five Forces model 
  1.5.3 Auditing the macro environment: 

 Legal, economic, political, environmental, social, technological environments 

 Stakeholder analysis 
 

1.6 Conduct a SWOT analysis 
 

1.6.1 Conduct a SWOT analysis: 

 Using the findings from the audit 

 Internal factors are strengths and weaknesses 

 Micro and macro factors are opportunities and threats 

 Matching strengths to market opportunities 
 

1.7 Outline the marketing research process and the uses of 
information for sales and marketing decision making 

1.7.1 Discuss the need for marketing research to make sales and marketing decisions 
 1.7.2 Outline the role of the sales team in carrying out marketing research  

 Market sensing 

 Market intelligence 

 Eyes and ears of the company 

 Building a network of contacts 

 Gathering information 
  1.7.3 Outline of the key points of the marketing research process: 

 Define the problem to be researched and information needs 

 Set objectives 

 Carry out research 

 Data analysis 
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Unit 1  Marketing for Sales Managers 
 

Learning outcomes Indicative content 
On completion of this unit the candidate should be able to: 

 Report findings 
  1.7.4 Define the key types of research: 

 Secondary 

 Primary 

 Qualitative 

 Quantitative 
  1.7.5  Define the key research methods: 

 Survey (questionnaires, focus groups, depth interviews) 

 Observation  (human, mechanical) 

 Experiment (field, laboratory) 
  1.7.6 Define the key types of research relevant to the sales force: 

 Sales research 

 Product research 

 Price research 

 Place research 

 Promotion research  

 Market research 
1.7.7 Explore the need for salespeople to manage and access information: 

 The role and function of a Marketing Information System (MKIS) 

 Data warehousing and data mining 

 Customer Relationship Management (CRM) systems  

 Developing and using customer databases 

 Sales support systems 
 

1.8 Set SMART objectives for marketing and sales 1.8.1 Where do we want to be? 

 Set SMART objectives for marketing 

 Set SMART objectives for sales 
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Unit 1  Marketing for Sales Managers 
 

Learning outcomes Indicative content 
On completion of this unit the candidate should be able to: 
1.9 Develop strategies by considering possible approaches to the 

market 
1.9.1 Porter’s triangle: 

 Cost leadership 

 Differentiation 

 Focus 
1.10 Develop strategies by examining the key methods and value of 

marketing segmentation, targeting and positioning 
1.10.1 Define segmentation 

Explore the role of the salesperson in segmenting the market 
Explore the value of segmentation to the sales force  

  1.10.2 Describe the key consumer segmentation bases: 

 Geographic 

 Demographic 

 Geo-demographic (ACORN and Mosaic) 

 Psychographic 

 Benefits sought 
  1.10.3 Describe the key industrial segmentation bases: 

 Geographic 

 Size 

 Standard Industry Classification Code 

 Industry type of purchaser 
  1.10.4 Define the term targeting 

Explore the criteria for choosing target markets (SMASH: sizeable, measurable, 
accessible, sustainable, homogenous)  
Explore the use of targeting to identify potentially suitable groups for sales activity 

  1.10.5 Define the term positioning 
Explore the use of positioning maps to plot customer’s perceptions of own and 
competitor organisations 
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Unit 1  Marketing for Sales Managers 
 

Learning outcomes Indicative content 
On completion of this unit the candidate should be able to: 
1.11 Examine of the needs and role of the sales force with regard to 

the tactics of the marketing mix 
1.11.1 Examine the needs and role of the sales force with regard to product issues: 

 Product definition (core, tangible, augmented, potential) 

 The Product Life Cycle stages and mix actions for each stage 

 Portfolio analysis – the Boston Consulting Group matrix 

 The New Product Development process 
 
 
 

 1.11.2 
 
 
 
 
 

Examine the needs and role of the sales force with regard to pricing issues in the 
marketing mix: 

 Definition of Price (the only P which earns revenue)  

 Factors affecting setting the price 

 Pricing methods (cost plus, mark up, psychological, differential pricing, what the 
market will bear, competitive)  

 Pricing strategies – skimming and penetration 

 Pricing tactics – sales, discounts, promotions 
  

 
 
 
 
 
 
 

1.11.3 Examine the needs and role of the sales person with regard to place issues in the 
marketing mix: 

 Definition of Place (channel and physical place)  

 Levels of channels 

 Types of intermediaries 

 Role of intermediaries 

 Distribution strategies (exclusive, selective, intensive) 

 Trends in distribution (disintermediation, direct channels, outsourcing, growth 
of logistics providers) 

 The internet 
 

  1.11.4 Examine the needs and role of the salesperson with regard to promotion issues in 
the marketing mix  

 Definition of Promotion 

 The needs and role of the sales person in promotion issues 
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Unit 1  Marketing for Sales Managers 
 

Learning outcomes Indicative content 
On completion of this unit the candidate should be able to: 

 Communication model (sender, receiver, feedback, noise) 

 Hierarchy of response models: AIDA, DAGMAR 

 Promotional objectives 

 Promotional strategies: push, pull and profile 

 Promotional tactics – the promotional sub mix: 
o Advertising 
o Sales promotion 
o Direct marketing 
o Public relations 
o Personal selling – the sales person as micro-marketer 
o Sponsorship 
o Events 
o The internet 
o Sales literature, brochures, presenters and letters 

Integrating communications to deliver a consistent message 
Measuring effectiveness 
 

1.12 Examine the characteristics of services 
 

1.12.1 Examine the characteristics of services: 

 Variable 

 Intangible 

 Inseparable 

 Perishable 

 Ownership 
 

1.13 
Overview of the needs and role of the sales force in issues 
relating to the extended marketing mix of three additional P’s: 
people, processes and physical evidence 

1.13.1 Overview of the needs and role of the salesforce in issues relating to the provision of 
people for the customer 

 1.13.2 Overview of the needs and role of the salesperson in issues relating to the provision 
of processes for the customer 
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Unit 1  Marketing for Sales Managers 
 

Learning outcomes Indicative content 
On completion of this unit the candidate should be able to: 
 

 
1.13.3 Overview of the needs and role of the salesperson in issues relating to the provision 

of physical evidence for the customer 
 

1.14 Explore the resources required for implementing sales and 
marketing plans 
 

1.14.1 Moneybudgets 
Timetime management and project planning 
Peoplehuman resources 
 

1.15 Examine the tools for measuring outcomes of sales and 
marketing plans 
 

1.15.1 Monitoring the budget – compare results with forecasts  
Checking customer satisfaction 
 

 

 

 

Unit 1 Assessment 
 
This Unit is assessed by a written report in an appropriate business format 
 
It is internally marked against a mark scheme supplied by the ISMM and externally moderated 
 
20% of maximum mark for the Diploma 
50% of maximum mark for the Certificate 
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Unit 2 Sales for Sales Managers 
 

Introduction  
This unit covers sales roles, models of buying and selling, and advanced sales and negotiation skills  
 

Aims of the unit 
1 To evaluate the organisational relationship between marketing and sales  
2 To explain the sales planning process 
3 To set sales objectives 
4 To select appropriate sales strategies 
5 To define selling and the role, characteristics and qualities of the salesperson  
6 To explore the opportunities and limitations for salespeople created by ethical and legal factors 
7 To compare and contrast different selling contexts and the role, characteristics and qualities of the salesperson in these differing sales contexts 
8 To examine and apply models of buying behaviour and define the key influences on buyers in consumer and industrial contexts 
9 To investigate and explore sales and negotiation models within the context of the candidate’s own or a chosen organisation. 
10 To explore and demonstrate advanced sales communication skills. 
11 Explore financial aspects of selling 
12 Explore the role of the salesforce in providing customer service 
 

Assessment 
The unit will be assessed by a sales role play (Option A) or a written report on an aspect of selling (Option B) and represents 20% of the overall assessment 
The assignment makes up 20% of the overall assessment for the Diploma. 
The assignment makes up 50% of the overall assessment for the Certificate. 
The assignment makes up 100% of the overall assessment for the Award. 
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Rationale 
Candidates are encouraged to develop their learning throughout the duration of the unit.  The emphasis is on providing a theoretical underpinning to enhance sales 
practice, and to develop practical advanced selling skills. This Unit builds on the previous Unit by recapping the links between marketing and sales planning. Having 
established a framework for effective sales operations, the Unit considers the qualities of salespeople, sales stereotypes, legal and ethical opportunities and constraints on 
sales people and the wide variety of different sales roles for different contexts. Consumer and industrial buyer behaviour is explored, followed by a detailed examination of 
models of sales practice; this theoretical underpinning for advanced selling is followed by an exploration of the practical skills required for effective advanced personal 
selling and negotiation, with communication skills explored in detail. A brief look at some of the financial aspects of the sales process and the role of the salesperson in 
providing customer service conclude the Unit. 
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Unit 2  Sales for sales managers 
 

Learning outcomes  Indicative content 
On completion of this unit the candidate should be able to: 
2.1 Evaluate the organisational relationship between marketing and 

sales  
2.1.1 Evaluate the organisational relationship between marketing and sales  

 
2.2 Overview the sales planning process 

 
2.2.1 Overview the sales planning process: 

 Marketing objectives and sales objectives 

 Marketing and sales strategies and tactics 

 Implementation and evaluation of sales plans 
 

2.3 Define selling and the role, characteristics and qualities of the 
professional salesperson  
 

2.3.1 Define selling 
Define the role of the salesperson 
Define the characteristics and qualities of the professional salesperson 
(knowledgeable, honest, helpful, reliable, motivated) 
 

2.4 Compare stereotypical sales practice with ethical sales behaviour 2.4.1 Discuss stereotypes of sales practice (hard selling, miss-selling, sharp practice) 
Examine ethical sales behaviour 
 

2.5 Explore the opportunities and limitations for salespeople created 
by fundamental Consumer Law in sales and marketing 
 

2.5.1 Fundamental legislation: 
Enterprise Act 2002 
Fair Trading Act 1973 
Consumer Protection Act 1987 
Data Protection Act 1998 
Supply of Goods and Services Act 1982 
Contract law 
Health and safety legislation  
Industry Codes of conduct 
Any other current industry legislation 
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Unit 2  Sales for sales managers 
 

Learning outcomes  Indicative content 
On completion of this unit the candidate should be able to: 
2.6 Compare and contrast different selling contexts and the role, 

characteristics and qualities of the salesperson in these differing 
sales contexts 
 

2.6.1 Define the role, qualities, characteristics of the salesperson in different sales 
contexts: 

 direct (face to face) selling 

 trade selling  

 retail selling  

 inbound and outbound telephone selling  

 new business selling  

 relationship selling  

 key accounts  

 missionary selling 
 

2.7 Examine and apply models of buying behaviour and define the 
key influences on buyers in consumer and industrial contexts 

2.7.1 Consumer buying behaviour 
 DMU 

o DMP  
o Influences on consumer buyers (personal, psychological, social, 

cultural, buying situation) 
  2.7.2 Industrial buying behaviour 

 DMU 
o DMP 
o Influences on industrial buyers (PEST, organisational, buy phase, 

interpersonal, individual)  
o Influences on trade buyers (derived demand, volume, profitability, 

terms) 
 

2.8 Investigate and explore the sales cycle within the context of your 
own or a chosen organisation 

2.8.1 The Pre-sale: 

 Prospecting 

 Targeting customers 

 Making appointments 
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Unit 2  Sales for sales managers 
 

Learning outcomes  Indicative content 
On completion of this unit the candidate should be able to: 

 Diary planning 

 Researching individual customers 

 Personal preparation 

 Setting objectives for the sales call 
2.8.2 The Sale: 

 Breaking the ice and building rapport 

 Identifying needs through questioning 

 Presenting a sales proposal 

 Handling objections (listen and do not interrupt, acknowledge objection, agree 
and counter, straight denial, question the objection, forestall the objections, 
uncover hidden objections,   trial close) 

 Negotiating agreement 

 Closing (ask for the order, summarise and ask for the order, alternative close, 
assumptive close, concession close, puppy dog close, action agreement) 

2.8.3 The Post sale: 

 Processing the order 

 Delivery / hand over 

 Customer follow-up 

 After sales service 

 Gaining referrals and recommendations 

 Identifying repeat selling opportunities (up-selling, cross-selling) 

 Self analysis and seeking feedback  
 

2.9 Consider alternative models of sales practice 2.9.1 SPIN selling 
  2.9.2 Consultative selling 
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Unit 2  Sales for sales managers 
 

Learning outcomes  Indicative content 
On completion of this unit the candidate should be able to: 
2.10 Explore and demonstrate advanced sales communication skills 

 
2.10.1 Body language: 

 Introducing yourself 

 Eye contact 

 Handshakes 

 Open and closed gestures 

 Honesty gestures and clusters 

 Thoughtful gestures and clusters 

 Personal space 

 Mirroring 

 

2.10.2 Questioning and listening: 

 Open, closed and probing questions 

 Soft and hard fact questions 

 Empathy statements 

 Paraphrasing 

 Pace and tonality 
  2.10.3 Basic Neuro Linguistic Programming (NLP) theory:  

 Modes of communication: 

 Visual 

 Auditory 

 Kinaesthetic 

 Listening to determine customer’s preferred mode of communication 

 Matchingbuilding rapport through responses  

 Congruence in buying signals 

 Pacing the customer 

 Precise language 
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Unit 2  Sales for sales managers 
 

Learning outcomes  Indicative content 
On completion of this unit the candidate should be able to: 
  2.10.4 Using psychology: 

 Using humour 

 Disturbing the customer 
 

2.11 Overview of the negotiation process 2.11.1 The negotiation process: 

 Establishing the limits of authority 

 Setting the scene 

 Opening negotiations 

 Negotiation (exploration, creative solution seeking, framing  

 the deal, bidding, bargaining) 

 Closing the negotiation (agreeing, confirming) 

 Following up 
 

2.12 Explore financial aspects of selling 
 
 

2.12.1 Explore financial aspects of selling: 

 Proposals  

 Quotations 

 Creditworthiness of clients 

 Helping clients to find finance 

  
2.13 Explore the role of the sales force in providing customer service 

 
2.13.1 Customer service 

Handling complaints 
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Unit 2 Assessment 
 
This unit assessed by: 
A sales role play (Option A) 
 
or 
 
A written report of 2000 words (Option B) 
 
20% of maximum mark for the Diploma 
50% of maximum mark for the Certificate 
100% of maximum mark for the Award 
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Unit 3 Management for Sales Managers 
 

Introduction 
This Unit covers the sales planning process, the human resources process, communication, project planning and budgeting skills for sales mangers 
 

Aims of the Unit: 
1 To explore the role of the sales manager in sales and marketing planning 
2 To enable candidates to set sales objectives, then select appropriate sales strategies and tactics 
3 To explore the process of building the sales team and maintaining sales team performance 
4 To examine the tools used for implementing and evaluating sales plans, including budgeting and project planning 
5 To explore communication skills for sales managers 
6 To enable candidates to create and deliver effective presentations to individuals and groups 
7 To enable candidates prepare and run sales meetings 
8 To enable candidates manage sales administration processes effectively 
9 To enable candidates create a personal development plan  
 

Assessment 
Written report with development plans for team 
The assignment makes up 20% of the overall assessment for the Diploma. 
 

Rationale 
This Unit builds on the previous two by investigating sales planning responsibilities for sales managers, including setting sales objectives and selecting sales strategies. The 
remainder of the Unit focuses on building the sales team through an investigation of the human resources process (recruitment, selection, induction, training) and 
maintaining sales team performance (through leadership, motivation and appraisal). Practical tools for sales managers, such as budgeting, project planning, communication 
and administration are explored, then a brief consideration of continuing professional development for sales managers concludes the Unit. 
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Unit 3 Management for Sales Managers 
 

Learning outcomes  Indicative content 

On completion of this unit the candidate should be able to: 

    

3.1 Explore the role of the sales manager in sales and marketing 
planning 

3.1.1 Overview the role of the sales manager in sales and marketing planning: 

 Liaison with the marketing function 

 Sales manager and sales force input to planning 

 Set sales objectives  

 Select sales strategies  

 Build the sales team 

 Implement plans 

 Evaluate plans 
 

3.2 Set sales objectives 3.2.1 Set sales objectives which will contribute to the achievement of marketing 
objectives: 

 sales targets 

 profitability targets 

 call rate targets 

 customer retention targets 
 

3.3 Select appropriate sales strategies and tactics 3.3.1 Outline of how the sales force may be organised 

 Geography 

 Product 

 Market 

 New and existing accounts 

 Key accounts 
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Unit 3 Management for Sales Managers 
 

Learning outcomes  Indicative content 

On completion of this unit the candidate should be able to: 
  3.3.2 Design individual and team territories to meet sales objectives: 

Workload of salespeople 
Sales potential in a territory 
Revising territories 

 

 

3.3.3 Sales tactics 
Diary planning 
Route planning 
Prioritising tasks 
 

3.4 Explore processes for building the sales team  3.4.1 Recruitment and selection: 

 Job description and person specification 

 Sources of candidates 

 Eliminate applicants and draw up a shortlist 

 Interviewing and other selection methods 
  3.4.2 Induction and training: 

 Inducting new salespeople 

 Drawing up a training plan 

 Coaching and mentoring 

 Continuing professional development 
 

3.5 Explore processes for maintaining sales team performance 3.5.1 The role of the sales manager as a leader 
  3.5.2 Adair – the individual, the team and the task 
  3.5.3 Motivating salespeople: 

 Motivation theory: 
o Maslow’s Hierarchy of needs 
o Mintzberg’s Theory X and Theory Y 

 Motivating individuals and teams 

 Remuneration, salary, commission 
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Unit 3 Management for Sales Managers 
 

Learning outcomes  Indicative content 

On completion of this unit the candidate should be able to: 

 Rewards and incentives as motivators 
  3.5.4 Appraising salespeople 

 
3.6 Examine the tools used for implementing and evaluating sales 

plans  
3.6.1 Financial tools – finance in relation to customers 

Proposals 
Quotations 
Ensuring profitability 

  3.6.2 Financial toolsbudgeting: 

 Setting a budget 

 Estimating sales revenues 

 Estimating sales costs 

 Monitoring results and taking appropriate action  
  3.6.3 Project planning: 

 Planning timings of marketing or sales activities using a simple Gantt chart 

 Monitoring results and taking appropriate action 
 

3.7 Explore communication skills for sales managers 
 

3.7.1 Interpersonal communication: 
Personal networks  
Internal relationships 
 With team  
 With support staff 
 Cross functional teams 
External relationships 
 With suppliers or other stakeholders 
 With customers 
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Unit 3 Management for Sales Managers 
 

Learning outcomes  Indicative content 

On completion of this unit the candidate should be able to: 
  3.7.2 Written communication: 

 Memos  

 Letters 

 Reports 

 

 

3.7.3 Electronic communication: 

 E-mail 

 Telephone 

 Text messages 

 Internet  

 EPOS 

 EDI 
 

3.8 Create and deliver effective presentations to individuals and 
groups 

3.8.1 Structure and content of a presentation 
Delivery style and confidence 
Audio visual aids 
 

3.9 Prepare and run sales meetings 
 

3.9.1 Prepare and run sales meetings 
 

3.10 Manage sales administration processes effectively 
 
 
 

3.10.1 Sales administration: 

 Sales orders 

 Delivery paperwork 
 

3.11 Create a continuing professional development plan 
 
 
 

3.11.1 Self evaluation 
Seeking feedback 
Creating a personal development plan 
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Unit 3 Assessment 
 

This unit assessed by a report, plan or other appropriate business format. 
 
It is internally marked using a mark scheme supplied by the ISMM and externally moderated. 
 
Word limit: 2500 words 
 
20% of maximum mark for the Diploma 
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Unit 4 Investigative Project 
 

Introduction 
This Unit is designed to assess learning across all previous Units. 
 

Aims of the Unit 
1 To enable candidates to integrate their learning across all previous Units  
2 To give candidates an opportunity to explore issues detailed in specified syllabus outcomes, within the context of their chosen organisation, through the   

application of relevant tools and models within the syllabus and through undertaking a small amount of basic research. 
3 To give candidates an opportunity to demonstrate their written business communication skills. 

 

Assessment 
The unit will be assessed by an Investigative Project (IP). 
The assignment makes up 40% of the overall assessment for the Diploma. 
 

Rationale 
Candidates are encouraged to review, revise and reflect upon their learning throughout the duration of the course, and integrate their learning during their exploration of 
the Integrative Project topics in relation to their own organisation. Tutors guiding their candidates through this process may find that it is during the time allowed for the 
Integrative project assessment that candidates make links between individual Units and begin to be able to use the theories and models they have learned in a practical 
and useful way. Candidates should seek feedback and tutorial guidance at regular intervals to check their progress during the assessment period. 
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Unit 4 Investigative Project 
 

Learning outcomes Indicative content 
On completion of this unit the candidate should be able to: 
4.1 Integrate learning from Units 1, 2 and 3  4.1.1 Review and reflect upon learning outcomes in syllabus Units 

 
4.2 Explore specific syllabus topics in relation to a chosen 

organisation 
4.2.1 Select and use appropriate theories and models from the syllabus Units that to 

address the issues detailed in the assignment brief 
4.2.2 Conduct research into a specific topics in relation to a chosen organisation 

 
4.3 Demonstrate written business communication skills 4.3.1 Produce a coherent report, in line with the accepted conventions of business writing 

 

Unit 4 Assessment 
 
Learning from all units will be assessed by the IP. Different learning outcomes will be selected for assessment in each assessment session. 
 
The assignment will be issued and submitted on set dates, published in the ISMM assessment calendar. 
 
The assignment will be externally marked. 
 
The IP should be based on the candidate’s own organisation or one known to them. Basic research will be required to complete the project 
 
Word limit: 4000 words 
 
40% of maximum mark for the Diploma 
 


