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1. BASIC INFORMATION  
 

Course  Sales management and techniques 

Degree program Bachelor’s Degree in Sports Management 

School Medicine, Health and Sports 

Year 4th 

ECTS 4 

Credit type Compulsory 

Language(s) Spanish / English 

Delivery mode Face-to-face / online 

Semester S1 

Academic year 2025/2026 

Coordinating professor Silvio Addolorato 

 

2. PRESENTATION  
 
Sales Management and Techniques is a fourth-year subject area on the Bachelor's Degree in Sport 
Management, and it is taught in the seventh semester. It is worth 4 ECTS, and it is a compulsory subject 
on the degree programme. Considering the intended learning outcomes, it provides basic and specific 
training in sales management and techniques. While helping students to understand the theory of sales, 
it also introduces them to tools for managing sales teams, which will be useful in future team management 
roles. 
The subject area is structured in chronological order, allowing students to gradually engage with 
increasingly complex content. The subject area syllabus clearly defines the general and specific skills 
needed to develop the different levels of learning in this subject. The subject area is taught in Spanish and 
English, given UEM's strong international nature, providing students with the right tools to achieve a level 
of knowledge that will allow them to work professionally in international settings. 
 
 

3. LEARNING OUTCOMES  
 
Knowledge 
CON01. Knows business action plans for the improvement of processes involving material, human, or 
economic resources. 
CON02. Describes the design of an entrepreneurship and business development process, from its 
conceptualization to its implementation and evaluation, taking into account the individual and contextual 
characteristics of the company, as well as the historical, technical and ethical principles. 
CON06. Describes the construction and operation processes of different sports facilities. 
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Skills 
HAB01. Develops optimal strategic and analysis tools for sports management 
 
Competences 
COMP3. Direct and coordinate teams, both individual and group, in the development of tasks, protocols, 
processes, and activities related to good exercise practices and physical activity. 
COMP5. Organize, direct, plan and coordinate the human resources of the different sports entities, 
including stress evaluation, organizational charts and other professional structures in conjunction with 
current regulations. 
COMP13. Know, elaborate, and apply strategic analyses that propose creative solutions adapted to the 
situation of the sports company and its environment 
 

4. CONTENTS 
 
• Design and management of the sales team. 
• Marketing vs sales 
• Motivation of the commercial team 
• The sales cycle - Negotiation techniques and objection management 
 
The subject is organised into 4 learning units, which, in turn, are divided into the following topics: 
 
Unit 1. Introduction to the concept of sales 
Topic 1. The concept of sales in the sports industry 
Topic 2. Key elements of sales 
Topic 3. The sales process 
 
Unit 2. Sales strategies and techniques 
Topic 4. Sales strategies and techniques 
 
Unit 3. Planning and implementation of a sales plan 
Topic 5. Introduction to sales plans. Definition, functions and creation 
Topic 6. Sales plans 
 
Unit 4. The sales department and its management 
Topic 7. Sales department management 
Topic 8. Sales department remuneration plan 
Topic 9. Sales department motivation plan 
 
 

5. TEACHING-LEARNING METHODOLOGIES 
 
The types of teaching-learning methodologies used are indicated below: 

• Case studies  
• Collaborative learning  
• Problem-based learning  
• Lectures/Web conferences  
• Simulation environments 



 

3 
 

 

6. LEARNING ACTIVITIES 
 
Listed below are the types of learning activities and the number of hours the student will spend on each 
one: 
 
Campus-based mode: 

Learning activity Number of hours 

Lectures  12  

Debates and discussions  4  

Group work  3  

Simulation exercises  6  

Excursions  8  

Oral presentations  2  

On-campus knowledge tests  2  

Tutorials  3  

Asynchronous lectures  8  

Independent working  18  

Problem-solving and practical exercises  34  

TOTAL 100 

 

Online mode: 

Learning activity Number of hours 

Online seminars  6  

Debates and discussions through online seminars  25  

Group work  10  

Case studies  10  

Oral presentations via online seminars  22  

Problem-solving  25  

On-campus knowledge tests 2 

TOTAL 100 
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7. ASSESSMENT 
 
Listed below are the assessment systems used and the weight each one carries towards the final course 
grade: 
 
Campus-based mode: 

Assessment system Weight 

Performance observation  15%  

Learning portfolio, problem-solving and practical exercises  20%  

Drawing up reports and written work  15%  

Knowledge tests  40%  

Case studies  10%  

 
Online mode: 

Assessment system Weight 

Drawing up reports and written work  5%  

On-campus knowledge tests  60%  

Performance observation  5%  

Case studies  15%  

Problem-solving and practical exercises  15%  

 
When you access the course on the Campus Virtual, you’ll find a description of the assessment activities 
you have to complete, as well as the delivery deadline and assessment procedure for each one.  
 
 
 

7.1. First exam period 
 
To pass the course in the first exam period, you must obtain a final course grade of at least 5 out of 10 
(weighted average). 
 
In any case, you will need to obtain a grade of at 5.0 in the final exam in order for it to count towards the 
final grade along with all the grades corresponding to the other activities. 
   

7.2. Second exam period 
 
To pass the course in the second exam period, you must obtain a final grade of at least 5 out of 10 
(weighted average).  
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In any case, you will need to obtain a grade of at 5.0 in the final exam in order for it to count towards the 
final grade along with all the grades corresponding to the other activities.  
 
The student must deliver the activities not successfully completed in the first exam period after having 
received the corresponding corrections from the professor, or those that were not delivered in the first 
place.  
 
 

8. SCHEDULE 
 
This table shows the delivery deadline for each assessable activity in the course: 
 

Assessable activities Deadline 

Activity 1. Key elements of sales at fitness centres  Weeks 5-6  

Activity 2. Sales strategies and techniques. Case study 
application  

Weeks 8-9  

Individual knowledge test 1  Week 11  

Activity 3. Creation of a sales training plan  Weeks 12-13  

Activity 4. Creation of a sales plan  Week 15  

Individual knowledge test 2  Weeks 17-18  

 
This schedule may be subject to changes for logistical reasons relating to the activities. The student will be 
notified of any change as and when appropriate. 
 
 

9. BIBLIOGRAPHY 
 
The main reference work for this subject is: 

• Acosta, M., Salas, L., Jiménez, M., & Guerra, A.  M. (2018). La administración de ventas. Alicante: 
Editorial Área de innovación y desarrollo, S.L. 

• Addolorato, S. (2018). Product or service tangible and intangible variables: the creation of the 
itness application ‘punnett square’(faps). Sport TK: Revista Euroamericana de Ciencias del 
Deporte, 7(2), 9-16. 

• Addolorato, S., García Unanue, J., Gallardo, L., & García Fernández, J. (2022). Fitness industry 
business models: from the traditional franchising chain to the fitness boutique. PODIUM Sport, 
Leisure and Tourism Review, 11(1), 1-25. 

• Castell, M. A. (2015). Dirección de ventas 13ª ed.: Organización del departamento de ventas y 
gestión de vendedores. ESIC Editorial. 
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• García, L. M. (2007). +Ventas. Madrid: ESIC Editorial. 

• Johnston, M. W., & Marshall, G. W. (2009). Administración de ventas. México D.F.: Editorial 
McGraw Hill. 

• Kotler, P., & Keller, K. L. (2006). Dirección de Marketing. México: Person Prentice Hall. 

• Martínez, A. & Zumel, C. (2016). Organización de equipos de ventas. Madrid: Ediciones Paraninfo, 
SA. 

• Wilson, M. (2001). Cómo organizar y dirigir un equipo de vendedores. Bilbao: Editorial Deusto. 

 
The recommended Bibliography is:  

• American Marketing Association (AMA) (1960). Committee on Definitions. Marketing definitions. A 
glosary of marketing terms. Chicago: Autor. 

• Anderson, E. & Onyemah, V. (2006). How Right Should the Customer Be? (cover story). Harvard 
Business Review, 84 (7/8), págs.59-67.  

• Bengoechea, B.P. (1999). Diccionario de marketing. Madrid: Editorial EDITORIAL.  

• Bernal, B.E. (2009). Tipos y técnicas de ventas. <http://www.monografias.com/trabajos72/tipos-
tecnicas-ventas/tipos-tecnicas ventas2.shtml> 

• Chandler, A. (1962). Estrategia y estructura. Capítulos en la historia de la Empresa industrial 
americana. < http://www. ub. edu/geocrit/b3w-141. Htm> 

• Del Arco Juan, F. J., & López, Á. R. (2013). Revista Internacional De Derecho Y Gestión Del Deporte. 
Derecho y Gestión del Deporte, 22. 

• Escudero, M. J. (2016). Técnicas de venta y negociación. Madrid. Ediciones Paraninfo, SA. 

• Gómez, M. A., Ramos, E., & Orueta, G. (2011). Las nuevas tecnologías de la información y el 
ECommerce, algunas implicaciones regulatorias y éticas. “XIX Congreso. Transformar el mundo-
humanizar la técnica ética, responsabilidad social e innovación". Universitat Politècnica de 
Catalunya: Editor EBEN 

• Gschwandtner, G. (2008). Manual del gerente de ventas. México D.F.: Editorial McGraw-Hill 
Interamericana. 

• Harris, M. (2011) “Antropología cultural”. Madrid: Alianza Editorial. 

• Heinemann, K. (1998). Introducción a la economía del deporte. Barcelona: Editorial Paidotribo. 

• Kuster, I. & Canales, P. (2006). Evaluación y control de la fuerza de ventas: Análisis exploratorio. 
Universia Business Review, 2006, num. 9, p. 42-57. 
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• Loehlin, J. C., McCrae, R. R., & Costa Jr., P. T.  (1998). Heritabilities of Common and Measure-Specic 
Components of the Big Five Personality Factors. Journal of Research in Personality, 431-453. 

• Levitt, T. (1965). Explote el ciclo de vida del producto. Escuela de Graduados en Administración de 
Empresas, Universidad de Harvard, 43(1). 

• Molina, M., & Benet, A. (2012). Los sistemas de control de la fuerza de ventas. Working Papers on 
Operations Management, 3(1), 16-27. 

• Muñiz, R. (2008). Marketing en el siglo XXI. España: Editorial Centro de Estudios Financieros. 

• Muñoz, F. (2021). Cómo definir los objetivos en ventas. Disponible en: 
www.webdoxclm.com/blog/como-definir-objetivos-ventas 

• Oliver, R.L. & Anderson, E. (1994). An empirical test of the consequences of behavior-and outcome-
based sales control systems. Journal of Marketing, 58 (4), pág.53. 

• Ramos, S. (2017). Técnicas de ventas. Bogotá: Fondo Editorial Areandino 

• Torres, L., & Santos, J. (2018). Del ciclo de vida del producto al ciclo de vida del cliente: Una 
aproximación hacia una construcción teórica del ciclo de vida del cliente. Revista investigación y 
negocios, 11(18), 100-110. 

• Véliz, M. A., Narváez, L. S., Cercado, M. J., & Tejada, A. M. G. (2018). La administración de ventas: 
Conceptos Claves en el Siglo XXI (Vol. 34). 3Ciencias. 

 
10. EDUCATIONAL GUIDANCE AND DIVERSITY UNIT 
 
From the Educational Guidance and Diversity Unit we offer support to our students throughout their 
university life to help them reach their academic achievements. Other main actions are the students 
inclusions with specific educational needs, universal accessibility on the different campuses of the 
university and equal opportunities. 

 From this unit we offer to our students: 

1. Accompaniment and follow-up by means of counselling and personalized plans for students who 
need to improve their academic performance. 

2. In terms of attention to diversity, non-significant curricular adjustments are made in terms of 
methodology and assessment for those students with specific educational needs, pursuing an 
equal opportunities for all students. 

3. We offer students different extracurricular resources to develop different competences that will 
encourage their personal and professional development. 

4. Vocational guidance through the provision of tools and counselling to students with vocational 
doubts or who believe they have made a mistake in their choice of degree. 

Students in need of educational support can write to us at: 

orientacioneducativa@universidadeuropea.es 
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11. ONLINE SURVEYS 
 
Your opinion matters! 
 
The Universidad Europea encourages you to participate in several surveys which help identify the 
strengths and areas we need to improve regarding professors, degree programs and the teaching-learning 
process.  
 
The surveys will be made available in the “surveys” section in virtual campus or via e-mail. 
 
Your assessment is necessary for us to improve. 
 
Thank you very much for your participation. 
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