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Course philosophy &
practicalities



TU-E4081 learning objectives
and course philosophy

+ Principles of sales management & innovative business models

+ Combination of M.Sc. level academic thinking and hands-on
sales management

+ Emphasis on cutting edge technology and high-growth
companies

+ Utilizing benefits of remote education and heard-out student
feedback: e.g.

location & time-independency

something else than laptop work (e.g. audio, field exercise)
individual completion

no learning diaries

phased structure course with feedback during course
recorded lectures (also kickoff, field study instructions & Q&A)



TU-E4081 practicalities &
communication

. All questions and communication to course
coordinator (at least CC:), Antti Lahtevanoja
(antti.lahtevanoja@aalto.fi)

- The course is run entirely through the Mycourses
page

- The course runs for 6 weeks (despite the Moodle
header)



Course tasks in the 6 weeks

. Lecture videos (Weeks 1-6)

+ Watch and answer example multiple question until you get it right

+ Draft your own multiple question (one per video) with answers — good explanation & video
timestamp improves the grade

. Journal articles (Weeks 1-6)

+ Read and answer example multiple question until you get it right

+ Draft your own multiple question (one per article) with answers — good explanation and article
page no. improves the grade

. First case study assignment (Week 1)

+ Pick one case (out of 8) — NPR "How | Built This” audio case studies

+ Write a structured relocalization analysis using business model canvas components

+ Return by deadline (end of Week 1)

+ You will get feedback right after Week 1

. Pick two more case study assignments (Weeks 2-3)

+ Write a structured relocalization analysis using business model canvas components

+ Deadline end-Week 3

. Field study challenge (Weeks 4-6)

+ Framework "Customer Teaching Canvas (CTC)” given on live lecture (Week 4, March 22, 14:15)

+ Visit two stores to analyze their sales — physical and virtual in both

+ Use the CTC canvas to analyze their sales

+ Report due end-Week 6

. Peer review (Weeks 4-6)

+ Assessment of two case studies with given criteria

+ Please follow instructions carefully and visit grading feedback after Case 1)
. Q&A and course feedback (Week 6)

+ Q&A April 5th 14:15



TU-E4081 — Principles for grading
= "What is good?”

+ 33% Knowledge richness, e.g.
showing knowledgeability and understanding
academic wit and managerial judgment
examples and comparisons

+ 33% Analytical sharpness, e.g.
evaluative and critical judgment
numbers
application of theory

+ 33% Professionalism e.g.

structure, balance, cohesion, credibility, referencing/sourcing



TU-E4081 — Awarding points
towards the final grade

+ 33% Video and article questions

+ 33% Case assignments (two out of three peer-reviewed)
+ 33% Field assignments

+ Extra point for punching in feeback into school system



Managing the sales
system and business
model of a company



Business model — colloquial definitions

 Where does the money come from?
* The strategy behind the company’s value increase
 The business idea and pricing logic in the same sentence

* Business model "jargon” to familiarize with
— Long tail (different variants)
—  Freemium / Premium
— Bundling
— Subscription
— Franchising
— Distributor
— Full service vs. turnkey
— Affiliate
— Replenishment
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”The sales machine”

SALES SALES SALES
SYSTEM CONCEPT PSYCHOLOGY

nard — direction) B (hard — amount) (soft — quality)

Strategic investments into Network, referencing and leveraging Self-perception and authority development
commercialization

Sales spirit management

Salesified and strategic marketing

Sales culture management

Value creation and selling logic

Presales and prospecting

Co-working and customer engagement

Solution capability Contacting Trust and transparency

Customer teaching

Interaction & negotiations

Multi-driver growth agenda Spontaneous internal adaptation
RFQ, offer and documentation
managemen

Proximity management

Commercial role management CRM: after/cross/upselling, & customer

management Work reframing

Adaptation t t
Channel concept & management aptafion fo customer

Business model specific sales

Inteaction cues

Sales HRM and HRD

Personality fits

Innovation sales emphases Signal d aut i
Ignals and automation Failure, anxiety and mistake aversion
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Thank youl!

Petri +358505264661
petri.parvinen@aalto.fi

Antti +358440888061
antti.lahtevanoja@aalto.fi



