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INTRODUCTION

This document isintended to fadlitate the work required for implementing the Pr ofessi onal Sales program of sudy. It may be consdered an interface between the program produced by the
Ministére de I’ Education and the pedagogical planning work done by teachersin school boards and vocationd education centres, in particular with respect to learning activities and teaching and
evauaion maerias It hasbeen desgned to provide gregter congstency between indructions pertaining to learning and those pertaining to evauaion. It aso makes pedagogicd planning eesier by
presenting dl thisinformation in one document.

The document is divided into two parts. Part One provides generd information on the program and the pedagogicd gpproach. In order to fadilitaete the sdection of learning adtivities, it containsa
brief destription of the pedagogica planning process aswl as an outline of the phasesinvolved in acquiring a competency. These texts are accompanied by asynoptic table of the program, agrid
of learning focuses for the Professond Sales program, alogic diagram of the sequence in which the different modules should be taught, as well as three other tables rdaed to the competency
acquigtion process

Part Two contains information on how to understand the andyss and planning tables, aswell as atable for each of the program modules with information on learning and evauation.
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INFORMATION ON THE PROGRAM






TABLE 1

SYNOPTIC TABLE

Number of modules: 17 PROFESSIONAL SALES

Duration in hours. 900 Code: 5696

Credits. 60
CODE TITLE OF THE MODULE HOURS CREDITS*
948 112 1.  The Occupation and the Training Process 30 2
948 124 2. Communicating in the Workplace 60 4
948 133 3.  Buying Behaviour 45 3
948 143 4.  Tota Quality Approach 45 3
948 153 5.  Presenting aProduct or Service 45 3
948 168 6.  The Consultation Process 120 8
948 172 7. TimeManagement 30 2
048 184 8.  Introduction to the Occupation 60 4
948 192 9.  Financid Operations 30 2
948 203 10. Managing Merchandise 45 3
948 215 11. Computer Technology 75 5
948 223 12. Promoting a Product and a Service 45 3
948 233 13. Teephone Sdes 45 3
948 242 14. The Intrapreneurial Approach 30 2
948 253 15.  Prospecting 45 3
948 262 16. Job Search Techniques 30 2
948 278 17. Entering the Work Force 120 8

* 15 hours = 1 credit
Dotted line indicates the end of a block.

This program leads to a Diploma of Vocationd Studies (DVS) in Professona Sales.




TABLE 2

WORK PROCESS GENERAL COMPETENCIES
. TOTALS
GRID OF (major steps) (technology, personal development, etc.)
LEARNING FOCUSES
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_, |MODULE 2 4 5 11 14 16
)
8 WFIRST-LEVEL OPERATIONAL OBJECTIVES S B B B S B 8
= |DURATION (IN HOURS) 60 45 45 45 30 75 30 30 360
Determine their suitabillity for the occupation and the
1 training process S 30 F F F F F I: I: I:
Apply the consultation process in the sale of a product or
N B 120 | A A | A A M M M M| F|EFEI|E
8 |Begin acquiring practical on-site sales experience S 60 | A A A A M M M F F F F F
9 |Perform financial operations B 301 A A JAN JAN M M F
10 |Perform supply-related operations B 451 A A JAN VAN M M F M F
12 |Promote a product and a service B 45 | A A A A F F M M F F F
13 |Perform telephone sales operations B 451 A A JAN JAN M M M M F == ==
15 |[Canvass a sales area B 451 A A A A M M M M M M M
17 |Enter the work force S 120 A A A A M M M M M M M M
NUMBER OF OBJECTIVES 9 17
DURATION (IN HOURS) 540 900
S: Situational objective A\ cCorrelation between a step and a specific competency F Correlation between a general and a specific

B: Behavioural objective A Correlation to be taught and evaluated M Correlation to be taught and evaluated




TABLE 3 % LOGIC DIAGRAM SHOWING THE SEQUENCE OF TEACHING

1 i
2 3 4 7
I | |
6
465 hr
16 14 13 10 12
| [
I
15 11
|
Block1: 1 TheOccupation and the Training Process (30 hr) Block 2: 9 Financid Operations (30 hr)
2  Communicating in the Workplace (60 hr) 10 Managing Merchandise (45 hr)
3 Buying Behaviour (45 hr) 11 Computer Technology (75 hr)
4  Tota Qudity Approach (45 hr) 12 Promoting a Product and a Service (45 hr)
5 Presenting a Product or Service (45 hr) 13 Teephone Sales (45 hr)
6  The Consultation Process (120 hr) 14 The Intrapreneuria Approach (30 hr)
7  Time Management (30 hr) 15 Prospecting (45 hr)
8 Introduction to the Occupation (60 hr) 16 Job Search Techniques (30 hr)
17 Entering the Work Force (120 hr)
In the classroom @ Practicum In the classroom and work-study In the classroom and laboratory
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PEDAGOGICAL PLANNING PROCESS

In vocationd education, the pedagogica planning process comprises the following seps

Sep 1t
Sep 2
Sep 3
Sep 4
Sep S

Sep 1t

Sep 2

Becoming familiar with the program of study

Edablishing pedagogicd goas and identifying ways of achieving them

Becoming familiar with the learning focuses, guiddines rdated to content and indructions regarding evauation
Defining the learing and evauetion attivities

Determining the arrangements and contexts rdated to the learning and evauation attivities

Becoming familiar with the program of sudy

The pedegogica planning process begins with the teecher carefully reading the program, in particular the grid of learning focuses® and the operationd ojectives. The teecher should dso
reed the logic diagram, which indicates the ssquence in which the modules should be taught, and should take into account the time required for teeching, evauation for cartification purposes
and remedid indruction, as mentioned in the introduction to the program. In practice, an average of one hour out of fifteen is resarved for evduation for catification purposes and two
hours out of fifteen should be usad for remedid indruction, induding formetive evauation.

* SeeTables1,2and 3

Egablishing pedagogicd gods and identifying ways of achieving them

Pedagogicd gods are usad to guide adtivities with Sudentsin a certain direction each time an gopropriate Stuation presantsitsdlf. These gods, which are ongoing, dlow sudentsto deveop
habits and attitudes thet have not generaly been the focus of gpeaific ajectives, but which are nonethdessimpartant. Teechers should explain these pedagogicd godlsto sudentsand should
indicate the means that will be used to hep Sudents atain them.

Thefallowing are examples of pedagogicd gods

- Devedoping asense of professond ethics and respect for others

- Deveoping autonomy, initigtive and a sense of respongibility

- Deveoping persond discipline and effective work methods

- Deveoping a concern for excdlence
- Devdoping a concern for protecting the environment

11



Sep 3

Sep 4

Sep S

Thefallowing are examples of the meansthat could be used for * deve oping a concern for excdlence’

- Informing students of the criteriathat will be used to evaduate the qudity of ther work
- Respecting these ariteriain teaching the program
- Recognizing dudents effortsin thisregard (reward system)

Becoming familiar with the learning focuses, guiddines rdlated to content and indructions regarding evaugtion

Teechers should review thetables for the program modules This review presupposes, anong other things, an undersanding of the processinvalved in acquiring acompetency.* Teechers
should aso consult the program in order to have an overview of the competencies that need to be acquired.

* See“ Phases Involved in Acquiring a Competency” and Table 4
Defining the learning and evaduation activities
Teecharsare respongble for defining the learning and evauation adtivities Learning adtivities may be desgned on the bads of learning focuses, which are themsdves defined by giving due

condderation to the phasesinvolved in acquiring a competency.* Teachers should aso take into congderation the criteria presented on this subject a the beginning of Part Two of this
documerntt.

* SeeTableb

Formative evauation adtivities should take place & the same time as learning adtivities With regard to evauation for cartification purposes, teechers must comply with the indructions
regarding evauation presented in the andlyss and planning tables as they are compulsory. Teechers may Ao refer to the document “Destriptions of Examinations and Evduation Forms’
(forthcoming).

Determining the arrangements and contexts rdated to the learning and evaudtion activities

In order to determine the type of arangement or context that is required, teechers may refer to the logic diagram.* They may dso conault the table “ Training Process and Environment.”**

* SeeTable3
** See Table 6
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PHASESINVOLVED IN ACQUIRING A COMPETENCY

In order to organize the andyds process, it is hepful to refer to the generd process of competency acquigtion. Five mgor phaseslead to the acquistion of a competency:
- exploration
- bedcleaning
- practice
- trander
- arichmeat

The explor ation phaseisintended to highlight the rdevance of the competendiesto be acquired o as to increase gudents mativation and fadilitate learning. It dso dlows sudents to confirm
their carear choice and fadllitates thar trangtion into the program.

Thebasic lear ning phase focuses on the cornerstiones of the competendies, thet is, dl of the knowledge, killsin various aress, attitudes and perceptions that make it possible for sudentsto
adequatdy perform an occupationd task or activity. In asense, the “genetic baggage’ of the individuas and the potentid agpect of the competency are developed in this phase.

The pr actice phase rdaesto themore* operaiond” dimengon of the competency. The focusis on the assmilaion of basc knonedge invalved in paforming atask or adtivity. During this phesg,
sudents learn how to perform atask or activity by gradudly practisng the various seps involved, until findly, the sudents are adle to parform the task or adtivity in full, in accordance with
predetermined performance sandards.

Thetransfer phase refers gpedificdly to the adgptations reguired to trandfer and goply the competency (the basics of which have dready been acquired) to ared or Smulated working environment,
in accordance with performance sandards required for entry into the work force.

The enrichment phase makes it possble to occasondly go beyond the minimum performance sandard when goplying the competency. It may dso focus on the acquigtion of additiond
competencies

It isimportant to note that for acompetency to be fully acquired, at leest these three mgor phases must be involved: basic learning, practice and trandfer. Alo, learning activities should idedlly be
preceded by activities rdaed to the exploration phase because such adtivities highlight the rdevance of the competendes thet the Sudents are preparing to deveop and they dlow sudentsto Stuate
themsdvesin rdaion to the occupation and the program of sudy. The table on the fallowing page shows the mgor phasesinvalved in the competency acquistion process and emphasizes the
progressve assmilation of learning.

13



TABLE 4
MAJOR PHASESINVOLVED IN ACQUIRING A COMPETENCY

Continuum of assimilation of learning and entry into thework force

EXPLORATION

Career choice or transition
into the program, or
motivation and start of
program

BASIC LEARNING PRACTICE TRANSFER
Acquisition or development of knowledge, skillsin various areas, basic

Assimilation of learning
perceptions and attitudes, and their assimilation

while practising
occupational tasks or
activities, and progression
in level of performance

Application of the
competency in a new
context (real or simulated)

General competency of a more basic and

ENRICHMENT

Acquisition or development
of a competency beyond
the required standard

transferable nature

Specific competency focusing on the

mastery of tasks

This table is a sngpshot of the genera process involved in acquiring a competency and is intended to facilitete the andysis process. In redlity, this process involves movements back and forth

between phases, and some reversd and combinations of activities. This process should therefore not be viewed as gtrictly linear or compartmentalized. In Table 6, the arrows between the mgjor
phases of the process indicate these numerous possibilities.
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PHASES

CATEGORIES OF
LEARNING FOCUSES

NATURE OF LEARNING
ACTIVITIES

EXPLORATION

Knowledge of the

environment, the requirements,
etc. of the occupation and the

training required (at the
beginning of the program)

Start of the learning process
and motivation (at the
beginning of a course or
specific learning)

@ Observation and
information activities:
conferences, Vvisits to
companies and training
centres; library research,
etc.

b) Introduction activities aimed
at raising awareness of the
relevance and usefulness of

the learning

TABLE S

BREAKDOWN OF A COMPETENCY

BASIC LEARNING

KNOWLEDGE: notions, principles, concepts,
etc.

SKILLS: gestures, movements and
coordination thereof; use of tools, operation
of machinery, application of knowledge, etc.
PERCEPTIONS: recognition of odours,
noises, colours, heat, etc.; determination of
the source, cause, etc.; intuitive
understanding, representation of objects, etc.
ATTITUDES: general behaviours, way of
being and acting, especialy in terms of ethics,
occupationa health and safety, quality
control, interpersonal relations, etc.

a) Activities involving listening, reflection,
discussion, etc.

b) Activities involving research, observation,
analysis, etc.

¢) Observation and analysis activities
involving noises, odours, etc.

d) Activities involving the observation and
performance of gestures, actions, etc.

PRACTICE

Performance of the
occupational task or
activity, progression in the
level of performance and
assimilation of basic
learning

(Guided activities,
considerable supervision
and support: relatively
limited autonomy in
performing the task or
activity)

€) Activities alowing for
the assimilation of basic
learning, as practice
activities are introduced

f) Activities involving
practising parts of tasks
or activities

g) Activitiesinvolving
practising a more
complete task or activity

TRANSFER

Application of learning in a
context of production of
goods or a service,
including any necessary
adaptations

(A greater degree of
autonomy in performing
the task or activity)

h) Adaptation activities

i) Activities involving the
performance in a work
environment (real or
simulated conditions) of
atask or activity that
has essentially been
learned

ENRICHMENT

Development of the
competency beyond the
required performance
standard or the
acquisition of new
competencies

(A limited time alotted
within the program.
Additiona time may be
dlotted, especidly in the
case of awork-study
program.)

Various activities
depending on the
competency or the part
of the competency in
question

15



TABLE 6

TRAINING PROCESSAND ENVIRONMENT
ALLOWING THE ACQUISITION AND DEVELOPMENT OF A COMPETENCY

Continuum of assimilation of learning and entry into the work force

EXPLORATION

Career choice or transition
into the program, or
motivation and start of
program

BASIC LEARNING

Acquisition or development of knowledge, skills in various areas, basic
perceptions and attitudes, and their assimilation

General competency of a more basic and

PRACTICE

Assimilation of learning
while practising
occupational tasks or
activities, and progression
in level of performance

TRANSFER

Application of the
competency in a new

context (real or simulated)

ENRICHMENT

Acquisition or development
of a competency beyond
the required standard

transferable nature

Specific competency focusing on the

VARIOUS
ARRANGEMENTS

Observation and
information

Didactic context or
production of goods or
services context

VARIOUS
ENVIRONMENTS

mastery of tasks

CLASSROOM LABORATORY WORKSHOP*
(science, (learning)
my —>| technology, etc.) =
L Activitiesfocusingon | .| Experimentsand | . | Guided exercises
abstract concepts gpplications and practice

Didactic context

SCHOOL ENVIRONMENT
(Under certain conditions may be covered in the workplace)

g

f

WORK STATION*
(of the occupation)

Exercisesin real or smulated
conditions

L, | Additional activities or

Production of goods
or services context

WORK ENVIRONMENT
(Under certain conditions may be covered in school)

*Note: “Classroom” and “laboratory” facilities usually replace “workshop” and “work station” in the case of non-technical general competencies.

VARIOUS
ARRANGEMENTS

exercises

One of the preceding
contexts

VARIOUS
ENVIRONMENTS

16



PART TWO






PRESENTATION OF ANALYSISAND PLANNING TABLES

The andyss and planning tables contain information on learning and evauation for each module of the Professional Sales program. They aso contain an “Activities” column, which teechers must
complete.

A)

LEARNING

ACQUISITION PHASE

Each competency has been andyzed by giving due consderation to the competency acquisition process presented in Part One of this document. The figure gppearing in the“Ph” (phase) column
indlicates the phase under which the learning focusfdls.

LEARNING FOCUSES

The learning focuses refer to dl the learning required of students in order to acquire and practise the competency. The development team used the program’ s operationd objectives to define
the learning focuses.

With respect to behavioura objectives, the learning focuses include basic learning (knowledge, skills, perceptions, attitudes) as well as certain ements of the competency and the entire
occupationd task or activity. In the case of Stuationa objectives, the focuses cover some basic learning and correspond to the ingtructions presented in the learning Situation for the objective.

It should be noted that the learning focuses are not exhaustive and may be enriched in order to meet the specific needs of certain groups of students.

Also note that in the “Learning Focuses’ column, the focuses related to phase 1 are not numbered. The focuses related to phases 2 and 3 are presented in order of sequence and are
accompanied by specifications of the expected behaviour. The learning focuses corresponding to the specifications of the expected behaviour are presented in boldface type. The focuses for
phase 4 correspond to the competency as awhole.

Example

Ph Learning Focuses

2 E.1 Lig the negotidble dementsof asde.
2 E.2 Apply rulesof negotiation.

3 E Negotiate conditions of sale.

19



CONTENT

Guiddines related to the content have been indicated for each learning focus. These guidelines comprise smdl dements of content that correspond to the learning focus. Thislid is not exhaugtive
and is primarily intended to alow teachers to determine the scope of the learning focuses.

ACTIVITIES (REFERENCES)

This column isreserved for teachers use. Viathe Internet, teachers can record learning activities that they have developed or make additionsto the activities dready included by their colleagues.
Internet use will thus make it eesier to create a bank of activities accessble to al teachers. The activities related to Module 4 “Tota Qudity Approach” and Module 7 *“ Time Management”
gopear in the andyss and planning tables as examples of stuationd and behavioura objectives.

In developing learning activities, the following criteria must be respected:

ensure that the activity is rdevant to the learning focus; will the suggested activity result in sudents learning what they need to? Some learning focuses rdaed to the acquisition of psychomotor
or socioaffective skills require learning activities in which students play a very active role;

vary the activities 0 asto spark an interest and facilitate the desired learning;;

ensure progress toward the acquisition of the competency; begin with less complex activities and gradually incorporate the learning acquired;

take into account any congraints related to physicd and materid conditions (availability of required facilities and educationa materids);

dternate activities where the teacher plays a more active role (such as presentations) with learning activities where the student takes the leed;

as needed, cover severd focusesin the same activity in order to make more effective use of time and make the learning more coherent;

after asries of basic learning activities, plan an activity related to the practice phase in order to have sudents gradudly assmilate the knowledge and skills that have been acquired separately;
plan an activity designed to enable students to assimilate the competency asawhole.

This column may aso include information on media-graphic sources (written or audio-visua materias). It isimportant to provide a detailed description so thet other teachers may conault the
meaterids mentioned.

DuURATION

This column contains information on the duration of the training required for al of the learning focuses rlated to a spedification of afird-leve operationd objective. Thisinformation is expressed
as a percentage of the total duration of the various learning activities.

20



B) EVALUATION
GENERAL PRINCIPLES

Curriculum-based approach

Evauation is closdy related to the program. The evduation focuses (that which is evauated) ssem from components of the operationd objective that specify the task or activity thet the
competency alowsto be performed. They dso sem from essentia e ements of the competency such as the knowledge, skills, perceptions and attitudes to be acquired. From this perspective,
the evauation procedure is both andytica, because it is based on an andys's of each competency of the program, and globa, because it takes into account the program as awhole.

Criterion-referenced inter pretation

According to this gpproach, students are not compared with one another; rather, the teacher verifies the degree to which each student has attained the objectives defined in the program.

Evaluation strategies

a) Behaviourd objectives

Thefollowing may be evauated:

- practicd knowledge: in this case, the examination may cover the knowledge applied to the occupation and generally comprises a series of written questions (e.g. associate aclient’s
behaviour with one of his or her characterigtics);

- the product: in this case, the examination focuses on the object that a student must produce and the evaluation is based on alist of observations related to the characteristics expected
of the product (evaluation form) that the teacher completes (e.g. adisplay, aplan);

- theprocess inthis case, the examinaion coversthework process that the sudent follows and the evaduation is based on an eva uation form related to the stepsinvolved in the process
(e.g. welcoming the client, repairing brakes).

b) Situationa objectives

For astuaiond objective, what is evauated is the degree to which a student participatesin an activity and not his or her performance during the activity. However, sudents may be required
to present rdevant information on a given topic.

21



PROCESS FOR DEVELOPING THE “EVALUATION"” SECTION OF THE ANALY SISAND PLANNING TABLES

The result of the program analyssis reflected in the tables of specifications. Once vaidated, these tables are prescriptive. In the context of the andyss and planning tables, the five columns
under the * Evauation” heading correspond to the tables of specifications.

a)

b)

d)

Specifications of the Expected Behaviour

The specifications of the expected behaviour (taken from the program) serve as the starting point for creating these tables; for each competency, a meaningful and representative
sample of the focuses to be evauated is selected. These focuses are dso sdected by taking into account the program as awhole, so asto smplify the evauation process. For example,
if the task “welcome clients’ appears in severd competencies, then this aspect would be evauated at the most appropriate time to ensure that it has been acquired. Occasiondly, a
Specification may not be selected for evaluation for practica reasons (e.g. navigating the Internet).

Performance/Participation Indicators

For each specification of abehaviourd objective (or learning focus A, B, C, D...), performance indicators are formulated. These indicators present an aspect to be evauated or pecify
how this element of the competency will be evauated.

In the case of agtuationa objective, participation indicators are used.

Criteria
The Criteria column indicates the criteria used to determine whether the performance evauated is satisfactory.
Weighting

The rdaive waghting of indicators (W,) represents the weighting assigned to the indicator in rdaion to the competency asawhole. The weighting assgned to dl of the indicatorsis generdly
100 poaints.

The rdaive weighting of criteria (W) represents the weighting assgned to each criterion. The weighting of dl of the criteria associated with an indicator must equa the weighting of that
indicator.

Evaluation strategy
Evauation may take place using one of the strategies previoudy described: practica knowledge (PK), product (PT) and process (PS). An examination may also contain more than one
of these Strategies.
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DEVELOPMENT OF EXAMINATION DESCRIPTIONS AND EVALUATION FORMS

The*Evaudion” section of the andyd's and planning tables is used to write a brief description of an examination and an evaduation form (if goplicable) so asto assst school boardsin developing
their examinations. It is therefore up to the teachers to use these descriptions and forms to prepare their examinations.

Uniform ministry examinations will be prepared for three modules of the Professional Sales program.

a) Evaluation Forms

The evduation forms list the performance indicators and criteria and specify what needs to be observed for evauation purposes. Teachers may then check off the gppropriate boxes on
aform for each student.

b) Marks

In vocationd education, marks are given in a dichotomous manner: students may obtain either zero or dl of the marks assgned for each criterion component. For example, if criterion
component 3.2 isworth 10 marks, then the teacher has a choice of only two marks, 0 or 10. The acquisition of acompetency is dso indicated in a dichotomous manner, that is PASS
or FAIL, which is determined on the basis of a minimum performance standard.

c) Error Tolerance

If gpplicable, the number of errors dlowed (tolerance) without loss of any marksis given for a criterion component.

d) Duration of the examination

The duration of the examination is given for information purposesin the description of the examination.
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ANALYSSAND PLANNING TABLES

PROFESSIONAL SALES (5696)

948 112 - THE OCCUPATION AND THE TRAINING PROCESS (Module 1)
COMPETENCY LEARNING EVALUATION
Ph L earning Focuses Content Activities Duration | Performance/Participation | W, Criteria We | St
[References] (%) Indicators
1 | Situate this comﬁetency Reason for the competency, links with
with respect to the other competencies
occupation and the training c uli
program. ourse outline
2 | Al Bereceptiveto Conditions for being receptive:
occupation and the - interest
- hysical and psychological well-
eng
2 | A.2 Bewilling to share Advantages of communicating their
their views on the views and listening to those of others
occupation with other
members of the
group.
2 | A3 Findthe relevant Work method:
information. - determine what one is looking for
- determine available sources o
information
- prepare to identify the important
points
- record these points
2 | A4 Determine how to Methods of taking notes:
record and present - summaries
information. - tables
- syntheses, etc.
2 | A5 Explainthemain rules | Rules governing group discussions:
governing group - participating
- staying with the subject
- paying attention to others
- accepting different points of view
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 29



ANALYSSAND PLANNING TABLES

PROFESSIONAL SALES (5696)

948 112 - THE OCCUPATION AND THE TRAINING PROCESS (Module 1)

COMPETENCY

LEARNING

EVALUATION

Ph L ear ning Focuses

Content

Activities
[References]

Duration
(%)

Perfor mance/Participation
Indicators

W

Criteria

We

St

2 | A.6 Learn about the job
market in professional
sales.

Information on:

- tyB&e of companies

- job prospects

- <daries

- promotion and transfer
opportunities

- hiring criteria
2 | A7 Learn about the Information on:
nature and - tasks
requirementsof the | . evauation criteria
occupation. - working conditions _
- rules of personal and professional
ethics —
- rights and responsibilities of
workers
2 |A8 Lean abtt))lut the . - budget planning
responsibilities of a :
self-employed - remlttanc.e.of sales tax
worker. - report writing
- remittance of advance taxes
- conservation of support documents
related to expenses
- liability insurance
- etc
2 | A9 Lookintothe Links between the current economic

possibility of starting
their own business or
becoming a self-
employed worker.

situation and the field of sdes
Characteristics of an entrepreneur
Motivation to start a business

Main steps involved in becoming an
entrepreneur

Sources of available information

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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ANALYSSAND PLANNING TABLES

PROFESSIONAL SALES (5696)

948 112 - THE OCCUPATION AND THE TRAINING PROCESS (Module 1)
COMPETENCY LEARNING EVALUATION
L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
A.10 Present the Methods of presentation:
information gathered | . potes
inagroup meeting | . gymmaries
and discuss their - tables
views on the - syntheses
occupation. - oral presentations
Advantages, disadvantages and
requirements of the occupation
PHASE 1: 40 1  Gather information on 30 | 1.1 Produced relevant 10
Inf , h most of the topics to be information on at least two
nrormation on the covered. of the following topics:
occupation |
- work environment
(type of company,
products)
- Job prospects
- sdaries
- promotion and transfer
opportunities
- hiring criteria
1.2 Produced informationonat | 10
least two of the following
topics:
- tw(s. -y
- working conditions
- evauation criteria
- rules of personal and
professional ethics
- workers’ rights and
responsibilities
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 31



ANALYSSAND PLANNING TABLES

PROFESSIONAL SALES (5696)

948 112 - THE OCCUPATION AND THE TRAINING PROCESS (Module 1)
COMPETENCY LEARNING EVALUATION
Ph L earning Focuses Content Activities Duration | Performance/Participation | W, Criteria We | St
[References] (%) Indicators
1.3 Produced information on 10
one of the following topics:
- persona characteristics
required to be an
entrepreneur
- requirements for
working as an
entrepreneur
Express their viewsonthe | 15 | 2.1 Presented at least one 15
occupation during a %roup example of an advantage,
discussion, relating them to disadvantage or
the information they have requirement of the
gathered. occupation.
2 | B.1 Differentiaste among | Skill: possibility of reproducing
skills, aptitudes, a behaviour
Eﬁg\lfﬁggagd Aptitude: natural, innate disposition
Attitude: way of being or behaving
in different Stuations
Knowledge: idea, concept,
comprehension
2 | B.2 Discussthe sKills, Review of the rules governing group
aptitudes, attitudes discussion
and knowledge
required to practise
the occupation.
2 | B.3 Describe thotle nature, | Objectives of the program
purpose and content i
of a program of Links between modules
study. Procedure followed to develop a
program
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
32

November 2000



ANALYSSAND PLANNING TABLES

PROFESSIONAL SALES (5696)

November 2000

948 112 - THE OCCUPATION AND THE TRAINING PROCESS (Module 1)
COMPETENCY LEARNING EVALUATION
Ph L earning Focuses Content Activities Duration | Performance/Participation | W, Criteria We | St
[References] (%) Indicators
B.4 Learn about the Program of study
education plan. Training process
Methods of evaluation
Certification of studies
2 | B.5 Discuss how the Links between the different program
training program competencies and the practice of the
prepares them for occupation
work as sles E.g.. Time management isan
consultants. indispmga?)? etool for practising
the occupation.
2 | B.6 Sharetheir initid
reactions to the
occupation and the
training process.
PHASE 2: 40 Give their opinions on 10 | 3.1 Gave their opinion on the 10
Inf , d certain requirements for validity of at least two
n ormattlon on ﬁ:‘ practising the occupation. requirements of the
participation in the occupation (skills, attitudes
training process or knowledge), basing their
opinion on a relevant
argument.
Share their views on the 10 [ 4.1 Gave their opinion on the 10
training program during a relevance or usefulness of
group discussion. at least one of the elements
of the training program,
basing their opinion on a
relevant argument.
2 | C.1 Differentiate amon Definition of terms
preferences, aptitudes
and interest.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
33



ANALYSSAND PLANNING TABLES

PROFESSIONAL SALES (5696)

948 112 - THE OCCUPATION AND THE TRAINING PROCESS (Module 1)

COMPETENCY LEARNING EVALUATION
Ph L earning Focuses Content Activities Duration | Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 | C.2 Describethe main Summary of preferences, aptitudes and
parts of areport interests
confirming their .
career choice. Summary of requirements for
practising the occupation
Parallel between the two preceding
aspects
Brief conclusion explaining their career
choice
3 | C.3 Writeareport.
PHASE 3: 20 Write a report that sums 25 5.1 Included in the report at 15
Self-evaluati d up their preferences, least three arguments
f—_eva uatlonf an interests and aptitudes, and relating their preferences,
cgn_ Irmation of career that clearly explains how aptitudes and interests to
choice they arrived at their career certain aspects or
choice, given the reguirements of the
characteristics of the occupation.
occupation. 5.2 Presented in their report 10
explanations on their career
choice.
Discuss their career choice| 10 [ 6.1 Actively participated in a 10
with the teacher. discussion on their career
choice with the teacher.
Ph: acquisition phase;  W: relative weighting of indicators,  Wc: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 34




PROFESSIONAL SALES (5696)

948 124 — COMMUNICATING IN THE WORKPLACE (Module 2)

Duration: 60 hours

STATEMENT OF THE COMPETENCY : Communicate in the workplace







ANALYSSAND PLANNING TABLES

PROFESSIONAL SALES (5696)

948 124 - COMMUNICATING IN THE WORKPLACE (Module 2)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
1 | Situate this comﬁetency Reason for the competency, links with
with respect to the other competencies
occupation and the training C i
program. ourse outline
2 |Al Takepartinan Obstacles to communication:
activity to - iudi
cemoraraethe |1 DEude
difficultiesinherentin | . preconceived ideas
theact of - efc.
communicating.
2 | A.2 Demonstrate the Aspects of communication:
elements of . - framework, self-confidence, listening,
communication using clarity of expression, self-control,
examples from openness toward others, context,
- physical, intellectual and emotional
arriers
- etc
2 | A3 Learn about the Elements:
elements of the - transmitter, receiver, coding, channel,
communication decoding, context, feedbac
rocess and the
actors that influence | Factors:
the process. - perception
- environment
- education
- culture
- etc
2 | A4 Learnabout the Forms of communication:
different forms of - verba
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 37



ANALY SISAND PLANNING TABLES
PROFESSIONAL SALES (5696)

948 124 - COMMUNICATING IN THE WORKPLACE (Module 2)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria
[References] (%) Indicators
2 | A5 Learn about the Connections between the advantages of

benefits of effective | effective communication and the
communication in the | requirements of the workplace in terms of
workplace. communication

PHASE 1. 25 1 Gather informationonthe | 10 | 1.1 Presented the main
Infor mation on the topics to be covered. information on at least two
eneral principles of of the following topics:

g princip - communication process

communication - forms of
communication

- advantages of effective
communication

2 B.1 Learn about the Factors:
factors that influence | -  culture _ .
the choice of words S0Ci 0-economic environment

and how ideas are - age
discussed. - education
- etc.
2 B.2 Become familiar with | Features:.
the features of - smplicity
effective verbal - clarty
communication. - relevance
- etc.
2 B.3 Discuss assertive Assertive communication:
non-assertive - listening to how others feel

communication. ] o
Non-assertive communication:

- passive behaviour
- manipulative behaviour
- aggressive behaviour

Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000



ANALYSSAND PLANNING TABLES

PROFESSIONAL SALES (5696)

948 124 - COMMUNICATING IN THE WORKPLACE (Module 2)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | B.4 Becomefamiliar with | Features of non-verbal communication:
the features of non- | . gestures
verbal - expressions
- osture
- look
PHASE 2: 10 2  Gather informationonthe | 10 | 2.1 Presented the main 10
T . topics to be covered. information on at least two
Familiarity with the of the following topics:
different aspects of verbal )
and non-verbal - features of verbal
communication communication
- featuresand
importance of non-
verbal communication
- assertive and non-
assertive
communication
2-3 | C.1 Takepartingroup Communication techniques:
activities in which - active listening
Ejhf can practisethe | _ questions
ifferent - ;
communication pargphrasing, etc.
techniques used in
sdling.
2-3 |C.2 Tekepartin Ieeami r?g Attitudes and behaviours:
situations In whic - i i i
they adopt attitudes | - Shoming ameaihy U0
and behaviours - nointerrupting
aptproprl aeto - etc.
different types of
customers. Types of customers:
- aggressive, impulsive, informed,
demanding, determined, anxious, etc.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 39



ANALYSSAND PLANNING TABLES

PROFESSIONAL SALES (5696)

948 124 - COMMUNICATING IN THE WORKPLACE (Module 2)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2-3 | C.3 Tekepartinlearning | Attitudes and behaviours to adopt with
Situations in which different types of customersin the
they learn attitudes following situations:
and behaviours for - requests for information
different sales - dedling with complaints
situations. - specific Situations
PHASE 3: 25 3  Take part in group 25 | 3.1 Participated in activities 10
A f activities. that allow them to practise
wareness o communication techniques
communication . adapted to a sales context.
techniques and the selling o _ _
relationship 3.2 Participated in learning 15
Situations that alow them
to adopt attitudes and
behaviours adapted to
different types of
customers and different
sales situations.
2 | D.1 Learn about the basic | Elements of group dynamics:
elements related to - goals shared by members
group dynamics. - procedural rules
- relationships among members
- role of each member
2 | D.2 Aspartof ateam, Factors:
analyze the factors - commitment
that influencegroup | . |eadership style
dynamics. - decision-making method
- cooperation, competition
- etc
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 40



ANALYSSAND PLANNING TABLES

PROFESSIONAL SALES (5696)

948 124 - COMMUNICATING IN THE WORKPLACE (Module 2)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | D.3 Learnaboutthe Elements conducive to a climate of
factors that affect cooperation:
cooperation between | - ¢ grification of roles of each member:
team members. owners, directors, managers
- interpersonal relations (listening,
empathy)
- positive attitude (recognition of
strengths and limits of each)
2 | D.4 Discussthe attitudes | Unfavourable climate:
and behaviours most | . pogtile relations between participants
likely to generatea | . heavy emotional climate
climate in which a - et
group will be unable
to work effectively.
2 |D.5 Tekepartinlearning | Identification of their own attitudes and
situations in which behaviours within the work team
they can question
thelr own attitudes
and behaviours as
team members.
2 | D.6 Learn about the Before the meeting:
elements to be - et objectives
considered with - plan how to achieve them
respect to planning, | . decide who will be invited
holding and following | . decide when the meeting will take
up on a mesting. place
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 41



ANALY SISAND PLANNING TABLES
PROFESSIONAL SALES (5696)

948 124 - COMMUNICATING IN THE WORKPLACE (Module 2)

COMPETENCY LEARNING EVALUATION

Ph L ear ning Focuses Content Activities Duration Perfor mance/Participation W, Criteria
[References] (%) Indicators

During the meeting:

- dstatontime

- review and confirm the objectives

- ensure that the group stays focused

- be prepared to change toals, if the one
being used is not satisfactory

- determine steps to be taken and
responsibilities

- set the date, place and objectives for
the next meeting

After the meeting:

- 1E)repare the minutes
- follow up the steps taken and plan the

next meeting
2-3 | D.7 Paticipatein Application of facilitation techniquesin
rﬂeeti ngs at which terms of:
they can exercise - procedure
leadership and apply | . gtmosphere
facilitation techniques. | . content
Leadership styles
PHASE 4: 20 4  Gather information on 10 | 4.1 Discussed the factors that
A £ th teamwork. influence cooperation
warenessof the within a team.
techniques and principles
of teamwor k 5 Takepartin role plays. 15 | 5.1 Participated in learning

situations that allow them
to question themselves on
their own attitudes and
behaviours as team
members.

Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000



ANALY SISAND PLANNING TABLES
PROFESSIONAL SALES (5696)

948 124 - COMMUNICATING IN THE WORKPLACE (Module 2)

COMPETENCY LEARNING EVALUATION
L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators

E.1 Anayzesdtuationsto | Anaysischecklist of their behavioursin
pi r(lfoi nt the strengths | terms of communication and teamwork
and weaknesses of
their communication
skills and their ability
to work as part of a
team.

E.2 Produce areport Elements of the report:
describing the - their strengths and weaknesses in
strengths of their terms of communication and
communication skills, teamwork
the aspects to be. - their objectives
improved and their - means of improving communication
ability to work as part and teamwork
of ateam.

PHASE 5: 20 Produce a report that 30 | 6.1 Includedin their reportat | 10
Evaluati f describes their strengths least one strength and one
valuation o «ills and and the aspects to be aspect to be improved in

cgr?munlcatlcl)(n His anf improved with regard to terms of their
ability towork as part of a communication and communication skills.
team teamwork .

' 6.2 Included in their report at 10
least one strength and one
aspect to be improved in
terms of their ability to
work as part of ateam.

6.3 Included in their report at 10
least two ways in which
they could improve their
communication skills and
their ability to work as part
of ateam.

Ph: acquisition phase;  W,: relative weighting of indicators;
November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)

43






PROFESSIONAL SALES (5696)

948 133 - BUYING BEHAVIOUR (Module 3)

Duration; 45 hours

STATEMENT OF THE COMPETENCY : Interpret consumer behaviour







ANALY SISAND PLANNING TABLES
PROFESSIONAL SALES (5696)

948 133 - BUYING BEHAVIOUR (Module 3)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
1 | Situate this comﬁetency Reason for the competency, links with
with respect to the other competencies
occupation and the training C i
program. ourse outline
2 | Al Describethe main Demographic characteristics:
demographic - age, gender, schooling, family size,
characteristics of family life cycle, ethnic origin
various groups of
consumers. Other factors:
- population density, urban and rural
population distribution,
concentration of markets, mobility
of population
2-3 | A.2 Explain the impact Examples of buying behaviour related
that demographic to demographic characteristics
ﬁr;\%ag%eg%:)%sgiﬁqner’ s | (E.g. the elderly making small, frequent
buying behaviour. purchases at the grocery store)
2 | A3 Describe the main Socio-cultural characteristics:
socio-cultural - culture, reference groups, social
characteristics of classes, ethnic groups, social role
various groups of and status
consumers.
2-3 | A.4 Explain the impact Examples of buying behaviour related
tf;]at socio-cultural to socio-cultural characteristics
characteristics can . .
have on a consumer’'s | (E-9- adolescents purchasing fad items
buying behaviour. that appeal to their age group)
2-3 | A.5 Describe the main Psychological characteristics:
psychological - motivation, perception, learning,
characteristics of attitude
various groups of
consumers.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 47




ANALY SISAND PLANNING TABLES
PROFESSIONAL SALES (5696)

948 133 - BUYING BEHAVIOUR (Module 3)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2-3 | A.6 Explain the impact Impact of psychological characteristics
that psychological on consumer behaviour
characteristics can
have on a consumer's | (E-9- the fear of change and the
buying behaviour. purchase of brand names)

2 | A.7 Describethe main Economic characteristics:
economic - economic conditions, purchasing
characteristics of power, borrowing power, income
various groups of prospects, inflation forecasts
consumers.

2-3 | A.8 Explain the impact Impact of economic characteristics on
that economic consumer behaviour
characteristics can . . . .
have on a consumer’'s | (E-9- high discretionary income and
buying behaviour. high RRSP contribution)

3 Establish links 25 1  Links between the 30 | 1.1 Determined the type of 15 | PK
between the characteristics and buying consumer characteristics
characteristics of behaviour of the consumer (demoa?raphl C, SOCi0-
different customer cultural, psychological or
grogps and their €CoNomic).

uying behaviour. 1.2 Associated a customer’s 15 | PK
buying behaviour with a
characteristic.

2 | B.1 [lllustrate the process | Process of identifying a need:
of identifying a - perception of the gap between
consumer’s needs. what the consumer wants and

what he or she currently has
- confrontation between the gap and
attributes of the product or
service, the lifestyle and values
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 48



ANALY SISAND PLANNING TABLES
PROFESSIONAL SALES (5696)

948 133 - BUYING BEHAVIOUR (Module 3)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | B.2 Definethe different Principal types of needs: psychological
needs of consumers. | and physiologica
Hierarchy of human needs according to
Abraham Maslow: security, self-
esteem, love, belonging, power, self-
determination, self-actualization
Any other classification of needs
2 | B.3 Describethe Types:
psychological typeof | . thinkers, positive, negative, nice,
consumers in order to eneralizers, specific, ambitious,
identify their needs. earful
2-3 | B.4 Usequestioning Questioning techniques:
techniquestoidentify | . open-ended, closed-ended, leading,
aneed. specific, etc.
3 |B Identify the reasons 35 2  Classification of needs 15 | 2.1 Associated a customer’'s 15 | PK
why customers buy. need with an aspect of a
hierarchical scale of needs.
3 Techniques for identifying 20 | 3.1 Identified a satisfactory 20 | PK
needs formulation of a
customer’s buying need.
2 | C.1 Describethe process | Decision-making process:
by which acustomer | . jdentification of problem, need or
decides to purchase. desire
- research
- comparison of available options
- decision to purchase
- post-purchase behaviour
Degree of involvement:
- low
- high
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 49



ANALYSSAND PLANNING TABLES

PROFESSIONAL SALES (5696)

948 133 - BUYING BEHAVIOUR (Module 3)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2-3 | C.2 Determine which Indicators of different stages:
stage a customer is at
with respect to hisor | (E-9: rer(]q_usst for pamphl etsed®,) ®
her decision-making Ee%a' ren; Does |}1come In red:
process. lecision to purchase)
3 |C Situate a customer 25 4 Links between the decision- | 35 | 4.1 Determined the stage of 15 | PK
according to his or making process and the the process associated
her decision-making buying behaviour with the buying behaviour.
process.
4.2 Established links between 20 | PK
the stages of the process
and the buying behaviour.
2 | D.1 Become aware of the | Favourable attitudes and behaviours:
influence of the attitude | . professionalism, sincerity, self-
and behaviours of the confidence, knowledge of product
sales consultant when or service, good listening skills,
dealing with enthusiasm
customers. ] )
Unfavourable attitudes and behaviours:
- poor listening skills, lack of interest
In the customer, lack of sincerity,
lack of self-confidence, etc.
D.2 Describe the Characteristics of an approach used by
characteristics of an the sales consultant:
approach likely to - create a climate conducive to good
produce a favourable communication (empathy, active
effect on the buying listening)
behaviour. - identify and understand the
customer’s needs
- guide and help the customer with
the buying process
AIDA Sdes Modd:
- aftention, interest, desire, action
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 50



ANALY SISAND PLANNING TABLES
PROFESSIONAL SALES (5696)

948 133 - BUYING BEHAVIOUR (Module 3)

COMPETENCY

LEARNING

EVALUATION

Ph L ear ning Focuses

Content

Activities
[References]

Duration
(%)

Performance/Participation
Indicators

W

Criteria

We

St

3 | D Recognizethe
characteristics of an
approach used by
sales consultants that
islikely to have a
positive impact on a
consumer’s
behaviour.

15

Characteristics of the approach
used by the sales consultant

Identified an approach
likely to influence the
consumer’ s behaviour

4 | Interpret consumer
behaviour.

The entire competency

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)

51






PROFESSIONAL SALES (5696)

948 143 — TOTAL QUALITY APPROACH (Module 4)

Duration: 45 hours

STATEMENT OF THE COMPETENCY : Ensure the quality of customer service







ANALYSSAND PLANNING TABLES

PROFESSIONAL SALES (5696)

948 143 -TOTAL QUALITY APPROACH (Module4)

COMPETENCY

LEARNING

EVALUATION

Ph L earning Focuses

Content

Activities
[References]

Duration
(%)

Performance/Participation
Indicators

Wi

Criteria

We

1 | Situate this comﬁetency
with respect to the
occupation and the training
program.

Reason for the competency, links with

other competencies

Course outline

The teacher asks the students about

their negative purchasing _

experiences. The students share their

experiences with the class. Then the

teacher highlights the importance of

Browdl ng quality service in order to
e successful in sales.

In small groups and using a diagram
to be completed, the students
establish links between this
competency and the other program
competencies.

With the entire class, the students
share the links they have established.
The teacher completes any missing
inf?rmation and presents the course
outline.

[Reference: program of study]

1 | Al Bereceptiveto
information on the
total quality
approach.

Distinction between being receptive

and not being receptive

Using examples from everyday life,
the teacher makes the distinction
between being receptive and not
being receptive, and asks students to
find examples that demonstrate the
importance of being receptive to new
information.

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)




ANALYSSAND PLANNING TABLES

PROFESSIONAL SALES (5696)

948 143 -TOTAL QUALITY APPROACH (Module4)

COMPETENCY LEARNING EVALUATION
Ph L earning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
1 | A.2 Describethe Find the requested information The teacher briefly talks about the
conditions conducive Be willi shaeinf . d conditions conducive to fruitful
to productive group | B€ Willing to snare information an exchanges of information,
discussions. give their opinion
As agroup, find the rest of the
information and go into more detail on
various topics
2 | A.3 Differentiate between | Definition of the concepts of quality Presentation
the concepts of and non-quality: Th her qi h d I
quality and non- - origin of these concepts f o erhglveslt ¢ Staensa st
quality. i f the phenomenon of actions that reflect quality or non-
Scope o p quality. Individually, the students find
actions that reflect quality.
Discussion and correction as a group
2 | A4 Leanhow to apply Principles of quality. The teacher gives a presentation on
the principles of total E L h h the application of principles of quality
quality in the product | (E-9. giving power to those a the in a marketing process.
marketing process, centre of the process) o
from productionto | [ inks between applying principles of Indwmiuall;;,ﬁhe stud entsl Ioollg foral.
distribution. quality and the diterent Steps IVoIved | oo in oo o ity
i keting a product are applied In pamphiets or
In marketing advertising that promotes a product.
Class discussion
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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COMPETENCY LEARNING EVALUATION
Ph L earning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 |AS5 Learnhowtoapply | Aspectsof quality: The teacher gives a presentation in
the principles of total | . concepts of customers which each of the aspects of quality
quality inacompany. | . pysiness project is defined.
- cycleof qudity Using a questionnaire prepared by the
- Justin-time teacher, the students must then do
- Deming approach research on how various aspects of
- conditions for success quality are applied in a company. The
- PDCA Cydle students share their findings during a
: g'gn class discussion.
- check Reference: Guide CEMEQ, on
- act quality, pages 1.20 to 1.24
(Secretarial Studies program)
2 |A6 Consijder pedrsonal Favourable attitudes and behaviours: Th%(tjeacher s?ows the videoél)_es
attitudes an - paradigmes’ (Association québécoise
behaviours conducive | . ?%C\,eosfkto change de la quaité) and leads a discussion
to tota quality in - flexibility on the attitudes and behaviours
customer service. - commitment conducive to applying atotal quality
- initigtive approach.
- rigour
- credtivity
Unfavourable attitudes and behaviours:
- individualism
- ride
- bitterness _
- path of least resistance
- Indifference, etc.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 143 -TOTAL QUALITY APPROACH (Module4)

COMPETENCY LEARNING EVALUATION
Ph L earning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | A7 Learn about the Effects of the total quality approach The teacher asks the students to
effects of the total M f verifvi a4 qudlity: describe purchasing experiences that
quality approach on glans_o er” y! ?g total quality: they found satisfying. The students
customers. evaluation form o;cgst,o(r:ner SEIVICE | should focus on the aspects that
management (e.g. Andre Coupet's | contributed to their being satisfied.
form or any other form) _ _
Class discussion
PHASE 1: 40 Gather information on the 15 | 1.1 Presented the information 15
A f | I topics to be covered. gathered on the total quality
war eness of total quality approach in terms of
- principles of application
- conditions of application
- the means used
Demonstrate the attitudes 20 | 2.1 Indicated attitudes and 10
and behaviours conducive behaviours conducive to
to total quality in customer attaining total quality in
service. customer service.
2.2 Indicated the consequences | 10
of the total quality approach
on the work of asales
consultant.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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COMPETENCY LEARNING EVALUATION
Ph L earning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | B.1 Observered-life Aspects to observe: On the basis of the observation made
examples of quality | . |eadership of managers in A.5 and the content proposed, the
service, or lack - information disseminated by the | Students make a second visit to a
thereof, in selected company predetermined company and note
companies. - planning of the total quality their observations on aform (we
approach suggest André Coupet’s form on
- human resources management and | Pege F.19 of the CEMEQ guide).
development Class discussion
- level of quality in production
- dfter-sales service
- customer satisfaction
2 | B.2 Think about the Determination of actions to be taken to | The teacher proposes arole play
|mp|ré)\6eme2(tjs that ensure quality: the_re one r?tudent isin Qh_are%e m:j
could be made to R ini quality in the company visited an
enhance the quality of | . ggi?{i??oﬁfo??;"(’;”e' identifies the strengths and the points
the customer service. | . means of emulation to be improved. The student should
- commitment of management then tell the class what the priority
- visits to other companies should be in order to improve the
- delegation of power service and how this improvement
- customer reactions or comments | Will be achieved.
The other students each take aturn
suggesting ways in which quality in
this company could be improved.
The teacher comments on the
relevance of the students
suggestions.
2-3 | B.3 Comparetheir own | Links between the requirements of In pairs, the students discuss their
evert/)day attitudes applying atotal quality approach and attitudes and behaviours and identify
and behaviours with | the attitudes and behaviours of each which aspects they should improve
the total quality person so that they personally apply atota
approach. uality approach. Students then share
their ideas with the class.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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COMPETENCY LEARNING EVALUATION
Ph L earning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
PHASE 2: 40 Take part in activities to 15 | 3.1 Identified the strengths and 5
ob t d analyze the degree of weaknesses of the
servation an quality attained in various companies chosen in terms
participation in the total companies. of the total quality
quality approach approach.
3.2 Identified prioritiesin terms | 10
of improving total quality in
a company.
3 | C.1 Think about their Definition and explanation of a Based on the preceding exercise,
ability to adopt an personal plan of action students each prepare a plan of
attitude consistent Stens in the plan of action: action with a view to improving an
with total quality eps in the plan of action: attitude or behaviour so as to
management in - identify a problem promote quality in customer service.
customer service. - anayze the problem ] . .
- correct the problem Reference:  Denis Ouimet
- measure the results Leaders d aujourd’ hui
- prevent future problems
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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COMPETENCY

LEARNING

EVALUATION

Ph L earning Focuses

Content

Activities
[References]

Duration
(%)

Performance/Participation
Indicators

Wi

Criteria

We

2 | C.2 Setobjectives and
identify methods to
improve their

personal performance
In achieving the
company’s total
quality objectives.

Distinction between an objective and a
method

Knowledge of personal objectives and
those of the company

Selection of methods to attain
objectives

Attitudes and behaviours to adopt in
order to attain objectives

With the teacher, the students set
objectives so that they can improve
the atmosphere in the classroom in
terms of atotal quality approach and
to facilitate learning:

- inaclassdiscussion, the
students list the methods that
they will use to attain their
objectives

- individualy, they determine the
attitudes and behaviours that
th? must change or develop in
order to promote the attainment
of objectives

- inaclassdiscussion, the
students who wish to do so
share their commitment

- lastly, the teacher declares

himself or herself to be the
“guardian” of the objective

2 | C.3 Writedown the
results of their
reflectionsin a

report.

Content of report:

- evauation of their ability to adopt
the attitudes and behaviours related
to the total quality approach

- lan of their personal objectives

or iImprovement

Characteristics of a good report:

- Clear

- recise

- logica

- conclusion that summarizes the
topic

The students write an individual
report accordi nﬁ to the plan
distributed by the teacher.

The teacher corrects and makes
comments on the report.

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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COMPETENCY LEARNING EVALUATION
Ph L earning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
PHASE 3: 20 Write a report evaluating 50 [4.1 Presented areport in which | 30
Evaluati f their abili their ability to develop in an they give an example of
valuation of ther ability environment dedicated to each of the following

to progressin an total quality. attitudes:

environment designed to .

achieve quality in - commitment

customer service - fhgour
- initiative
- creativity
- team gpirit

4.2 Presented in their report a 10
list of the aspects that need
improving in terms of their
attitudes and behaviours.
4.3 Presented in their report a 10
plan of action containing
their objectives and the
methods selected to attain
them.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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Duration; 45 hours

STATEMENT OF THE COMPETENCY : Present afile on aproduct or service
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948 153 - PRESENTING A PRODUCT OR SERVICE (Module 5)

COMPETENCY

LEARNING

EVALUATION

Ph L ear ning Focuses

Content

Activities
[References]

Duration
(%)

Performance/Participation
Indicators

W,

Criteria

1 | Situate this comﬁetency
e

Reason for the competency, links with

with respect to t o other competencies

occupation and the training C i

program. ourse outline

2 | Al Definethe concept of | Nature:
product. - tangible goods (e.g. school
materials

Characteristics of the product:
- tangible
- standard
- can be stocked

Materia aspect of the product:
- technica viewpoint

- composition

- dimensions

- consumption

- performance, etc.

- commercial viewpoint
- price
- ddivery time
- sdles conditions
. use and maintenance

Intangible aspect of a product:
- advantages

- brand image

- expected service

- feding of self-worth

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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COMPETENCY LEARNING EVALUATION

Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria
[References] (%) Indicators

2 | A.2 Definethe concept of | Nature of service:

service. - activity which represents an
economic value without _
corresponding to the production of
amateria good

Characteristics of service:

- isnot tangible

- isnot standard

- cannot be stocked ?e.g. the
purchase of an airplane ticket)

2 | A.3 Explain the product Phases of the product life cycle:
life cycle. - introduction

- growth

- maturity

- decline

Interaction with sales, benefits and
competition

2 | A4 Listtheproduct Classification criteria according to L.V.
classification criteria. | Aspinwall: (yellow, orange, red)

- repeat purchasing

- gross margin

- service required

- lifespan

- duration of research

Criteria according to Malvin T.
Copeland:

- convenience goods (basic and
impulse)

- shopping goods

- specialty goods

Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000
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948 153 - PRESENTING A PRODUCT OR SERVICE (Module 5)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria
[References] (%) Indicators
2 | A5 Describethe different | Consumer goods distribution channels.
product sales production
systems. intermediaries

department stores
discount stores
specidized stores
convenience stores
pharmacies
grocery stores
mail orders
automatic vending machines
door-to-door sales
independent stores
warehouses

fairs

exhibitions

etc.

2 | A.6 Definethe quality- Relationship between quality and price

8?3%'}%{%2?2}“ sdle Quadlity of the product in terms of
service specialized manufacturing techniques,
' labour force skills, quality of materials

used and company reputation

Relative importance of price in terms of
the advantages that the product or
service offers the customer

Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000
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COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria
[References] (%) Indicators
2 | A.7 Differentiate the Factors:
factors to be - consumer preferences and needs
fr%rr‘%gered in market technological developments

standardization of products
globalization of competition
variation in price of consumer
goods:

- value-added

- GST and QST

- ete.

- product life cycle

2 | A8 Describe the different | Competition in terms of products:
forms of competition. | . petween companies

- between the same types of product
- brand name wars

Competition in terms of price:

- supply and demand
- introduction of new products at
promotional prices

Competition in terms of conditions:
- layaway
discount coupons
1paymen_t methods
ree delivery
extended warranty

- etc.

Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000
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948 153 - PRESENTING A PRODUCT OR SERVICE (Moduleb)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 | A9 Determinewhat is Elements to know:
Important '[0 knOW - type Of product
when studying a - technical and common vocabulary
product. - features
- manufacturing process
- use
- conditions of use and maintenance
- warranty
- competitive products, etc.
2 | A0 Identify the sources | Sources:
of information fora | . supplier catalogues
pI’OdUCt - m&am nes
- specialized publications
- promotion of new products by
suppliers
- trade shows
- exhibitions
- accompanying pamphlets
- package labels
2 | A1l List the features of Features:
products and services | . technical
tobeincludedonan |. commercial
analysis sheet. - psychological
3 |A Gather information 50 Choice of sources of 10 | 1.1 Chose appropriate sources | 10 | PT
on the features of a information of information.
product of service. Production of technical 10 | 2.1 Produced a sheet 10 | PT
data sheet containing al the
information required for a
detailed presentation of the
product or service.
2 |B.1 Explainthe . Usefulness of a scenario:
Importance o - complete presentation
establishinga | . nteresting presentation
presentation scenario. | - jnformative presentation
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2-3 | B.2 Prepare presentation | Strategies to use:
strategies. - visua presentation
- lecture-type presentation with
visua support _
- product demonstration
- request for group participation
2-3 | B.3 Select methods of Methods:
presentation. - camera
- video
- film
- BFOJ ector
- boad
- questionnaire
- catalogues
- magazines
- pamphlets, etc.
2-3 | B.4 Prepare a presentation | Writing of technical data sheet for
plan. product or service
Preparation of required materials
Evaluation of time required
3 |B Design presentation 25 3 Production of a 30 | 3.1 Selected astrategy that 10 | PT
scenarios. presentation plan for a showed the product in the
product or service best light.
3.2 Chose amethod adapted to | 10 | PT
the product or service.
3.3 Followed the steps 10 | PT
involved in writing a plan.
2 |C.1 Reviewthe Reference: Module 3
characteristics of
different types of
customers.

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2-3 [ C.2 Review the Reference: Module 2
communication
techniques to be used
with customers.
3 |C Makea 15 4 Quality of theinformation | 10 | 4.1 Presented al elements of 10 | PS
presegj[atlon presented thefile.
accordingto a . .
o ; 5 Quadlity of the 30 [ 5.1 Wasenergetic and 10 | PS
specific scenario. communication during the enthus as_t?c during the
presentation presentation.
5.2 Used appropriate 10 | PS
vocabulary.
5.3 Showed 3ood listening 10 | PS
skills and empathy.
2 | D.1 Become aware of the | Aspects of self-evaluation
g]ggrzti?%c%gf Atgl tudes conducive to an objective
presentation and anayss. ded
scenario objectively. |- OPen-mindedness -
- openness to constructive criticism
3 |D Evaluate the 10 6 Andyssof the 10 | 6.1 Completed a self-evaluation| 10 | PT
presentation. presentation. form for the presentation.
4 | Present afileon a product | The entire competency
or service.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 71
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948 168 — THE CONSULTATION PROCESS (Module 6)

Duration: 120 hours

STATEMENT OF THE COMPETENCY : Apply the consultation process in the sale of a product or service
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948 168 - THE CONSULTATION PROCESS (Module 6)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria
[References] (%) Indicators
1 | Situate this comﬁetency Reason for the competency, links with
with respect to the other competencies

occupation and the training

program. Course outline

2 | A.l Definethe concept of | Sale: customer assistance
sdle. The field of sdles
Ethicsin sales

2 | A.2 Understand the Role of sales staff with respect to the
importance of the role | organization’s requirements:

of the sales staff inan | . estaplish a link between the

organization. customer and the organization

- develop in the customer a
preference for a product or service

- know the products and sales
techniques

- edtablish along-lasting relationship
with customers

- etc

2 | A3 Definethe different Types of sales:
types of sales. counter

home
correspondence
telephone
persona selling
etc.

2 | A4 Listthe qualitiesthat a| Qualities required for sales:
sales consultant - mora

intellectual

socia

physical

Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000
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948 168 — THE CONSULTATION PROCESS (Module 6)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | A5 |Interpret buying Behaviours according to:
behaviours. - persondlity
- trends related to a new product
- socid behaviour
Reference: Module 3
2 |A.6 Haveapostiveand | Attitudesand behaviours to adopt with
professional attitude. | different types of customers: calmness,
patience, understanding, politeness,
empathy, etc.
2 | A7 Describetherulesto | Creation of afavourable impression
apply when making when making contact:
contact. - neat appearance adapted to the
customer
- listening to customer
- courteousness
- mental preparation
2-3 | A.8 Apply different Different welcoming techniques:
welcoming - talking about the product or
techniques. service
- offering their services
- establishing a link between the
customer and the product or
service
- etc.
2 |A9 Deeminean Selection of opportune time according
appropriate time for | to the customer’s attitude
making contact (e.?. attitude of a customer who stops
to look at a product)
3 A Welcome the 10 1  Personal appearance 5 | 1.1 Waswel groomed. 5 PS
customer.
2  Useof awelcoming 5 | 2.1 Used an appropriate 5 PS
technique welcoming technique.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 168 - THE CONSULTATION PROCESS (Module 6)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria
[References] (%) Indicators
2 |B.1 Assoc atﬁ an H Product- or service-based approach
roach wit
g?#aent types of Customer-based approach
customers or
situations.
2 | B.2 Review Conditions for communicating
communication effectively with a customer:
techniques. - being clear, concise, logical,
eloquent
- being open to the customer’s
Barnm pation o
- eing concerned with listening to
the customer

- Principles of effective listening:

- do not attempt to listen if you are
preoccupied by something else

- donot let yourself get distracted

- etc.

Non-verbal communication related to
effective listening:

- facial expressions

- changesin attitude

- etc.
[Reference: Module 2]
2 | B.3 Indicatethe Types of questions:
advantages of the - open-ended: what, how, why
different types of - closed-ended: yes, no
questions used to - leading

study needs.

2-3 | B.4 Formulate different Ways of formulating different types of
types of questions questions
%@ﬁ%ﬁégﬂmmg Asking questions that are tailored to the

customer. customer

Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000
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COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2-3 [B5 Apﬁly paraphrasing Techniques for restating a customer’s
techniques in order to | answers so as to:
establish theneeds of | . encourage the customer to develop
a customer. ideas
- obtain more details from the
customer
- verify the customer’s
understanding of the situation
- refocus the meeting
3 |B Establish the needs 20 3 Application of aprocedure| 20 | 3.1 Selected asales approach |5 PS
of the customer. for establishing needs appropriate for the
Situation.
3.2 Chose appropriate 5 PS
guestions to ask the
customer.
3.3 Applied principles of 5 PS
effective communication.
3.4 Correctly restated the 5 PS
customer’ s needs.
2 | C.1 Describethe man Main categories:

categories of goods
and services sold by
companies.

- durable goods

- non-durable goods
- consumer goods

- industrial goods

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 168 — THE CONSULTATION PROCESS (Module 6)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | C.2 Differentiaste among | Feature:
the terms “feature, - an element that allows a distinction
“advantage,” and to be made between one product
benefit” of a product or service and another product or
or service. Servi ce
- Advantage: _ _
- satisfaction obtained with the
product or service
- Benéfit: .
- again resulting from the product
for a customer
2 | C.3 Transform the Presentation of product or service by
features of a product | making alink among:
advantages and - advantages
benefits. - benefits
2 | C.4 Describethe main Prerequisites:
elements of aprocess | - know their product or service
for developing - know their customer
arguments. _
Elements of the process for developing
arguments:
- research
- information analysis
- development of arguments
3 |C Present the product 20 4  Choice of sdlesarguments | 20 | 4.1 Selected the features of the | 10 | PS
or service. roduct or service that
est met the customer’s
needs.
4.2 Emphasized the features of | 10 PS
the product or service by
presenting the advantages
and benefits it offers.
5 Apﬁl ication of presentation| 5 | 5.1 Used gppropriate means 5 PS
techniques during the presentation or
demonstration.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 168 — THE CONSULTATION PROCESS (Module 6)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | D.1 Ligttheman Definition of an objection
?nbéyecrtélosrés a customer Catego_ri%_ of objections:
- objection related to the product or
service
- objection related to the price
- objection related to alack of
interest
- etc
2 | D.2 Describethe main Steps involved in dealing with
steps in responding to | obj ectlons
- anticipating
- stpathm ng
- arifyin
- r&tatm the objection
- responding to the objection:
- adapted arguments
- confirming the response
- following up
Or any other technique for responding
to objections
3 |D Respond to any 15 6 Useof atechnique for 20 | 6.1 Aptly restated the 5 PS
objections. responding to objections customer’s objection.
6.2 Aptly refuted the 15 PS
customer’s objection.
2 | E.1 Listthenegotiable Negotiable elements:
- discounts
- transportation charges
- price of product or service
- etc
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 168 - THE CONSULTATION PROCESS (Module 6)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria
[References] (%) Indicators
2 |E2 Apply rulesof Principles to observe during
negotiation. negotiations:
- takeinto account the other party’s
needs

- be prepared to make a compromise
to resolve a problem

- keep in mind the win/win principle

- accept conflict

look for al the issues and analyze

them well

be patient

deal with stress and pressure

know how to listen well

ignore persona attacks

etc.
3 |E Negotiate conditions 5 Apﬁlication of negotiation - Discussed only the
of sale. techniques negotiable elements.
- Atpplied the basic principles
of negotiation.

2 |F.1 Recognizeverba and | Verba cues:

non-verbal cues - customers who ask questions (e.g.
revealing a desire to Do you ddliver?)
purchase. - etc.

Non-verbal cues from customers:

- handling the product with interest

- gmniling

- making sure they have their wallet,
credit cards

- etc

Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000



ANALY SISAND PLANNING TABLES
PROFESSIONAL SALES (5696)

948 168 - THE CONSULTATION PROCESS (Module 6)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria
[References] (%) Indicators
2 | F.2 Describe different Conclusion methods:
sales conclusion - direct conclusion
methods. - conclusion based on choice
- conclusion based on speculation
- etc

2 F.3 Describe the different | Behaviours of a sales consultant in the
behaviours of asales | event that a sale is not concluded:

consultant in the - avoid sarcasm
event that the slleis | . regpect the customer’s point of
not concluded. view

- be empathetic

- givethe customer a brief summary
of the advantages and
disadvantages of the meeting

- make alast attempt to change the
“no” into a“yes’ .

- try to arrange another meeting

- thank the customer

- ete.

Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000
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948 168 - THE CONSULTATION PROCESS (Module 6)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | F.4 Explanthelegd Concepts related to contracts:
framework of asale. | . gefinition of sales contract
- conditions necessary for a contract
to be vdid
- obligations of the sales consultant
and buyer _ .
- Role of the Office de la protection
du consommateur:
- contracts governed by law
- information that must be included
in a contract
- provisions aimed at informing and
p][otecti ng consumers in matters
of:
- sales conditions, price and
quality
advertising and sales
promotions
2 F.5 Name the different Contracts for services:
types of sales - tenancy, sales, arm’s length, with
contracts. secured credit, instalment sales,
lease, etc.
2 F.6 Complete asales Recording of information on the
contract. contract
3 F Conclude a sale. 15 7 Useof asdesconclusion | 20 | 7.1 Recognized verbal and 5 [PS
technique non-verbal cues from the
customer.
7.2 Applied an appropriate 15 [PS
conclusion technique.
2 G.1 Differentiate between | Complementary products: e.g. suit and
complementary shirt or tie
grr]?j ;é:éﬁlgrngler VICES | additional products: e.g. suit and
products or services. | trench coa
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 83
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948 168 - THE CONSULTATION PROCESS (Module 6)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators

2-3 | G.2 Apply suggestive Suggestive sales techniques:

sales techniques. - suggest that the larger format is
more economical and practical
- offer the buyer more than one
sample of the product
- suggest arelated article
(complementary products or
services)

2-3 | G.3 Apply cross-selling Cross-selling techniques:

techniques. - offer the buyer another product
not related to the first
E.g.
- point out an article on sale
- point out a new line of products
- €tc.

3 G Propose 4 Proposal of 5 | 8.1 Presented the advantages | 5 PS
complementary or complementary and or benefits of the additional
additional products additional products or product or service.
or services. services

2 H.1 Beaware of the Goals of customer follow-up:

importance of
customer follow-up.

- verify customer satisfaction
anticipate problems

resolve problems

instill customer loyalty

etc.

Methods of ensuring customer follow-

up:
- cdls

- update of customer files
making appointments
after-sales follow-up and
satisfaction survey
dealing with complaints
etc.

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)




ANALY SISAND PLANNING TABLES
PROFESSIONAL SALES (5696)

948 168 — THE CONSULTATION PROCESS (Module 6)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 H.2 Define the concepts | Concepts of:
of after-salesservice, | . gfter-sales service
merchandise returns | . merchandise returns
- etc
2 H.3 Describe thetype of | Type of information:
information that can i acti
be gathered in support | CUstomer satisfaction
of techniquestoingtill | -  clientele profile
customer loyalty and | -  frequency of visits and purchases
develop business. - needsidentified _
- search for potential customers via
the current clientele
- etc
2-3 |HA4 AppIP/ techniques for | Techniques for instilling customer
ingtilling customer loyalty:
loyalty. E.g.
- suggest leasing instead of
purchasing
- offer arange of products that are
replaced and improved from year
to year
- etc
2-3 | H.5 Prepare customer Content of customer record:
records. - name of person
- address, telephone and fax number
- birthdate
- occupation
- owner or tenant
- information on the purchase
2-3 | H.6 Update customer Information to be updated in a
records. customer record
3 H Carry out after- 3 Update of customer record - Gathered information
sales service. required for updating the
record.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 85
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948 168 — THE CONSULTATION PROCESS (Module 6)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
Application of atechnique to Selected an appropriate
instill customer loydty technique for instilling
customer loyalty.
2 [.1 Understand th? Advantages of feedback:
Importance o - improving the product
feedback inthesales | . jmproving the service
process. - making suggestions
- improving the comPany’s image
- indtilling customer loyalty
- etc.
2-3 | 1.2 Analyze sdesresults. | Anaysis of sales results:
- salesforecasts
results
- corrections to be made
- etc.
2 1.3 Descﬂ bg th? diffe_réa_nt Means:
methods of providing | . |eter
feedback, and - telephone call
advantages and - report
disadvantages of each
method.
2-3 | 1.4 Writeasaesreport. | Content of report:
- subject
- explanation of the problem
- exploration of causes of the
problem .
- presentation of suggestions or
recommendations
- conclusion
3 I Give feedback to 3 Sdlection of information and Communicated relevant
the company. recommendations to be information.
communicated
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria; St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 168 — THE CONSULTATION PROCESS (Module 6)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 J.1 Understand the Estimate the cost resulting from
importance of dealing | dissatisfied customers:
- loss of company’s reputation
- etc.
2 J.2  Describe the steps Steps involved in processing a
involved in processing | complaint:
a complaint. - listening
- restating the problem
- expressing empathy
- 3ues_t|on|n the customer for
etails of the problem
- asking the customer what he or
she expects of you
- suggesting a solution
- obtaining the customer’s
agreement
3 J Process complaints. 5 Use of atechnique for - Correctly restated the
processing complaints complaint.
- Suggested an appropriate
solution.
- Obtained the customer’s
agreement.
4 Apply the consultation The entire competency
processin the sale of a
product or service.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 172 - TIME MANAGEMENT (Module 7)

Duration: 30 hours

STATEMENT OF THE COMPETENCY : Manage their time and organize their work







ANALY SISAND PLANNING TABLES
PROFESSIONAL SALES (5696)

948 172-TIME MANAGEMENT (Module 7)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration | Performance/Participation | W, Criteria
[References] (%) Indicators
1 | Situate this comﬁetency Reason for the competency, links with | Individualy, the students reflect on
with respect to the other competencies the usefulness of sales consultants

managing their time.

In small groups, and using a diagram
to be completed, the students
establish links between this
competency and the other program
competencies.

In a class discussion, the students
share the links they have established.
The teacher provides any missing
inf(I)_rmation and presents the course
outline.

[Reference: program of study]

occupation and the training

program. Course outline

2 | Al Defineand Time management, time-wasting The teacher gives a presentation to
demonstrate the main | activities, procrastination, Pareto’s Law | define the various concepts. The
concepts related to students take notes and find examples
time management. of the concepts from their personal
experience.

The students share their ideas with
the class.

[Reference: K.L. Godefroy
Du temps en plus pour vendre plus]

Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000
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PROFESSIONAL SALES (5696)

948 172-TIME MANAGEMENT (Module 7)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 | A2 Associatetoolswith | Anaysistools: The teacher gives the students

time-management
activities.

- time sheets, priority sheets

Planning and organizational tools:

- calendar for internal organization,
personal planner, electronic
agenda, daily plan, delegation sheet

examples of different time-
management tools and explains how
they are used.

The teacher proposes learning
situations where students have to
decide which tools are the most
useful.

Class discussion
[Reference: K.L. Godefroy
Du temps en plus pour vendre plus]

2 | A3 Becomeaware of the | Positive attitude, sense of On the basis of short case studies
importance of responsibility, organized and showing the difficulties related to
adopting certain methodical, punctual, respect for one's | time management, the students
attitudes conducive to | needs and limitations, versatile and identify the attitudes in question.
time management. | flexible, redlistic Class discussion and identification of

main attitudes conducive to effective
time management

2 | A4 Recognizethevarious | - Type of activities: occupational, The teacher gives a brief presentation

types of activities.

social, persond, family

on the various types of activities.

The class views the first part of the
video “30 fagons de gagner du
temps.”

Individualy, the students identify and
classify the activities of the main
character in the video.

Class discussion

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 172 -TIME MANAGEMENT (Module7)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2-3 | A5 Recognizethemain |- Maintime-wasting activities. Viewing of the second part of the
time-wasting telephone calls, unexpected visits, | video.
activities. etc. - . .
. Diincionbewesn imeswsing | Iohicel, e ey
activities, disruptions and i ] )
obligatory activities Class discussion to determine the true
time-wasting activities
2-3 | A6 Identify methods for | Methods adapted to the types of time- | On the basis of the previous activity,
countering the effects | wasting activities: the students sugfqest ways of
of time-wasting - delegating tasks countering the effects of time-
- postponing tasks Class discussion to determine the
main ways
3 |A Analyze the use of Individually, the students produce a 25 1  Recognition of time- 10 | 1.1 Included al time-wasting 10 | PK
their time. list of their activities during the wasting activitiesin a list activities.
preceding week. They then classify of activities
%Ciﬂvéﬂgﬁaggﬁi %g'vr\?a?;vgf' 9 2 Deermingion of ways | 10 | 1.2 Chosesatisfactory ways | 10 | PK
countering the effects of these time- of countering time- of countering time-
wasting activities. wadling activities wadling activities,
The teacher will check and comment
on the work of each student.
2 | B.1 Differentiate between | Definition and characteristics of agoal | The teacher gives a presentation of
agoal and an I _— the definitions to the class.
objective Definition and characteristics of an _ _
' objective The teacher gives the students a list
of goals and objectives. In pairs, the
students differentiate between the
two.
The exercise is corrected in class.
[Reference: CEMEQ Gestion du
temps- 2.4,25and 2.6
(Professional Sales program)]
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 93
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948 172-TIME MANAGEMENT (Module 7)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 | B.2 Applytherulesfor Rules: what, where, how The teacher presents the rules for
formulating . - formulating objectives.
objectives. Qudlities. realistic, measurable, o
atainable Individually, the students analyze and
reformulate objectives using a list that
is given to them. The teacher ensures
that the students understand the rules
and apply them correctly.
3 |B Set objectives. Individually, the students set 10 3 Formulation of 10 | 3.1 Determined what, when 10 | PK
objelctlves re%ard_mg: H objectives and how.
- learning during the course 4  Qudlity of objectives | 10 | 4.1 Formulated redjtic, 10 | PK
- their personal life measurable and attainable
objectives.

- their working life

In pairs, the students evaluate the
application of rules and the quality of
their objectives.

In a class discussion, the teacher
comments on some of the objectives
formulated.

2 | C.1 Describe the process
for planning activities.

Selection of activity
Classification according to yield
Setting of priorities

Estimate of duration

Determination of methods of
monitoring

Delegation

Presentation
Exchange of ideas with students

Case studies: in pairs, the students
analyze a situation in which the steps
have not been followed. They must
identify the steps of the process that
have not been undertaken.

Correction as a group.

[Reference: Guide CEMEQ, 3.10]

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 172-TIME MANAGEMENT (Module 7)

COMPETENCY

LEARNING

EVALUATION

Ph L ear ning Focuses

Content

Activities
[References]

Duration
(%)

Perfor mance/Participation
Indicators

W

Criteria

We

St

2 | C.2 Identify activities
according to their
yield.

High-, average- and low-yield activities

Criteria for establishing the yield of
activities

The teacher gives a presentation on
the yield of activities

Individualy, the students determine a
series of activities that will help them
achieve an objective related to the
occupation of salesperson. Then, the
students determine the yield of each
activity in order to justity their
choice.

Class discussion
[Reiference: Guide CEMEQ, 3.4 to
3.6

2 | C.3 Usean activity-
planning tool.

Personal planner (different models)

The teacher gives a presentation on
the usefulness of a persona planner
and an explanation of the different
headings.

Individual exercise: the students enter
their activities from the preceding
exercise under the different headings
of the personal planner provided by
the teacher.

The teacher collects and corrects the
students’ work.

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 172 -TIME MANAGEMENT (Module7)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 | C.4 Beawareof the Disadvantages related to the lack of or | Using the case of Mr. Wi nni%er (copy
importance and insufficient use of delegation provided), the students identify
difficulties of R for deleqating: qaining ti situations where the main character is
delegating tasks. easons for delegating: gaining ime, | haying time-management problems.
motivating personnel, training personnel
Obstacles to delegation: Individually, the students determine
acles 1o delegation: which activities Mr. Winniger could
- doubt o delegate and present the advantages
- theneed to fed indispensable of delegating these activities.
- fear, resistance . .
Class discussion
2 | C.5 Describethe Types of delegation: The teacher establishes the link with
conditions for - horizontal the preceding activity in order to
effective delegation. | - yertical introduce the types of delegation and
- reverse the conditions required for effective
Condi delegation.
onditions: . .
_ showing trust Exchange of ideas with students
- giving clear instructions [Reference: F. Gamonet
- communicating expected results, Savoir mi .
methods of monitoring and VOIr mieux gérer son temps|
support, timetable
2 | C.6 Describethe Determination of activities to be Presentation
delegation process. delegated Exchange of ideas with students.
Determination of the person to whom ) .
to delegate Case study: analysis of a case where
the steps were bypassed
Determination of objectives and dentificati f miss b
timetable Identification of missing steps by
o students
Statement of methods of monitoring . .
Class discussion
Clear communication of information
Follow-up report
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 96
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948 172 -TIME MANAGEMENT (Module7)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 | C.7 Communicate Definition of mandate Exercise in groups of three: the
instructions and C - s students each take a turn
requirements when ommunication rules: communicating mandates prepared by
delegating. - clarity the teacher. One plays the role of
- precison . observer and uses a checklist
- methods of support during the prepared by the teacher. This student
process then transmits the result of the
observation in terms of clarity,
precision and relevance of methods
proposed.
3 |C Plan activities. Individually, using a case study, the 35 5 Application of delegation | 20 | 5.1 Correctly determined 15 | PT
students produce an assignment in process activities to be delegated.
which they go through the different 52 Cleal i cated 5 | pr
steps in the planning and delegation £ gar yt_communlcat
process. instructions.
The teacher checks and comments 6  Application of planning 20 | 6.1 Included &l aspects of 20 | PT
on each student’s work. process planning:
- classification of
activities according to
order of priority
- classification of
activities according to
yield .
- estimate of duration of
activities
- determination of
methods of monitoring
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 172 -TIME MANAGEMENT (Module7)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 | D.1 Describethe Methods: The teacher gives a presentation
advantages and - aphabetica using transparencies to demonstrate
disadvantages of - numerical o each of the filing systems.
various filing - By se%t_or of activity Copies of transparencies are
systems. A distributed to Students.
Students discuss the relevance of
using each system, depending on the
situation.
[Reference: Travail de bureau]
3 |D File records. Individually, using customer records, 5 Choice of afiling system Used afiling system that
magazine articles, catalogues, etc., alows records to be
the students select and use one or located quickly.
more filing systems.
The teacher checks the relevance of
each student’ s choice and use of
systems.
2 |E1 Identify the different | Headings: On the basis of different models of
headingsin apersona | - todo persona planners, the teacher
planner. - telephone calls explains the different headings and
- write . q how they can be useful.
- carry forwar ,
. appc))/i ntments [Reference: QuoVadis]
- expenses
- etc
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 172 -TIME MANAGEMENT (Module7)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 |E2 ggg activities and Types of activities: IThe tfeacher provi d)as stlfl]dents ;Nith a
inesina ; L ist of activities (15) with specific
personal planner. - R ntments, visits, telephone deadlines and asks them to enter them
calls, correspondence, training under the various headings
activities, meetings, business A
development, follow-ups, The teacher then gives instructions
processing of complaints, regarding changes: carrying forward
expenses, etc. activities, cancellation of visits,
unexpected visits, etc.
The students make the required
changes to their personal planner.
Class discussion
3 |E Keep a personal Each student keeps a personal planner 5 7  Entry of activities 20 | 7.1 Included dl activitiesunder | 10 | PT
planner. for one week. the appropriate headings.
The teacher checks and comments 7.2 Included free periods for 5 | PT
on the entries made in the planner. unexpected activities.
7.3 Carried forward 5 | PT
uncompleted activities.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 172 -TIME MANAGEMENT (Module7)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 |F.1 Beawareof the Positive attitude with respect to: The teacher explains what is meant
importance of a - onedf by a positive attitude and careful
postive ettitudeand | . customers grooming.
careful grooming, - work _ [Reference: Conference. “50 minutes
Characteristics of careful grooming: pour réussir” Attitude mentale
- cleanliness positive AMP]
- appropriate clothing The students reflect on their
- elc purchasing experiences and on the
Impact of a salesperson’s attitude and
behaviours. They identify aspects that
positively or negatively affect their
attitude.
Class discussion during which the
teacher emphasizes the importance of
developing a positive attitude
2 | F.2 Plantheir trips. Use of maps In pairs, on the basis of alist of
Estimate of i ired customers to visit, maps and a
Imate of time requir starting point, the students plan an
Choice of itinerary itinerary for the visits and estimate
how much travel time will be
required.
The teacher evauates the feasibility
of each team’s planning.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 100
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948 172 -TIME MANAGEMENT (Module7)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 |F.3 Arrange Elements to be considered Whenh Presentation
appointments. arranging appointments: approach, -
personal appearance, presentation of Role playing:
the company, reason for the call, - The teacher presents a situation
request for appointment, confirmation | where two students volunteer to play
and closing the roles of salesperson and
Different methods for arranging an gﬁggﬁerﬁel th\(/evistﬂ %Sgﬁggagikvﬁgan
appol ngjnent t(teltephone call, letter, has already received a promotional
persor? contact) brochure. The situation is videotaped:
Entry in personal planner : The teacher comments on
Visits without appointments (cold calls) | the presence or absence of elements
to be considered when arranging
appointments by using excerpts from
the video.
: The students redo the
simulation, taking into account the
teacher’s comments.
- The same procedure is used for a
situation involving a cold call.
2 |F.4 Ligtthe materias Catalogues Presentation
a?*jgr?gtrfa?irng a Pamphlets The teacher specifies the importance
product or service. Kits of having al the materials required for
the demonstration.
Samples
Contracts
Technical data sheets
Paper, pen
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 101
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948 172-TIME MANAGEMENT (Module 7)

COMPETENCY

LEARNING

EVALUATION

Ph L ear ning Focuses

Content

Activities
[References]

Duration
(%)

Perfor mance/Participation
Indicators

W

Criteria

We

St

3 |F
territory.

Manage their sales

Case study:

- Individudly, the students sell a
given product or service in a specific
sector. They identify the clientele
likely to purchase their product or
service, plan their trips and select
ways of arranging appointments.

- The teacher checks and
comments on how students have
managed their respective sales
territories.

15

Identification of target
clientele

Planning of trips

Use of methods for arranging
appointments

Identified the location of
the target clientele in the
sales territory.

Planned the tripsin a
detailed manner.

Used methods for
arranging appointments.

4 | Manage their time and

organize their work.

The entire competency

The teacher presents the students
with a series of situations covering al
of the specifications of the first-level
oPeratlonaI objective: analyze the use
of their time; set objectives; plan
activities; file records; keep a
personal planner; manage their sales
territory. The various situations
should include deficiencies in terms
of time organization that the students
will identify and correct.

Class discussion

The teacher gathers the students’
assignments and corrects them
individually so as to evaluate the
degree to which each student has
acquired the competency. The
students who have not attained the
minimum performance standard do
additional exercises related to the area
or areas in which they experienced
difficulties.

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 184 — INTRODUCTION TO THE OCCUPATION (Module 8)

Duration; 60 hours

STATEMENT OF THE COMPETENCY : Begin acquiring practical on-site sales experience







ANALYSSAND PLANNING TABLES

PROFESSIONAL SALES (5696)

948 184 —INTRODUCTION TO THE OCCUPATION (Module 8)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
1 | Situate the competency in Reason for the competency, usefulness
relation to the program. in terms of other competencies,
progression of learning
Presentation of the module
2 | A.l Describetheir areas | Persona and occupational interests
of interest, C )
expectations and ommon concerns:
concerns about the - fears N _
practicum. - not being familiar with the
environment
- not knowing anybody
- €tc.
2 | A.2 Describethe steps Grooming and consideration of the
that should precede a | image they wish to project
practicum interview. Preparation of interview questions
Simulation interviews
2 | A3 Learn about the Objectives of the practicum
conditions of the Duri
practicum. uration
Conditions regarding support and
supervision
Participation criteria
Practicum report
2 |A4 Setcompany Selection criteriarelated to:
- line of products or services
- size of company
- location of company
- the company’s projects
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 184 —INTRODUCTION TO THE OCCUPATION (Module 8)
COMPETENCY LEARNING EVALUATION
Ph L earning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 | A5 Identify the Consultation of various sources:
companiesthat are | . employment centres
likely to accept - classified ads
- teachers
- etc
2 |A.6 Takestepsto have Contact with the company by:
their candidacy - letter
selected company. - avist
PHASE 1: 1 Findacompanythat | 20 [ 1.1 Prepared alist of at least 10
P ion for th meets the criteria for their three companies contacted
reparation for the practicum. for the practicum,
practicum indicating the sdlection
criteria used.

1.2 Indicated the company 10
selected and the person
responsible for the
practicum, and produced a
confirmation of the
students’ commitment as
trainees.

2 | Identify the main sources of | Written documentation provided by the
information about the company:
products or services sold. - cataogues
- promationa brochures
- technical documents
- verbal information
- training
- explanations
- information on the labels
2 | B.1 Learn about any safety | Company policies and rules
measures to be taken.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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PROFESSIONAL SALES (5696)

948 184 —INTRODUCTION TO THE OCCUPATION (Module 8)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 | B.2 Explainthe expression | Feeling of belonging to the company
born salesperson. Entrepreneurid attitude
2 | B3 Reviia_«é/a;t)rl\e ethihcs Professional behaviours and attitudes:
applicable to the - respect for other peopl€e's property
profession. - sense of responsibility
- rules of professional ethics
2 | B.4 Observetheworking | Socio-economic environment
context. , .
Company’s operational structure
Functions and tasks of personnel
Working conditions
Company policies
Etc.
2 | B.5 Edablishinitia Relations with:
contact with the sales | . the employer
team. - the personnel supervisor
- colleagues
Demonstration of:
- courtesy
- discretion
- tact
- assistance
- initigive
- etc
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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PROFESSIONAL SALES (5696)

948 184 —INTRODUCTION TO THE OCCUPATION (Module 8)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 | B.6 Learn about the Types of products sold
products or services. Features of products or services
Advantages of each product or service
Components
Conditions of use, etc.
2 |B.7 Leanaboutthe Positioning in terms of the competition:
company’s marketing | . types of clientele
- pricerange
- promotional programs, advertising,
etc.
2 | B.8 Observethe sales Elements to be observed
staff at work and Stens involved in the sl _
participate in sales- epsinvolvedin the sales process:
related tasks. - definition of customer needs
- presentation of merchandise
- choice of sales arguments
appropriate for a given customer
- response to objections
- conclusion of sale
PHASE 2: Obtain the information 10 | 2.1 Completed the 10
Ob . £ th required on the guestionnaire on the
servation of the workplace. workplace.
wor kplace and
participation in the Take part in sales 40 | 3.1 Carried out tasksin 10
process of selling products activities. compliance with the
or services company’s policies.
3.2 Showed concern for 10
applying rules of
professiona ethics.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 184 —INTRODUCTION TO THE OCCUPATION (Module 8)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators

3.3 Adopted intrapreneuria 10
behaviours during the
practicum.

3.4 Sholvv_ed cr(])ncerar‘? fof’;\l _ 10
applying the total quality
approach to each task
carried out.

2 | C.1 Become familiar with | Structure and content of the practicum
how the practicum report
report isto be
organized.
2 [C2 List tge criteriarelated | Aspects related to self-evaluation:
to evauating -
themselves during the | . ggﬁftﬁrff‘.; e
practicum. - attitudes
- dedication to work
- performance
- etc
2 | C.3 Prepareapracticum | Application of rulesfor writing a report
report.
2 | C.4 Exchange points of Company evaluation
view with the teacher Sdf-evaluati
on the content of their -evaluation
personal report and
the report submitted
by the practicum
supervisor.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 184 — INTRODUCTION TO THE OCCUPATION (Module 8)

practicum experience.

- the work environment
- the occupation

by basing their arguments
on their practicum
experiences.

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 | C.5 Participatein agroup
meeting to pool the
experience gained and
the learning acquired
during the practicum.
PHASE 3: 4 Prepare a practicum 20 | 4.1 Presented areport 10
. . report. describing:
Evaluation of their
practicum experience - the company (type of
business)
- the characteristics of
the clientele
- sdes m_ethglds N
- promotional approac
- after-sales serwpce
- etc.

4.2 Presented intheir reporta | 10
self-evaluation of their
practicum.

5 Expressanopiniononthe | 10 [ 5.1 Expressed their view of: 10

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 192 — FINANCIAL OPERATIONS (Module 9)

Duration; 30 hours

STATEMENT OF THE COMPETENCY : Perform financial operations
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PROFESSIONAL SALES (5696)

948 192 — FINANCIAL OPERATIONS (Module9)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
1 | Situate this comﬁetency Reason for the competency, links with
with respect tothe other competencies
occupation and the training C i
program. ourse outline
2 | A.1 Definethe concept of | Price versus store image
price. Price in terms of competition
Etc.
2 | A2 Definetermsrelated | Terms related to pricing:
to pricing. - sdesprice
- cost price
- list price
- rofit margin
- fixed and variable costs
- €tc.
2 | A.3 Explainthe objectives | Objectives of pricing:
of pricing. - profitability
- 9I$ - .
- marketing strategies
- ete.
2 | A4 Define the methods to | Methods used for pricing according to:
be used and the - costs
factorstobe - demand
considered in pricing. | -  competition
- etc
Factors influencing pricing:
- internal factors: _
- objectives of price, marketing
strategy, costs, organization
- external factors:
market and demand, market
structure, price-quality ratio,
competition, etc.
Ph: acquisition phase;  W,: relative weighting of indicators, W relative weighting of criteria; ~ St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 192 — FINANCIAL OPERATIONS (Module9)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 | A5 Explainthe elements | Pricing policy:
to be considered - rebates (discounts)
when establishinga | . psychological price
pricing policy. - promotional price
- cost price
- ete.
2 |A6 Explainthetypesof | Types of prices
- promotional price
- €tc.
2 | A7 Cdculaethe Definition of percentage
ﬁgrlj:r%r?tage of a Calculation of percentage
P=BxR
P = percentage; B =base; R =rate
2 |A.8 Cdculae Methods of calculation: of total sales,
commission. production quotas, additions to base

salary, productivity (bonus)

2 | A9 Cdculate the profit Profit margin formulas:
margin. .
- on sales price:
M = SP-CP
SP
- on cost price:
M = SP-CP
CP

(M = profit margin; SP = sales price; CP
= cost price)

Interpretation of results

Ph: acquisition phase;  W,: relative weighting of indicators, W relative weighting of criteria; ~ St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 192 — FINANCIAL OPERATIONS (Module9)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 | A.10 Explainthelifecycle | Stepsin thelife cycle of a product
of a product. - product creation and devel opment
- Introduction
- growth
- maturity
- decline
3 |A Calculate a sales 10 1 Determination of sales 10 | 1.1 Determined the sales price 5 | PT
price. price on the basis of the cost
price and the percentage of
profit on the sales price.
1.2 Determined thesalesprice | 5 | PT
on the basis of the cost
price and the percentage of
profit on the cost price.
2 | B.1 Describe the different | Sections of an invoice:
sections of an - company address
Invoice. - customer name
- invoice number
- dme . . . . .
- quantity, description, unit price,
amount
- €tc.
2 | B.2 Explainthedifferent | Types of discounts:
types of discounts - cash discount
offered by - quantity discount
manufacturers, - successive discount
suppliers and - etc.
merchants.
2 | B.3 Cadculate discounts Method of calculating a discount and
and rebates. rebate
Formulas to use
Ph: acquisition phase;  W,: relative weighting of indicators, W relative weighting of criteria; ~ St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 192 — FINANCIAL OPERATIONS (Module9)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
B.4 Calculate salestaxes. | Tax-related calculations
2 | B.5 Cadculate remittances | Use of main foreign currencies
in foreign currency.
2 | B.6 Become aware of the | Financia operations for an independent
im ortagce for alr(l worker:
Indepenaent worker - invoici
to be ableto perform | - calcuiating taves
basic financial - establishing a unit price (hourly rate)
operations. - etc.
3 B Prepare an invoice, 20 2 Preparation of aninvoice | 20 | 2.1 Recorded accurate and 10 | PT
and do the complete data.
gaeﬁzsuslsaitwi())/ns 2.2 Accurately determined the | 10 | PT
' total amount of the
invoice.
2 | C.1 Recognizethe Cash register, terminal, cash drawer,
material andeeded second cash drawer
equipment n to .
operate a cash Optica scanner
register. Cash float
Calculator
Credit card
Etc.

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS; process)
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948 192 — FINANCIAL OPERATIONS (Module9)

COMPETENCY LEARNING EVALUATION

Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators

2 | C.2 Perform operations Steps involved in preparing the cash

for opening a cash register:

register. - retrieve and check the cash float

- reset the register memory to zero

- enter the date and user code

- check the availability of material and

refills
2 | C.3 Describethe olated Current transactions:
transactions related to i
{ - payments (cash, cheque, debit cards,
cash register credit cards)
operations. - exchanges
- refunds
- layaways
- etc
2 | C.4 Describethe different | Cash:
ﬁayment methodsand | -  collecting and checking cash
ow to process them. amounts
- giving back change
Credit card:
- checking validity (date)
- checking credit

- completing the slip (purchase, credit,
deposit); checking the signature

Personal cheque:

- checking the date, amount, signature
and ID : .

- compliance with company policies
(staledated and postdated cheques)

Traveller’s chegques and foreign

currency:

- cheque signature
Debit card

Ph: acquisition phase;  W,: relative weighting of indicators, W relative weighting of criteria; ~ St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 192 — FINANCIAL OPERATIONS (Module9)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 | C.5 Explain company Explanation of the company’s different
policy and rurlles policies and procedures:
concerning the -
handling of funds, ﬁg%gqler% Cprlce discounts, etc.

- commercia papers

- negotiation of commercial papers
with or without interest
opening and closing of cash register

- etc
2 | C.6 Explainthedifferent | A company’s refund policies:
refund policies that - exchange
companies have. - credit
- refund, etc.
2 | C.7 Observe rules of Observance of rules of courtesy:
courtesy. - discretion
- sympathetic attitude in problem
Stuations
- etc.
2-3 | C.8 Perform operations Closing operations.
for closing a cash - take areading of the cash register
register. - compile vouchers and cash on hand
- identify errors (cash overage or
shortage)

- complete the cash register report
- prepare the float for re-opening

Preparation of a deposit dip

Security measures to be taken when
making the deposit at a banking machine

2-3 | C.9 Perform cash register | Use of cash management software
operations using a
computer system.

Ph: acquisition phase;  W,: relative weighting of indicators, W relative weighting of criteria; ~ St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 192 — FINANCIAL OPERATIONS (Module9)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation | W, Criteria We | St
[References] (%) Indicators
3 |C Operate a cash 70 3 ],?\pplication orf] a process 10 | 3.1 Checked operations. 5 PS
register. rggf;%re”' ng the cash 3.2 Checked theamount of the| 5 | PS
float.
4  Performance of current 35 | 4.1 Selected forms relevant to 5 | PS
cash register operations the transaction.
4.2 Entered complete, accurate| 15 | PS
data and observed an
appropriate procedure for
operating the cash register
for each transaction.
4.3 Observed appropriate 5 PS
Security measures.
4.4 Observed rules of 5 | PS
politeness and courtesy.
4.5 Performed the cash 5 | PS
register operations in the
time allotted.
5  Application of procedure 25 | 5.1 Used an appropriate 5 PS
for closing the cash method for the cash
register register reading.
5.2 Adequately prepared a 10 | PS
cash report.
5.3 Adequately prepared a 10 | PS
deposit dip.
4 | Perform financial The entire competency
operations.
Ph: acquisition phase;  W,: relative weighting of indicators, W relative weighting of criteria; ~ St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 203 - MANAGING MERCHANDISE (Module 10)

Duration: 45 hours

STATEMENT OF THE COMPETENCY : Perform supply-related operations
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948 203 - MANAGING MERCHANDISE (Module 10)
COMPETENCY LEARNING EVALUATION
Ph L earning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
1 | Situate this comﬁetency Reason for the competency, links with
with respect to the other competencies
occupation and the training C i
program. ourse outline
2 | A.l Describethetypesof | Distribution channel without
iﬂtermeldiarieshand intermediary
their roles in the . R
distribution channels ) r_nan.ufacturer us?r ) i
from producer to Digtribution channel with intermediary:
consumer. - types and roles
- manufacturer - retailer - user
manufacturer - wholesaler —
user
manufacturer - wholesaler —
retailer — user _
manufacturer - broker — retailer
— user
manufacturer - broker —
wholesdler - retailer — user
2 | A2 Describethe different | Forms related to the receipt of
forms used for merchandise;
receipt of - bill of lading
merchandise. - wayhill
- arrval notice
- freight note
- deivery receipt
- shipping order
- purchase order
- Invoice
2 | A3 Complete and send Information to be recorded on the
the commercia following documents and methods of
documents used for forwarding them:
receipt and checking | - pyrchase order
- ddivery order
Ph: acquisition phase;  W,: relative weighting of indicators, W relative weighting of criteria; ~ St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 203 - MANAGING MERCHANDISE (Module 10)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Per formance/Participation W, Criteria We | St
[References] (%) Indicators
2 | A4 Listthereasonsfor Reasons justifying the return of
which merchandise | merchandise:
may be returned to - missing merchandise
the supplier, and - damaged merchandise
explain the conditions.| -  merchandise with a description
that does not match the purchase
order
- eventua claim with the carrier
Conditions related to returning
merchandise to the suppliers
2 | A5 Listthe precautions to| Precautions:
be taken when - careful unpacking
handling merchandise. | - checking the condition of the
merchandise
- atention to fragile material
2 |A.6 Check that the Steps and elements to be checked
merchandise ordered | when receiving merchandise:
maichesthe - receipt versus delivery:
merchandise received identification of packages
and note any V|sual count of units shipped
differences. check against delivery dlip
externa inspection of packaging
acceptance, refusal, claim
within prescribed time limit
- receipt versus unpacking:
quantity received versus
quantity ordered
quality of ordered merchandise
condition
control of purchase orders and
shipping orders
security measures
Attachment of purchase order and
invoice for payment purposes
Ph: acquisition phase;  W,: relative weighting of indicators, W relative weighting of criteria; ~ St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 203 - MANAGING MERCHANDI SE (M odule 10)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Per formance/Participation W, Criteria We | St
[References] (%) Indicators
2 | A7 Describe the stocking | Stocking procedure:
procedure currently in | . ¢jassification of merchandise
use. accordl ng to:
suppliers
categories _ _
mass, volume, dimensions,
coIo_ur
service

frequency of use

Inventory methods:

- firstin, first out
- lastin, first out

3 |A Receive 20 1  Checking of informationin | 15 | 1.1 Ensured that the purchase | 15 | PT
mer chandise. the purchase orders and orders matched the
delivery orders delivery orders.

2 | B.1 Differentiate between | Types of labelling and tagging
the most commonIP/ equipment:
used types of labelling | . ztomatic

and tagging - stamp
equipment. - labels, tags and fasteners
- bar codes
- security, etc.
2 |B.2 De.scrri] gfe the r;]”nal;jn Means of countering theft:
anti-theft methods -
releted o labelling and | | menclictos e 29
tagging. - exa?odl ng ink tags for expensive
merchandlse
- security chain

- undetectability on label code

2 | B.3 Explainsignposting | Explanation of Bill 101 in terms of sign
regulations. posting

Ph: acquisition phase;  W,: relative weighting of indicators, W relative weighting of criteria; ~ St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 125



ANALY SISAND PLANNING TABLES
PROFESSIONAL SALES (5696)

948 203 - MANAGING MERCHANDI SE (Module 10)
COMPETENCY LEARNING EVALUATION

Ph L ear ning Focuses Content Activities Duration Perfor mance/Participation W, Criteria We | St
[References] (%) Indicators

2 | B.4 Describethe Application of a company’s coding
procedures to follow | rules:
when preparing - codes:

merchandise. .

universal code of products,
colour code, manufacturer’'s
code, secret code

Labelling and tagging of merchandise

Selection of shelving and displays
Arrangement of merchandise
3 |B Prepare 20 2  Preparation of price tags 15 | 2.1 Cadculated the retail price. 5 | PT
mer chandise.
2.2 Correctly recorded 10 | PT
information on the
product.
3  Observance of signposting [ 5 | 3.1 Identified signsin_ 5 | PT
regulations compliance with sign

posting regulations.

2 | C.1 Explainthedifferent | Means

ways in which - neatness of point of sale and

products can be displays

displayed instores. | . emphasis on products that are
“good sellers’

- aesthetic appeal of presentation

- limited quantity of merchandise on
display

- choice of decorative elements

- accessibility of merchandise

Ph: acquisition phase;  W,: relative weighting of indicators, W relative weighting of criteria; ~ St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 203 - MANAGING MERCHANDISE (Module 10)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Per formance/Participation W, Criteria We | St
[References] (%) Indicators
2 | C.2 Explainthe Conseguences:
consequences of - loss of revenue
shoplifting. - increasein price
- lossofjobs
- loss of credihility (in the case of an
employee)
- shutdown of store
2 |C3 Differ;nt;]aétfe beijeen Internal theft:
internal theft an -
shoplifting. by personnel
Shoplifting:
- by customers
2 | C.4 Indicate the different | Means of prevention:
ways in which - layout of store:
ShOD“ft' can be visibility, location of cash
prevent register, camera surveillance,
mirrors, surveillancein change
rooms, having customers leave
their bags at the counter when
entering the store
- protectlon of merchandise:
security hangers
chains
spot checks of merchandise
security personnel posing as
customers
undetectable surveillance
2 | C.5 Understand t?eb Protection of one's job
importance of being - ;
personally committed Responsible attitude
to preventing Intrapreneurid attitude
shoplifting. Personal pride
Recognition by the employer
Ph: acquisition phase;  W,: relative weighting of indicators, W relative weighting of criteria; ~ St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 203 - MANAGING MERCHANDISE (Module 10)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Per formance/Participation W, Criteria We | St
[References] (%) Indicators
2 | C.6 Explainthe Review of rules of ethics seen in
importance of Module 1 — The Occupation and the
professiona ethics for | Training Process
sales consultants.
3 |C Stock the counters, 10 Application of a supply method Applied a stock rotation
shelves and display method.
units. Applied display principles.
2 | D.1 Listthedifferent Types:
kinds of inventories - perpetua inventory
USes. - phys)| ca inventory (at end of fiscal
year
- gpot-check inventory
Advantages and disadvantages of each
2 |D.2 Listthegenera Information to be recorded:
information contained | . content of label (mode!, number,
on inventory sheets. colour, size)
- unit price
- date of receipt (with order
number)
- date of sale (with invoice number)
- quantity on sale
- minimum guantity to be kept in
inventory
- shef or rack number
3 |D Take inventories. 20 4 Opening of inventory 20 | 4.1 Entered the information 20 | PT
records. required to open records.
5  Update of inventory 15 | 5.1 Entered the information 15 | PT
records. required to update records.
Ph: acquisition phase;  W,: relative weighting of indicators, W relative weighting of criteria; ~ St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 203 - MANAGING MERCHANDI SE (M odule 10)

COMPETENCY

LEARNING

EVALUATION

L ear ning Focuses

Content

Activities
[References]

Duration
(%)

Perfor mance/Participation
Indicators

W

Criteria

We

St

E.1 Describe the different

forms of supply.

Warehouse
Suppliers

Export

Inter-store transfer

E.2 Describe the different

supply documents
and their destination.

Documents:

- Purchasi ng plan

ist of prices of products and
services
inventory records
purchase orders
order or transfer documents
notice of receipt of merchandise

Destination of each of these
documents, depending on the:
- buyer

- ordering office

- reception clerk

- accounting personnel

2-3

E.3

Choose suppliers.

Selection criteria:

- solvenc?/

- availability of products or services

- quick delivery time

- compliance with the ordering
company’s standards

2-3

E.4

Apply the principles
of verbal
communication.

See Module 2 — Communicating in the
Workplace

(Clarity and precision of information
regarding the order)

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS; process)
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948 203 - MANAGING MERCHANDISE (Module 10)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Per formance/Participation W, Criteria We | St
[References] (%) Indicators
2 |E5 Explainthe standard | Standard procedures:
ordering procedures | . request for tenders
for companies. - more than one tenderer
- wholesale purchases
- negotiation:
price (quantity)
payment terms
delivery times
merchandise returns
2-3 | E.6 Complete forms. Preparation of purchase orders and
obtaining of purchasing authorization
according to company regulations
Forwarding of purchase orders to
suppliers and copies of purchase
orders to supply and accounting
personnel
3 |E Place orders. 15 Preparation of documents 10 | 6.1 Correctly completed the 10 | PT
related to inter-store inter-store transfer form.
transfers of merchandise
Preparation of purchase 10 | 7.1 Recorded accurate and 10 | PT
order complete information on
the purchase order.
2 |F.1 Describethe main Documents:
shipping documents. | . request for purchase
- purchase order
- shipping order
- hill of lading
2 |F.2 Describethe Conditions required for shipping:
conditions required - sufficient inventory
for shipping ordered | . choice of transportation methods
merchandise. (in terms of cost versus
performance)
- reliability of suppliers
Ph: acquisition phase;  W,: relative weighting of indicators, W relative weighting of criteria; ~ St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 203 - MANAGING MERCHANDISE (Module 10)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Per formance/Participation W, Criteria We | St
[References] (%) Indicators
2 | F.3 List transportation Transportation methods:
methods. - truck, airplane, ship, train, courier
service, cargo, mail, pipeline
3 |F Ship merchandise. 15 Choice of transportation method - Chose an appropriate
transportation method for
the merchandise.
8  Preparation of shipping 10 | 8.1 Recorded accurate and 10 | PT
order complete information on
the shipping order.
4 | Perform supply-related The entire competency
oper ations.
Ph: acquisition phase;  W,: relative weighting of indicators, W relative weighting of criteria; ~ St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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PROFESSIONAL SALES (5696)

948 215 - COMPUTER TECHNOLOGY (Module 11)

Duration: 75 hours

STATEMENT OF THE COMPETENCY : Process sales data on a computer







ANALY SISAND PLANNING TABLES
PROFESSIONAL SALES (5696)

948 215—- COMPUTER TECHNOLOGY (Module 11)
COMPETENCY LEARNING EVALUATION
L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
Situate this comﬁetency Reason for the competency, links with
with respect to the other competencies
occupation and the training C i
program. ourse outline
A.1 Describe the various | Presentation of functions and
applications of word | advantages of word processing
processing software. | software:
- business development letters
- romotional letters
- follow-up letters
- after-sales service letters
- etc
A.2  Describe the terms Definition of terms related to the word
rel atded totheuseof | processing software used:
word processing - i :
SOftware, font, style, margin, page, etc
A.3 Usethebasic Use of main commands of the
commands of word | software:
processing software. | . gpen, close, save, etc.
- keyboard text, format it and print it
A Produce documents 20 1  Useof word processing 25 | 1.1 Accurately and completely | 10 | PT
using word software in order to: keyboarded the text.
processing software . gedeafile 1.2 Insarted and deleted text | 5 | PT
- Keyboard and maxe according to instructions.
changes to a report
- savealfile 1.3 Moved text according to 5 | PT
- print afile instructions.
1.4 Printed the documents. 5 PT
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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PROFESSIONAL SALES (5696)

948 215—- COMPUTER TECHNOLOGY (Module 11)
COMPETENCY LEARNING EVALUATION
Ph L earning Focuses Content Activities Duration | Performance/Participation | W, Criteria We | St
[References] (%) Indicators
2 | B.1 Describethe different | Presentation of accounting software
applications of allowing the following:
accounting software, | . yndating inventories
interms of updating | - determining profit margin
inventory and - invoicing
Invoicing. - layaways, cash purchases, credit
card purchases
2 | B.2 Definethe terms Definition of terms related to the
related to the use of accounting program used:
an accounting - accounts receivable
program. - genera ledger
- accounts payable
- inventory
- invoicing
- €tc.
2 | B.3 Usethebasic Use of main commands:
commands of an - moving around using arrows
accounting program. | - cregti ng afile
- etc
2 | B.4 Determinethe Information related to updating
information to record | inventory:
when updating - modification of prices, discounts,
inventory and quantities, etc.
invoicing. . L
Information related to invoicing:
- quantities, price, discounts, etc.
3 |B Update inventories 20 Use of accounting 15 | 2.1 Accurately entered the 10 | PY
and prepare invoices sof'élv_\qtar((ejl to eré[er e:é\ind data. PT
using accounting modify data related to R .
ing i 2.2 Moadified information 5 [PY
software. updating inventory. according to daa b1
Use of accounting 10 | 3.1 Produced an invoice that 10 | PT
software to enter and includes accurate and
modify datarelated to complete data.
preparing an invoice.

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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PROFESSIONAL SALES (5696)

948 215—- COMPUTER TECHNOLOGY (Module 11)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | C.1 Describethe different | Presentation of an electronic
uses of an electronic | spreadsheet:
spreadsheet in sales. | . advantages
- features
2 | C.2 Déefinetheterms Definition of terms:
related to the use of - worksheet
an electronic - row
spreadsheet. - column
- cdl
- address
- cdl pointer
2 [ C.3 Usethebasic Functioning of command and sub-
glommands of an command menus:;
ectronic - create a spreadsheet
spreadsheet. - open anew worksheet
- enter data (alphabetical, numeric,
alphanumeric
- etc.
Techniques for moving around and
correcting data:
- moving around using arrows or the
mouse .
- writing, deleting
- etc.
2 | C.4 Create amathematical | Creation of mathematical formulasin
formulain acdl. order to:
- caculate percentages
- cdculate amounts
- cdculate averages
- etc.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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PROFESSIONAL SALES (5696)

948 215 - COMPUTER TECHNOLOGY (Module 11)

Etc.

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators

2 | C.5 Apply basic arithmetic | Application of arithmetic functions,
functions. according to the software:

- datistical functions such as
minimum, maximum, average,
sum, etc.

3 |C Create tables using 25 4  Useof an dectronic 25 | 4.1 Entered or modified data 10 | PY
an electronic spreadsheet in order to: according to instructions. PT
spreadsneet. - enter or modify data 4.2 Produced accurate 10 | PT

- docalculaions calculations.

- savealfile

- print afile or part of a 4.3 Presented the documents 5 | PT
file requested.

2 | D.1 Briefly describe how | Functioning of computer components:
the componentsof a | . processing units
computer work. - Input units

- output units

- €tc.

Software:

- operating system
- applications

- €tc.

2 | D.2 Describethe main Keyboard
technical features of S
computer peripherals. | =Creen

Disk drives
Printers

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 215—- COMPUTER TECHNOLOGY (Module 11)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | D.3 Usethebasic Basic commands of an operating
commands of an system:
operating system. - formatting
- veification
- copy
- etc
2 | D.4 Describe the main General presentation of databases used
uses of adatabasein | to prepare:
sales. - customer lists
- business development lists
- mailings
2 | D.5 Describethe terms Definition of the following terms:
related totheuseof a | . (ga
database. - record
- file
- fidd
- database
2 | D.6 Usethebasic Use of the following commands:
commands of a - create a database
database. - add or delete records
- modify the content of arecord
- extract datafrom afile
- print afile or part of afile
2 | D.7 Usetheprocedures | Procedures:
for managing a - namefidds
database. - enter data (alphabetical, numeric,
aphanumeric)
- d or delete fields
- add or delete records
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 215 - COMPUTER TECHNOLOGY (Module 11)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | D.8 Determinethedatato | Information on customer records:
record on customer | . jgentification number
records and supplier | . pame
records. - et

Information on supplier records:
- identification number

- name
- etc.

3 |D Create customer 25 5 Useof database software | 25 | 5.1 Correctly updated the file. 10 | PS/
recorgs and supplier in order to: PT
recoras using - add or delete records

- extract data from afile 5.3 Extracted the data 5 | PS
according to selection PT
criteria

5.4 Presented the printed 5 PT

records or file.

2 | E.1 Describethe different | Different Internet applications:
Internet applications. information

promotion
communication
advertising

sale of product or service
etc.

2 | E.2 Definethe terms Definition of terms:
related to the use of Web

the Internet. E-mail

download

URL address
discussion group
etc.

Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 215—- COMPUTER TECHNOLOGY (Module 11)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | E.3 Describethe basic Using different search engines:
methods for surfing | . Tojle du Québec
the Internet. - AltaViga
- Excite
- etc.
2 |E4 Usethe E-mail Send
system. Receive
2 |E5 Searchfor Search methods:
information. - using a search engine .
- speC|f¥]| ng the desired information
- using hypertext links related to the
information sought
3 |E Surf the Internet. 10 Use of E-mail system Sent and received E-mail.
Search for information Effectively used a search
engine.
Correctly used hypertext
links related to the
information sought.
4 | Process sales data on a The entire competency
computer.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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PROFESSIONAL SALES (5696)

948 223 — PROMOTING A PRODUCT AND A SERVICE (Module 12)

Duration: 45 hours

STATEMENT OF THE COMPETENCY : Promote a product and a service







ANALYSSAND PLANNING TABLES

PROFESSIONAL SALES (5696)

948 223 -PROMOTING A PRODUCT AND A SERVICE (Module 12)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
1 | Situate this competency Reason for the competency, links with
with respect to the training | other competencies
program. Course outline
2 | A1l Differentiate between | Definition of each concept:
advertising, saes - characteristics
promotion, free objectives
publicity, sponsorship | types of activities
each
Links between the different concepts
2 | A2 Explaintheconcept | Definition
(r)gaﬁ(rgier%c Distinction between personalized
’ marketing and other types of marketing
Main participants
Target clientele
2-3 | A.3 Collect information in | Consultation of sources of information
order to establisha | available in terms of:
promotional strategy. | . features and advantages of the
product or service offered
- target clientele
- promotional budget
- objective of the promotion
2-3 | A.4 Choose appropriate Characteristics and advantages of the
methods for g following methods of promotion:
promoting products | . television, newspapers, displays,
- specialized journals
- billboards
- catalogues
- pamphlets
- novelty advertising
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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ANALY SISAND PLANNING TABLES
PROFESSIONAL SALES (5696)

948 223 - PROMOTING A PRODUCT AND A SERVICE (Module 12)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
3 |A Establisha 25 1  Presentation of the 20 | 1.1 Presented astrategy that 20 | PT
promotional promotional strategy takes into consideration:
strategy. - the objectives of the
romotion
- Teatures of the product
- target clientele
- prometional budget
2 Choice of promotional 15 | 2.1 Choseamediuminline 15 | PT
medium with the promotional
objective and budget.
2 | B.1 Definetherole of Role:
commercia displays. | . g <l
- to attract the customers' attention
- to create an appropriate
atmosphere
- to show the merchandise
- to speed up transactions
- to convey the company’simage
- to protect the merchandise
2 | B.2 Listthedifferent Function of each of the following types
t%pes of displaysand | of displays:
their functions. - floor
- counter
- window
- promotiona
- seasonal
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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PROFESSIONAL SALES (5696)

948 223 -PROMOTING A PRODUCT AND A SERVICE (Module 12)

COMPETENCY

LEARNING

EVALUATION

Ph L ear ning Focuses

Content

Activities
[References]

Duration
(%)

Performance/Participation
Indicators

Wi

Criteria

Wec

St

2 | B.3 Explanthe principles
related to displays.

Reason for and illustration of different

prin

ciples related to displays:

construct displays for products
that sell well and that run out
qU|ck3/

provide a prime location for goods
typically bought on impulse

keep the displays clean and simple,
do not overstock products

present products and displays
appropriate for the season

use colour to attract attention and
Ccreate an appropriate atmosphere
adopt a theme or story to bring
together elements of a display

use movement

demonstrate how the merchandise
isused

use appropriate lighting and decor
design the display in a manner that
attracts customers’ eyes to the
merchandise you want them to see
appropriately use feminine and
masculine symbols

Explain the
relationship between
indoor store layout
and target market.

Indoor store layout according to:

the quality and quantity of
products

prices

target clientele

strategic locations

Explain the law and
regulations regarding
sign postings.

Bill

101 regarding sign postings and

ensuing regulations

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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PROFESSIONAL SALES (5696)

948 223 - PROMOTING A PRODUCT AND A SERVICE (Module 12)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2-3 | B.6 Determine the human | Points to consider in selecting human
and materia resources.
resources required for | crestivity
the arrangement of - avalability
different types of - interest
displays. - consideration of the objective
Points to consider in selecting materia
resources:
- availability of required materids
- budget
- gpace avalable
3 |B Prepare a display. 30 3 Quadlity of the planning 20 3.1 Prepared a compete and 10 | PT
detailed list of the elements
required for the display.
3.2 Presented a sketch of the 10 | PT
display.
4 Quality of the presentation | 15 | 4.1 Applied display principles. | 15 | PT
2 |C.1 Listthedifferent Objectives:
objectives of an - sdl aspecific item
advertising message. | - attract customers to the store
- project aparticular image .
- Introduce a new product or service
2 | C.2 Listthecriteriafor Selection criteria:
selecting an - advertising objectives
advertising message. | - target market
- commercial zones
- expected impact on the market
- technica ability to communicate
the message
- cost of advertising message in
terms of the number of persons
reached
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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PROFESSIONAL SALES (5696)

948 223 -PROMOTING A PRODUCT AND A SERVICE (Module 12)

COMPETENCY

LEARNING

EVALUATION

Ph L ear ning Focuses

Content

Activities
[References]

Duration
(%)

Performance/Participation
Indicators

Wi

Criteria

Wec

St

2 | C.3 Determine the content
of an advertising

message.

Content:
- description of product’s physical
attributes
- benefits obtained by using the
roduct
- features of the product (who uses
it and why)

Style of advertising message:
- testimonial approach
humorous approach
“dlice of life” approach
scientific approach
comparative approach

Rules to observe:

- regardless of the approach used,
an advertising m e must be
developed on the basis of the
AIDA mods if it isto be effective

2-3 [ C.4 Apply the principles
for writing an
advertising message.

Principles:

- enthusiastic arguments
- short sentences

- motivating language

- catchy title

Determine the budget
for an advertising

message.

Methods for determining the budget for
an advertising message based on:

- thefinancial resources available

- what the competition is spending

- percentage of sales

- determining objectives and tasks

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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PROFESSIONAL SALES (5696)

948 223 -PROMOTING A PRODUCT AND A SERVICE (Module 12)

COMPETENCY LEARNING

EVALUATION

Ph L ear ning Focuses Content

Activities
[References]

Duration
(%)

Performance/Participation
Indicators

Wi

Criteria

Wec

St

3 |C Prepare an
advertising

message.

30

Choice of an advertising
message

Quiality of the design of
the message

Quiality of the written
message

5

15

10

5.1

6.1

6.2

6.3
7.1

Chose a message
appropriate for the:

- objective of the
promotion
- target clientele

Chose the content that

presents the features of a
roduct or service and
enefits for the consumer.

Adopted a style adapted to
the:

- features of the product
or service

- target clientele

- medium chosen

Applied the AIDA modd.

Observed rules for writing
an advertising message.

10

PT

PT

PT

PT
PT

2 | D.1 Explain the different
ways of compiling
results.

Assessment expressed as a percentage
Graphics

Comparative assessment

Etc.

Ph: acquisition phase;  W,: relative weighting of indicators;
November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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PROFESSIONAL SALES (5696)

948 223 -PROMOTING A PRODUCT AND A SERVICE (Module 12)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2-3 | D.2 Collect information Tests done before, during and after the
with aview to advertising campaign
assessing results The test will provide answers to the
following questions:
- has brand awareness increased?
- have attitudes toward the brand
changed?
- aremore (or fewer) people _
convinced that buying the brand in
question is the best purchase they
can make?
Other means of collecting information:
- study of sales reports
2 | D.3 Interpret results. Elements to consider when interpreting
results:
- sdles _
- expenses related to marketing
operations
- incressein clientele
- etc
2 | D.4 Choose means for Reminder campaigns.
g%rglrne%eorsﬁ?g?ﬁr?lggns E.g.: featuring a product or putting it
strategies. onsde
Repositioning strategies:
E.g.: change a product’s packaging
2-3 [ D.5 Transmit resultsand | Criteriafor presenting resultsin a

recommendations.

report

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 223 -PROMOTING A PRODUCT AND A SERVICE (Module 12)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
3 |D Assess the results. 15 Interpretation of data Calculated the percentage

Transmission of results

increase in customers and
sales.

Compared profitability in
terms of the investment
required for different
media

Presented a report
highlighting the results of a
study of data and
appropriate
recommendations.

4 | Promote a product and a

service.

The entire competency

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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PROFESSIONAL SALES (5696)

948 223 — TELEPHONE SALES (Module 13)

Duration: 45 hours

STATEMENT OF THE COMPETENCY : Perform telephone sales operations







ANALYSSAND PLANNING TABLES

PROFESSIONAL SALES (5696)

948 233 - TELEPHONE SALES (Module 13)
COMPETENCY LEARNING
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
1 | Situate this comﬁetency Reason for the competency, links with
with respect to the other competencies
occupation and the training C i
program. ourse outline
2 | Al Déefinethe term Definition:
telemarketing. - salesand customer service by
telephone
2 | A.2 |Indicate the contexts | Context:
inwhich telephone | . customer solicitation and
sales can be carried consultatlon
out. - Fort to salespersons
- ing campaign
- customer service (complaints)
- taking orders
- reactivating dormant customer
accounts, updating customer lists
- promotion, advertising, market
study
- account collection, etc.
2 | A3 Usecorrect sales Review of the qualities of the language
terminology. to usein sales:
- clear, convincing, polite and
courteous language
2 | A4 Describe the main Review of sales techniques:
sales techniques. - wecome
- study of needs _
- presentation of product or service
- response to objections
- closing of sde
- offer of additional and
complementary products
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 233 — TELEPHONE SALES (Module 13)

COMPETENCY LEARNING
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 |A5 Compaesdes Content:
techniques used in - voice
person and thoseused | . enthusiasm
In telephone sales. - clarity, precision and concision
- identification of sales consultant
- etc
2 |A6 Dﬁecribe tlh(e;zaLlIJIes of | Rulesof ethics:
ethics applicable to - id:
telephone sales. ?voégﬁ ng
putting the phone under on€e's
chin .
losing patience
being too familiar
hanging up before the customer
does
repeating the customer’s name
more than three times
putting the customer on hold
for more than 30 seconds
2 | A7 Planasaesscenario. | Elements of a sales scenario:
- positioning (initial contact)
- discovery
- sdlesmessage
- response to objections
- conclusion of sale
3 |A Draft a sales 20 Consideration of the steps Selected relevant
scenario. involved in the sales process information contained in
the product file.
2 | B.1 Describethe main Characteristics of the voice:
characteristics of the | . yolume, rhythm, tone, resonance,
voice. assurance, pauses, articulation
2 |B2 ldg‘el an automatic Operation of an automatic dialler
idler.

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 233 - TELEPHONE SALES (Module 13)
COMPETENCY LEARNING
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
3 |B Establish contact 10 1  Useof atechnique for 15 | 1.1 Used an appropriate 15 | PS
with the customer. making contact with the technique for making
customer contact.
2 Quality of the telephone 15 [ 2.1 Observed telephone 15 | PS
communication etiquette.
2 | C.1 Describe Masow's | Needsof anindividua:
basic hierarchy of - review of Maslow’s hierarchy
needs.
2 | C.2 Indicatethe Advantages:
advantages of - open-ended question:
different types of encourages customers to
questions in telephone express their ideas
sales. - closed-ended question:
emphasizes the information
useful to the telemarketer
- leading question:
encourages customers to
specify the information needed
by the telemarketer
3 |C Determinethe 30 3 Application of a process 20 | 3.1 Selected an approach 5 PS
customer’s needs. for determining needs adapted to the situation.
3.2 Asked the customer 10 PS
appropriate questions.
3.3 Correctly restated the 5 PS
customer’ s need.
2 | D.1 Usepresentation Presentation of features, advantages
techniques. and benefits of the product or service
Presentation of sales arguments
3 |D Present the product 15 4  Choice of salesarguments | 20 [ 4.1 Chose the features of the 10 | PS
or service. roduct or service that
est met the customer’s
needs.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 233 - TELEPHONE SALES (Module 13)
COMPETENCY LEARNING
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
4.2 Emphasized the features 10 | PS
by (Jor@enti ng advantages
and benefits.
Presentation of the 5 | 5.1 Adapted the presentationto| 5 | PS
product or service using the context of telephone
the scenario sales.
2 | E.1 Describethe steps Steps involved in responding to
involved in objections:
responding to - listening to the objection
objections. - regtating the objection
- clarifying the objection
- refuting the objection
- seeking agreement
3 |E Respond to 10 Use of atechnique for 15 | 6.1 Correctly restated the 5 | PS
objections. responding to objections customer’s objection.
6.2 Correctly refuted the 10 | PS
customer’s objection.
2 |F.1 Describe the different | Sales conclusion techniques:
techniques for - direct conclusion
concluding a sdle. - conclusion based on choice
- conclusion based on supposition
3 |F Conclude a 15 Use of asalesconclusion | 10 | 7.1 Recognized when to 10 | PS
telephone sale. technique conclude the sale.
4 | Perform telephone sales | The entire competency
oper ations.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria; St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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PROFESSIONAL SALES (5696)

948 242 — THE INTRAPRENEURIAL APPROACH (Module 14)

Duration: 30 hours

STATEMENT OF THE COMPETENCY : Exhibit intrapreneurship in the sales sector







ANALYSSAND PLANNING TABLES

PROFESSIONAL SALES (5696)

948 242 — THE INTRAPRENEURIAL APPROACH (Module 14)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
1 | Situate this competency Reason for the competency, links with
with respect to the training | other competencies
program. Course outline
2 | A1l Differentiate between | Definition of terms:
entrepreneurship and | - entrepreneurship
intrapreneurship. - intrapreneurship
2 | A2 Learn about the Phenomenon of intrapreneurship:
phenomenon of - historical background of
Intrapreneurship in intrapreneurship
organiztions, and in | . ohjective of intrapreneurship
particular inthe sales | . penefits of intrapreneurship for the
sector. organization and for personnel
- etc
2 | A3 Learn about the Personal qualities related to
persona qualities intrapreneurship:
required for - attitudes
intrapreneurship. - interests
- source of motivation
- sense of responsibility
- feding of belonging
- €tc.
2 | A4 Ligeningtoan Testimonias of intrapreneurs who
intrapreneur. personify accessible models.
Testimonials on:
- factors that contributed to their
success
- Obstacles that they overcame
- methods that they used to
compensate for any personal
limitations
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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PROFESSIONAL SALES (5696)

948 242 — THE INTRAPRENEURIAL APPROACH (Module 14)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | A5 Exchange viewson Role and importance of entrepreneurial
the role and spiritin:
importanceof | . their professional development:
entrepreneurial spirit increased autonomy
in their professional self-worth
development and the etc
development of their d ' . . )
environment. - development of their environment:
- in acompetitive market
in a context of globalization of
markets and free trade of goods
and services
etc.
PHASE 1. 35 1  Gather informationonthe | 30 | 1.1 Presented the main 15
. topics to be covered. information on the
Information on the following topics:
demonstration of
intrapreneurship in sales - the phenomenon of
intrapreneurship in the
sales sector

- the persona qudlities
required for
intrapreneurship

1.2 Inthetestimonia of an 15
intrapreneur, identifed:

- &t least two factors that
contributed to the
person’ s success

- a least two obstacles
that the person had to
overcome

- a least two methods
that the person used to
overcome these
obstacles

Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 242 — THE INTRAPRENEURIAL APPROACH (Module 14)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 |B.1 Drawupalistof List of achievements:
professional, - different projects accomplished at
ersonal, social and work
amily achievements, | . changes and innovations within the
stating why they are organization following their
sources of pride. proposals
- mobilizing efforts for the good of a
cause, using their leadership skills
- etc
2 |B.2 Onthebasisof Recognition and illustration of certain
situations from their | situations that show their capacity:
personal or - to adapt to change
professional lives, i
analyze their capacity | E.g. new supervisor
toadapttochange, |- o live with uncertainty
live with uncertainty, i )
manage stress and E.g. going from afixed saary to
accept responsibility. | commission
- to manage their stress
E.g. produce a report with atight
deadline
- totake on responsibility
E.g. take charge of a project
2 | B.3 Describe situationsin | Descriptions of a sense of belonging to
which a sense of agroup:
belonging to a group Eaq-
wes clearly S . .
demonstrated. - while developing a new project
within the organization
- while working on a group project
at school
2 | B.4 Discusstheresultsof | Discussion on:
this processwiththe | . their professional and persona
group. achievements
- their capacity to deal with various
Situations
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 242 - THE INTRAPRENEURIAL APPROACH (Module 14)

COMPETENCY

LEARNING

EVALUATION

Ph L ear ning Focuses

Content

Activities
[References]

Duration
(%)

Perfor mance/Participation
Indicators

W

Criteria

We

St

PHASE 2:

Exploration of '
intrapreneurial potential

35

2

Provide the information
reguested.

30

2.1

2.2

2.3

Produced information on
their personal and
rofessional achievements
y emphasizing their
contribution.

Gave an example of a

situation in which they

demonstrated one of the

following aspects:

- their capacity to adapt
to change

- their capacity to live
with uncertainty

- their capacity to
manage stress

- their capacity to take
on responsibility

Gave an example of a
situation in which they
experienced a sense of
belonging to a group.

10

10

10

3 | C.1 Andyzether

Evaluation of their strengths and

intrapreneurial limitations in terms of intrapreneurial
strengths and characteristics
limitations and . .
identify ways of Ways of improving
improving.
3 | C.2 Identify ways of Ways of showing enterprise:
showing enterprise at Eq
work. g

suggest improvements to a product
in order to better meet customers
needs

suggest new ideas to customers,
etc.

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)

164



ANALY SISAND PLANNING TABLES
PROFESSIONAL SALES (5696)

948 242 - THE INTRAPRENEURIAL APPROACH (Module 14)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
3 | C.3 Writeareport onthe | Report containing:
resuilts of their - their intrapreneuria strengths and
analysis. limitations
- ways of improving
3 [ C.4 Takepartinagroup | Presentation of their report to the
discussion during group.
which they present
their reports.
PHASE 3: 30 3 Write areport assessing 30 | 3.1 Using examples, showed 15

Assessment of their
intrapreneurial potential

their intrapreneurial
potentid.

Share the content of their
report with the class.

10

3.2

4.1

evidence of at |east two
personal characteristics
required for
intrapreneurship.

Using examples, identified
two aspects they need to
improve in order to
increase their
intrapreneuria potential.

Actively participated in a
discussion on the content
of their report with the
class.

15

10

Ph: acquisition phase;  W,: relative weighting of indicators;
November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 253 — PROSPECTING (Module 15)

Duration: 45 hours

STATEMENT OF THE COMPETENCY: Canvass asadles area
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948 253 - PROSPECTING (Module 15)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
1 | Situate this comﬁetency Reason for the competency, links with
with respect to the other competencies
occupation and the training c uli
program. ourse outline
2 | Al Define prospecting Nature:
and its goals. - procedure for identifying potential
customers
Usefulness and goals:
- assurance of steady sales
- maximization of results of
advertising efforts
- replacement of lost customers
2 |A2 Explantherulesof |Rules
professiona ethicsin | . show of respect toward potential
the prospecting customers
procedure. - keeping of commitments made
- honest presentation
2 |A3 Explainthe Importance of being familiar with the
conseguences of regulations (permits, fines, etc.)
regulations related to
prospecting.
2 | A4 Explainthe Rights and obligations:
implicationsof the | . for the consumer
Act for prospecting.
2 | A5 Explaintheimpact of | Act respecting Access to documents
the Charter of Human | held by public bodies and the
Rights and Freedoms | Protection of personal information
on prospecting.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 169
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PROFESSIONAL SALES (5696)

948 253 - PROSPECTING (Module 15)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | A6 Useroad maps. L egends-scal es-index
Estimate of distances
Various types of maps
2-3 | A7 Inagiven territory, Analysis of territory by sector,
determine the sectors | according to the product or service
with good _ being offered
prospecting potential.
2-3 |A8 Edl mztdefthe time Timing
required for :
p?gspecti ng agiven Number of potential customers
territory. Availability of potential customers
Subdivision of territory
Preparation of itinerary
3 [A Define the sales 10 Determination of sectors | 10 | 1.1 Matched product with 10 | PK
territory. with good prospecting characterigtics of the
potentia sectors chosen.
Estimate of the time 10 | 2.1 Redligticaly estimated the 10 | PK
required for prospecting time required for
prospecting.
2 | B.1 Definethe concept of | Identification of market:
market. - according to location (Jean-Talon
market)
- according to type of consumers
(vocational education students)
- asaclass of products (car market)
2 | B.2 Definethe concept of | Assessment of number of potential
potential market. customers
Assessment of sales potentia in relation
to demand
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 170
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948 253 - PROSPECTING (Module 15)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | B.3 Describethe different | Types of markets:
types of markets. - consumer
- distribution
- manufact.urir;? o .
- locd, regiondl, provincial, nationa
and international
2 | B.4 Explainthe principles | Usefulness of segmenting competitive
of market markets
segmentation. Conditions for effective segmentation
Limitations of market segmentation
Basic principles of market segmentation
2 | B.5 Identify indicators Characteristics of the demand:
that canbeusedto | . yolume of and changes in demand
assess market trends | - types of clientele
- political and lega environment
- economic trends
Characteristics of the supply:
- concentration or number of
competitors
2 | B.6 Usesources of Main competitors:
information to - data on the environment
discover themarket | . piplic databank
conditionsinagiven |.  private databank (provided by
sector. various associations or
corporations)
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 171




ANALY SISAND PLANNING TABLES
PROFESSIONAL SALES (5696)

948 253 - PROSPECTING (Module 15)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | B.7 Definethe criteriafor | Definition of criteria for selecting
selecting customers. | potential customers:
- immediate needs
- ahility to pay .
- possibility of meeting
- distance
2 | B.8 Match customer Links between the features of the
characteristics with | product or service and:
the product or service| . customers needs
offered. - customers characteristics
- customers buying motive
3 |B  Target potential 15 3 Links between the features| 20 | 3.1 Matched the features of 20 | PK
customers. of the product or service the product or service
and the target clientele offered with the target
clientele.
2 |C.1 Listtheeements Information to be entered:
required for creating |- name of potential person or
arecord. company
- address, and telephone and fax
number
- name of person to meet (the
decision-maker)
- titleand function
- the company’s activities
- possible uses of the product or
service offered
- competition
- background on steps taken
3 |C Build up arecord of 15 4  Entry of data collected 10 | 4.1 Collected relevant data. 5 | PK
potential customers. 4.2 Accurately entered data 5 | PK
collected.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 253 - PROSPECTING (Module 15)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 |D.1 Select atype of Define the different types of
prospecting. prospecting:
- direct
- indirect:
cumulative
by centre of influence
by group
Selection criteria:
- availability of prospect
2-3 | D.2 Select methods of List of methods:
prospecting. - personal contact, telephone,
correspondence, mailings, contest,
Internet
Selection criteria:
- financid, materia and human
resources
3 |D Select an approach 15 5  Choice of type of 15 | 5.1 Chose atype of 5 | PK
to be used with prospecting prospecting adapted to the
potential customers. customer’ s situation.
5.2 Chose relevant prospecting | 10 | PK
methods.
2 |E1 Select amethod of Methods of making an appointment:
making an - prospecting letter
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 173
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948 253 - PROSPECTING (Module 15)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2-3 |E.2  Apply amethod for Method of writing a prospecting letter:
writing aprospecting | . yse of the AIDA model
letter. - origina introduction

- number and choice of arguments
used (company-based approach or
product-b approach)

- conclusion (invitation to purchase)

2-3 | E.3  Apply the rules for Rules for drafting commercial
drafting commercial | correspondence:
correspondence. - clarity and concision

- quality of the language
- neat presentation
- use of specific vocabulary

2 | E.4 Definethe steps Steps involved in making a telephone
involved in makinga | call:
telephone call. - consulting the potential customer
record

- making contact

- introducing the company and the
sales consultant

- stating the reason for the call

- roposing a meeting and waiting

or aresponse
- making an appointment
- taking leave

2-3 |E5 Aei)ply the rules Qualities of the telephone call:
AIDA mode
timing

etc.

2 | E.6 Enter the appointment | Entering of appointment in a personal
in a persona planner. | planner

Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 174
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948 253 - PROSPECTING (Module 15)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | E7 Update potential Transcription of new information on
customer records. potential customer records
3 |E Arrange . 15 6  Quality of the prospecting | 20 | 6.1 Prospecting letter wasin 5 | PT
appointments with letter accordance with the
potential customers. sample.
6.2 Included relevant content. 5 | PT
6.3 Applied principles of 5 | PT
written communication.
6.4 Presented the letter in 5 | PT
accordance with
requirements.
7  Quality of the telephone 15 | 7.1 Observed the procedure 5 PS
cal for arranging appointments
by telephone.
7.2 Used statements related to 5 | PS
the products and services.
7.3 Applied rules of 5 | PS
communication.
2 | F.1 Recognize th? Physical preparation
Importance o : .
prer;))aring the Material preparation
prospecting visit. Psychological preparation
Selection of strategies for vigits:
- bringing samples, catalogues, etc.
- asking for the participation of
potential customers
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 175
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948 253 - PROSPECTING (Module 15)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | F.2 Definethesteps Making contact:
- Create an appropriate atmosphere
- present the companK o
- explain the goa of the visit
(product or service offered)
Applying sales techniques:
- identify needs _
- present the product or service
- respond to objections
- closethe sde
- agree on terms of payment
3 |F Visit potential 15 Application of sales techniques Correctly applied the sales
customers. consulting process.
Update of customer records Started new customer
records.
Correctly entered
information collected
during the prospecting.
Deleted customer records,
as required.
Correctly classified the
records.
2 | G.1 Explain the steps Steps:
involved in planning | . ypdate potential customer records
follow-ups on - convert potential customer records
potential customers. into customer records, if applicable
- reclassify records
Preparation of follow-up strategy:
- letter
- telephone call
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 176
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948 253 - PROSPECTING (Module 15)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
3 |G Plan follow-up on 5 Update of customer records Converted potential
potential customers. customer records into
customer records.
Reclassified the records.
Selection of afollow-up Adapted the strategy to the
strategy situation.
2 |H.1 Writeareport Report on:
containing - i
information on the - Eﬂg P&ﬁ?ﬂ,’t‘g r?gg roach used
steps taken. - the follow-up methods selected
3 |H Send feedback to 10 Writing of areport to send to Wrote a complete report
the company. the company discussing:
details on the steps
taken _
the results obtained
follow-up methods
Quality of the presentation of Observed the standards
the report governing presentation of a
report and the rules of
good writing.
4 | Canvassasalesterritory. | The entire competency
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 177







PROFESSIONAL SALES (5696)

948 262 — JOB SEARCH TECHNIQUES (Module 16)

Duration 30: hours

STATEMENT OF THE COMPETENCY : Use job search techniques
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948 262 — JOB SEARCH TECHNIQUES (M odule 16)
COMPETENCY LEARNING EVALUATION
L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
Situate this comﬁetency Reason for the competency, links with
with respect to the other competencies
occupation and the training C i
program. ourse outline
Al Definetheattitudes | Attitudes and behaviours:
and behaviours - positive attitude
required for ajob - self-respect and confidence
search. - initiative, enthusiasm
A.2 Draw up alist of List of the different sources of
potential employers. | employment available
List of companies in the region
A.3 Indicate the Steps involved in the job search:
procedure to follow | . prepare alist of potential
when doing ajob employers
search. - maEe contact by telephone
- send out arésumé and cover letter
- do atelephone follow-up
- gotoaninterview
A.4 Describe job Updated information on labour needs in
prospectsin the sales | the sales sector
sector.
A Plan a job search. 15 Presentation of alist of - Identified a sector of
companies interest.
- Collected information on
employment opportunities.
Organization of a strategy - Established a schedule for
for making contact with contacting prospective
the company employers.
- Kept ajournd.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 181
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948 262 — JOB SEARCH TECHNIQUES (M odule 16)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | B.1 Definetheroleof a Definition of résumé
résume. . , .
Usefulness of writing a résumé
Types of résumés:;
- based on work experience
- chronological
- combination
2 | B.2 Describe the elements | Elements to be included in a résume:
included inarésumé. | . personal information
- education and skills
- work experience
- other activities
- leisure activities and personal
interests
references
- career plan
2 | B.3 Ligtthequditiesof a | Order in which elements are presented
well-written résumé. . . .
Clarity of information
Precision
Free of spelling mistakes
Neatness of documents
3 |B Draft a résumé. 30 1  Application of rulesfor 15 | 1.1 Presented relevant personal 5 PT
writing a résumé information.
1.2 Presented relevant 5 [ PT
information on their
education and skills.
1.3 Presented relevant 5 PT
information on their work
experience.
2  Production of therésumé | 15 | 2.1 Produced arésumé that 15 | PT
complies with rules of
writing and presentation.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria; St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 182
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948 262 — JOB SEARCH TECHNIQUES (Module 16)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | C.1 Definetheroleof the | A job application letter is used to:
job application letter. | . cregte a favourable impression on
the employer
- present arésume
- obtain an interview with the
employer
2 | C.2 Listthequalitiesof a Qualltles of ajob application letter:
well-written job personalized and addressed to the
application |etter. person who makes hiring decisions
- concretely demonstrates interest in
the company
- indicates the intention to do a
follow-up
3 |C Draft a job 20 Application of rules for 20 | 3.1 Indicated knowledge of the| 5 | PT
application letter. writing ajob application job requirements.
letter 3.2 Emphasized their aptitudes | 5 | PT
and personal qualities.
3.3 Appropriately 5 PT
demonstrated interest in
the job.
3.4 Indicated their availability 5 [ PT
to provide other
information or meet for an
interview.
Production of the job 10 | 4.1 Produced ajob application | 10 | PT

application letter

letter that complies with
rules of writing and
presentation.

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 262 — JOB SEARCH TECHNIQUES (Module 16)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | D.1 Understand the Imdportance of being well prepared in
importance of being | order to:
well-prepared foran | . create a good impression

- show that they have the qualities
required

- etc

2 | D.2 Differentiate between | Types of interviews:
the different typesof | . A non-structured interview is
interviews, on the characterized by spontaneous
basis of their exchanges and s intended to
objectives. encourage the interviewee to speak
freely and amply on certain
subjects. o

- A structured interview is more
forma and is intended to make it
easier to compare candidates.

- A combination interview uses both
structured and non-structured
aspects.

2 | D.3 Carry out research on | Knowledge of the company:
the company. - typeof products or services
offered

- itsorganizational structure

- itspolicies

- career opportunities

- etc

2 | D.4 Become familiar with | Typical interview questions:
the questions asked | . \What type of job are you looking
most often in for?
interviews.

Why would you like to work for
our con&pany?

Where did you last work?

How did you get your last job?
etc.

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 262 — JOB SEARCH TECHNIQUES (M odule 16)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2-3 | D.5 Preparefor an Elements of being well prepared for an
interview. interview:
- knowing about the company and
how it is structured
- krgﬁm ng oneself and one's résumé
w
- anticipating certain questions that
the employer will ask
- planning what to wear
- anticipating the employer’s
expectations
- planning questions to ask the
employer
- etc
3 |D Prg)are and 30 5  Undergo a selection 40 | 5.1 Demonstrated good 5 [ PT
under go a selection interview knowledge of the
interview. company, the type of job
and the requirements.
5.2 Showed interest in the job. 5 PT
5.3 Gave relevant answersto 10 | PT
questions.
5.4 Waswell groomed. 5 [ PT
5.5 Listened actively. 5 [ PT
5.6 Formulated clear, precise 5 [ PT
statements.
5.7 Adopted attitudes 5 | PT
appropriate to the situation.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 185
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948 262 — JOB SEARCH TECHNIQUES (M odule 16)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 |E1 Evaduate ther Use of a checklist for evaluating the
interview. following elements:
- punctuality
- appropriate clothi n%1
- friendly tone with the secretary
- appropriate degree of formality
toward the employer and personnel
- ?oc_)d posture
- liging of their skills
- good listening
- etc
2 | E.2 Explainthe Follow-up:
proceduresto follow | . gend a thank-you letter
after an interview. - telephone aftér an appropriate
interval if the letter is not answered
- if offered the job, give an answer
as quickly as possible
- if refusing the job, explain why
- regardless of the decision, show
acknowledgment
3 | E.3 Preparean action plan | Information to be included in the action
for steps undertaken | plan:
during the job search. | . date stens were undertaken
- name of employers
- steps undertaken
- results
3 |E Follow up a job 5 Selection of afollow-up - Sent a thank-you letter.
sear ch procedure. strategy - Followed up by contacting
the company.
4 | Usejob search techniques. | The entire competency
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 186



PROFESSIONAL SALES (5696)

948 278 — ENTERING THE WORK FORCE (Module 17)

Duration; 120 hours

STATEMENT OF THE COMPETENCY : Enter the work force
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948 278 —ENTERING THE WORK FORCE (M odule 17)

COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
1 | Situate this comﬁetency Reason for the competency, links with
with respect to the other competencies

occupation and the training

program. Course outline

1 | Al Describetheir interest | Description of preferences,
in and concerns about | expectations, interests and concerns
the practicum. about the practicum

2 | A2 Describe how to plan | Stepsinvolved:

the search for ahost | . consult a bank of companies
company. write a practicum application letter
update their résume

make an appointment by telephone
prepare for the interview

2 | A3 Listthe attitudes Attitudes:
needed for an active enthusiasm

search. motivation
determination
open-mindedness
positive attitude
availability

2 | A.4 Become familiar with | Objectives of the practicum
the conditions and

information Duration
concerning the Conditions regarding support and
second practicum. supervision

Journal writing
Practicum report

Participation in co-evaluating the
practicum

Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
November 2000 189
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948 278 —ENTERING THE WORK FORCE (Module 17)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | A5 Set company Establishment of selection criteria
- gzeof companies
- products and services offered
- location of companies
Selection of companies:
- consultation of several sources so
as to find a company that satisfies
the student trainee's interests
2-3 | A.6 Takestepsto be Making contact with the company by:
accepted asatrainee. | .  |etter
- telephone
- avist
Request for the employer’s signature
on the practicum confirmation form
Reading and signature of the agreement
between the student, company and
educationa institution
Sending of athank-you letter to the
employer
PHASE 1. Seek apracticum host, in | 20 | 1.1 Prepared alist of at least 10
p tion for th accordance with three companies contacted
reparation tor the instructions. for the practicum,
practicum indicating the selection
criteria used.

1.2 Identified the company 10
selected and the person
responsible for the
practicum, and provided
confirmation of their
commitment as trainees.

Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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ANALY SISAND PLANNING TABLES
PROFESSIONAL SALES (5696)

948 278 —ENTERING THE WORK FORCE (Module 17)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | B.1 Become familiar with | Laws and regulations on occupational
the measures health and safety
concerning health and s .
safety, and learn how Responsibilities and commitments of
to prevent shoplifting. | S8€S personnel
Ways of preventing shoplifting
Demonstration of rules of professional
ethics in the event of shoplifting
2 |B.2 Redizethe _ Integration of communication
importance of having | techniques acquired in Module 2 —
apositive attitude Communicating in the Workplace
towards work and
communicating
effectively during
workplace training.
2 | B.3 Learn about the Structure and organization of the
company’s current company
rules and practices. Activities of the company
Working conditions and relations
Internal policies
Etc.
2 | B.4 Learn about the Reading of files on the products and
characteristics of the | services offered
g;ggrlg(:jts and services Consultation of pamphlets and
' brochures
Study of main characteristics of
products and services offered
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 278 —ENTERING THE WORK FORCE (Module 17)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | B.5 Observe practices Keeping and updating of afile of
related to on-site products or services
;?Ign\{;[%?l] and Use and updating of customer records
promations. Preparation of a prospecting operation
Preparation of sales activities
Displays and promotion
Participation in a meeting of the sales
team according to the instructions of
the practicum supervisor
2 | B.6 Describe how to keep | Information to record in the journal:
ajournd. - information on the company
name
address
postal code
telephone and fax number
practicum supervisor
- information on their experience:
tasks carried out
working conditions
difficulties encountered
ecific events
egree of satisfaction
etc.
2 | B.7 Keepajournd. Keeping ajourna in accordance with
instructions provided by the teacher
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 278 —ENTERING THE WORK FORCE (Module 17)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
PHASE 2: 2 Note té?'infﬁrmati or;\I 10 | 21 l\rlloted the inforr(rj]atri]on on 5
Participation in selling required in the journal. the company and their
products or services practicum experience.

2.2 Noted the features of the 5
company’s products or
services.

3  Demonstrate a professional | 40 | 3.1 Cooperated in carryingout | 10
attitude when carrying out the tasks assigned.
asks. 3.2 Showed concern for 10
applying rules of
professional ethics.

3.3 Complied with the 10
company’s policies and
requirements.

3.4 Adopted intrapreneurial 5
behaviours during the
practicum.

3.5 Showed concern for 5
applying atotal quali
approach to each t
carried out.

2 | C.1 Listtheattitudesto Attitudes
adopt when co- - honesty -
evaluating the - openness to positive and
practicum. constructive criticism
- open-mindedness, openness to
change
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria;  St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 278 —ENTERING THE WORK FORCE (Module 17)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We | St
[References] (%) Indicators
2 | C.2 Describe how to Practicum report:
write the practicum | - Er@entation of the company
report. - rief description of products and
services offered
- tasks and activities carried out
- comparison between the initia
views of the occupation and the
actual workplace
2 | C.3 Prepareareport on Links between the practicum
the practicum. experience and their preferences,
interests and aptitudes
3 | C.4 Present ashort Discussion with the group of students
summary of the on:
experienceduringa | . the practicum activities
group discussion. - the difficulties encountered
- important achievements
- etc.
PHASE 3 4 Draft a practicum report. 20 | 4.1 Presented areport 10
. describing:
Evaluation of the
practicum - the company (type of
business)
- the characteristics of
the clientele
- sales methods
- promotional approach
- dfter-sales service
- etc.
4.2 Presented in their report 5
their analysis files o
products or services.
4.3 Presented in their report a 5
self-evaluation of the
practicum.
Ph: acquisition phase;  W,: relative weighting of indicators;,  We: relative weighting of criteria; St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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948 278 —ENTERING THE WORK FORCE (Module 17)
COMPETENCY LEARNING EVALUATION
Ph L ear ning Focuses Content Activities Duration Performance/Participation W, Criteria We
[References] (%) Indicators
5  Express an opinion on the 10 | 5.1 Shared their opinion of 10
practicum. their practicum experience

with the teacher and with
the group of students.

Ph: acquisition phase;  W,: relative weighting of indicators;

November 2000

We: relative weighting of criteria;

St: evaluation strategies (PK: practical knowledge, PT: product, PS: process)
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INTRODUCTION

The Ministére de I Education has prepared Analysis and Planning Tables for the Professional Sales program.
The section entitled “Evauation of the Analyss and Planning Tables’ presents the indicators and criteria
prescribed by the Ministere for the evauation of competencies.

This document contains a brief description of the examination and evauation form (where applicable) for each
module of the Professional Sales program in order to help school boards develop their examinations. Teachers
may therefore use the evauation form and description provided in preparing their examinations.

Evaluation Forms

The evauation forms provide additiond information on the participation and performance indicators and criterion
components by indicating more specificaly whet the examiner needs to observe.

In vocationd education, marking is dichotomous: a sudent may obtain O or dl of the marks for each item (criterion
component) being evaluated. For example, if criterion component 3.2 is worth 10 marks, then the student may
obtain either zero or 10 marks. Acquisition of a competency may aso beindicated by means of PASS or FAIL,
determined on the bas's of a minimum performance standard.

Error Tolerance

Where gpplicable, the evauation form indicates the errors that a udent may make with regard to a criterion
component without losing any marks.

Duration of Examination

The duration of the examination may be given as agenerd guiddine in the Information on the Examination.



TABLE 1

SYNOPTIC TABLE

Number of modules: 17 PROFESSIONAL SALES
Duration in hours 900 Code: 5696
Credits. 60
CODE TITLE OF MODULE HOURS! STATUS?
948 112 1. The Occupation and the Training Process 30 L
948 124 2. Communiceting in the Workplace 60 L
948 133 3. Buying Behaviour 45 M
948 143 4. Totd Qudity Approach 45 L
948 153 5. Presenting a Product or Service 45 L
948 168 6. The Consultation Process 120 M
948 172 7. Time Management 30 L
948 184 8. Introduction to the Occupation 60 L
948 192 9. Financiad Operations 30 L
948 203 10. Managing Merchandise 45 L
948 215 11. Computer Technology 75 L
948 223 12. Promoting a Product and a Service 45 M
948 233 13. Teephone Sdes 45 L
948 242 14. TheIntrapreneurid Approach 30 L
948 253 15. Prospecting 45 L
948 262 16. Job Search Techniques 30 L
948 278 17. Entering the Work Force 120 L

1 15 hours = 1 credit.

2 Examinations are prepared either by the educationd ingtitution (L—local examination) or by the Ministére
(M—minigtry examination).
Dotted line indicates the end of a block.

This program leads to a Diploma of Vocationd Studies (DVS) in Professond Sde




PROFESSIONAL SALES (5696)

948 112 — THE OCCUPATION AND THE TRAINING PROCESS (Module 1)

INFORMATION ON THE EVALUATION

Evduation of the candidates participation will be basad on information gathered a certain times during the learning
activities. However, a definitive evauation of a criterion component should be done only at the end of the
corresponding phase in the learning Stuation.

The evduation should not focus on the accuracy of candidates perceptions or opinions, but rather on whether
they have based their perceptions or opinions on arguments or examples.

PHASE 1: INFORMATION ON THE OCCUPATION

1 GATHER INFORMATION ON MOST OF THE TOPICS TO BE COVERED

During this activity, it isimportant to dearly indicate the type of information that the candidates must gether
and present in agroup discusson. Regardless of the medium and conventions used to record information,
the evauation should not focus on the accuracy, quality or presentation of the information, but rather on
the candidates efforts to compile sufficient, relevant information on the topics to be covered and to
organize it so that it can be used during a group discussion.

For criterion components 1.1, 1.2 and 1.3, candidates are expected to provide a sufficient amount of
information on the topics covered, without painting a complete and rigoroudy accurate picture of the
gtuation.

2 ADEQUATELY EXPRESS THEIR VIEWS ON THE OCCUPATION DURING A GROUP
DISCUSSION, RELATING THEM TO THE INFORMATION THEY HAVE GATHERED

The group meeting should be prepared and handled in such away that dl candidates have the opportunity
to expresstheir views.



948 112

PHASE 2: INFORMATION ON AND PARTICIPATION IN THE TRAINING PROCESS

3 GIVE THEIR OPINIONS ON CERTAIN REQUIREMENTS FOR PRACTISING THE

OCCUPATION

The ussfulness, rlevance and validity of some of the skills, attitudes and knowledge consdered necessary
for practisng the occupation will be discussed. The group discussion should be prepared and handled in

such away that dl candidates have the opportunity to expressther views.

4 PRESENT THEIR VIEWS ON THE TRAINING PROGRAM DURING A GROUP MEETING

The group meeting should be prepared and handled in such away that al candidates have the opportunity

to express their views.

Candidates are expected to list persond characteristics which in their opinion explain their career choice.

PHASE 3: EVALUATION AND CONFIRMATION OF CAREER CHOICE

5 WRITE A REPORT THAT:
- SUMSUP THEIR PREFERENCES, INTERESTS AND APTITUDES
- CLEARLY EXPLAINSHOW THEY ARRIVED AT THEIR CAREER CHOICE

To explain their career choice, candidates are expected to show in their report the connections that exist
between at least three selected aspects or requirements of the occupation and their persond preferences,

interests and aptitudes. At this stage, the candidates perceptions need not be objective or accurate.

The evauation should not focus on how well the report was written. Instead of requiring a written report,
the ingtructor could even prepare a questionnaire and have studentsfill it out (it should not, however, take
the form of a practical knowledge examination). Candidates must have made an effort to include the
elements requested. The ingructions for preparing the report must clearly define what is meant by

preferences, interests and aptitudes.

6 DISCUSS THEIR CAREER CHOICE WITH THE TEACHER

Candidates are expected to participate actively in the discussion.



PARTICIPATION EVALUATION FORM

PROFESSIONAL SALES Program code:

1 - The Occupation and the Training Process Module code: 948 112
Candidate’ s name:

School: Permanent code:

Date of examination: RESULT: PASS FAIL

Examiner’s signature

L]

L]

PARTICIPATION INDICATORS MARK
YES NO
PHASE 1: INFORMATION ON THE OCCUPATION
1  GATHERINFORMATION ON MOST OF THE TOPICS TO BE COVERED
1.1 Produced rdlevant information on at least two of the following topics: D D
- working environment (types of companies, products)
- job prospects
- <daies
- promotion and transfer opportunities
- candidate selection
1.2 Produced rdevant information on at least two of the following topics: D D
- tasks
- working conditions
- evduation criteria
- rulesof persona and professond ethics
- rightsand respongbilities of workers
1.3 Produced rdevant information on one of the following topics: D D
- persond characterigtics of an entrepreneur
- requirements for being an entrepreneur
2  ADEQUATELY EXPRESS THEIR VIEWS ON THE OCCUPATION DURING A
GROUP DISCUSSION, RELATING THEM TO THE INFORMATION THEY
HAVE GATHERED
2.1 Presented at least one example of an advantage, disadvantage or requirement of the D D

occupation




948-112

PARTICIPATION INDICATORS MARK
YES NO
PHASE 2. INFORMATION ON AND PARTICIPATION IN THE TRAINING
PROCESS
3 GIVE THEIR OPINIONS ON CERTAIN REQUIREMENTS FOR PRACTISING
THE OCCUPATION
3.1 Gavetheir opinion on the validity of a least two requirements of the occupation (skills, (] [
attitudes or knowledge), by basing their opinion on a relevant argument
4 PRESENT THEIR VIEWS ON THE TRAINING PROGRAM DURING A GROUP
MEETING
4.1 Gavetheir opinion on the relevance or usefulness of at least one of the elements of the ] []
training program, by basing their opinion on a relevant argument
PHASE 3. EVALUATION AND CONFIRMATION OF CAREER CHOICE
5 WRITE A REPORT THAT:
- SUMSUP THEIR PREFERENCES, INTERESTS AND APTITUDES
- CLEARLY EXPLAINSHOW THEY ARRIVED AT THEIR CAREER CHOICE
5.1 Induded in their report at leest three arguments relating their preferences, aptitudes and (] [
interests to certain aspects or requirements of the occupation
5.2 Presented in their report explanations for their career choice
6 DISCUSS THEIR CAREER CHOICE WITH THE TEACHER
6.1 Participated actively in adiscussion with the teacher on their career choice 1 [

Minimum performance standard: 7 YESes out of 9, including 1.1, 1.2, 2.1, 4.1 and 5.1

Comments:




PROFESSIONAL SALES (5696)

948 124 — COMMUNICATING IN THE WORKPLACE (Module 2)

INFORMATION ON THE EVALUATION

Evauation of the candidates participation will be basad on information gethered at certain times during the learning
activities. However, a definitive evaduation by criterion component should be done only a the end of the
corresponding phase in the learning Situation.

The evauation should not focus on the accuracy of candidates perceptions or opinions, but rather on whether
they have based their perceptions or opinions on arguments or examples.

PHASE 1: INFORMATION ON THE GENERAL PRINCIPLES OF COMMUNICATION

1 GATHER INFORMATION ON THE TOPICS TO BE COVERED
Candidates are expected to gather information on a least two of the topics related to the generd principles

of communication.

PHASE 2: FAMILIARITY WITH THE DIFFERENT ASPECTS OF VERBAL AND
NONVERBAL COMMUNICATION

2 GATHER INFORMATION ON THE TOPICS TO BE COVERED
Candidates are expected to gather information on at least two of the topics related to the different aspects

of verba and nonverba communication.

FOR PHASES1AND 2

Regardless of the medium and conventions used to record the information, the evaluation should not focus
on the accuracy, quality or presentation of the information, but rather on the candidates effortsto compile
aufficient, rlevant information on the topics to be covered and to organize it so thet it can be used during
agroup discusson.
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PHASE 3: AWARENESS OF COMMUNICATION TECHNIQUES AND THE SELLING
RELATIONSHIP

3 TAKE PART IN GROUP ACTIVITIES

The teacher will propose group activities and learning Stuations related to professond sdes. The
candidates will be required to goply different communication techniques and adopt attitudes and behaviours
adapted to the sales context. The candidates participation will be based on the role that they are assigned
for the role-play.

The eva uation should focus on the interest shown by candidates in their role and not on how they gpply
the communication techniques.

Candidates will be required to participate in at least two group activities.

PHASE 4: AWARENESS OF THE TECHNIQUESAND PRINCIPLES OF TEAMWORK

4 GATHER INFORMATION ON TEAMWORK

Candidates are expected to gather information on teamwork. Then, in a group discussion led by the
teacher, they will discuss the factors that influence cooperation within a group. The teecher can help the
group by identifying the main factors: desire for power, forming of cliques, style of leadership, degree of
each member’ s participation, etc.

5 TAKE PART IN ROLE-PLAYS
The teacher will present candidates with learning Situations in which they play arole within awork team.
On the basis of these learning Situations, candidates will reflect on their individud attitudes and behaviours

that contribute to or interfere with the atmosphere in the team.

The group discussion should be prepared and handled in such a way that al candidates have the
opportunity to express themsaves.
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PHASE 5: EVALUATION OF COMMUNICATION SKILLSAND THE ABILITY TO WORK
ASPART OF A TEAM

6 PRODUCE A REPORT THAT DESCRIBES THEIR STRENGTHS AND THE ASPECTS TO BE
IMPROVED WITH REGARD TO COMMUNICATION AND TEAMWORK

Following the activities undertaken throughout the module, candidates are expected to indicate in their
report at least two strengths and two aspects to be improved in terms of how they communicate and work
in ateam. Candidates will dso st at least two short-term objectives to improve their communication skills
and ability to work in ateam aswell as the means to achieve these objectives.

The evauation should not focus on the qudity of the written report, but rather on whether the candidates
have included the required eements.



PARTICIPATION EVALUATION FORM

PROFESSIONAL SALES Program code: 5696

2 — Communicating in the Workplace Module code: 948 124

Candidate' s name:

School: Permanent code:

Date of examination: RESULT: PASS

L]

Examiner’'s signature:

FAIL

PARTICIPATION INDICATORS MARK
YES NO
PHASE 1. INFORMATION ON THE GENERAL PRINCIPLES OF
COMMUNICATION
1 GATHER INFORMATION ON THE TOPICS TO BE COVERED
1.1 Presented the main, rdlevant informeation on at least two of the following topics: D D
- communication process
- forms of communication
- advantages of effective communication
PHASE 2: FAMILIARITY WITH THE DIFFERENT ASPECTS OF VERBAL
AND NONVERBAL COMMUNICATION
2  GATHERINFORMATION ON THE TOPICS TO BE COVERED
2.1 Presented the main information on at least two of the following topics: ] []
- features of verba communication
- features and importance of nonverba communication
- assertive communication
PHASE 3. AWARENESS OF COMMUNICATION TECHNIQUESAND THE
SELLING RELATIONSHIP
3 TAKE PART IN GROUP ACTIVITIES
3.1 Paticipated in activities that alowed them to practise communication techniques adapted D D

to asdes context
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PARTICIPATION INDICATORS MARK
YES NO
3.2 Paticipated in learning situations that allowed them to adopt attitudes and behaviours ] []
adapted to different types of customers and different saes Stuations
PHASE 4. AWARENESSOF THE TECHNIQUESAND PRINCIPLES OF
TEAMWORK
4 GATHER INFORMATION ON TEAMWORK
4.1 Discussed the factors that influence cooperation within ateam ] [
5 TAKE PART IN ROLE-PLAY S
5.1 Paticipated in learning situations that allowed them to reflect on their own attitudes and ] [
behaviours within ateam
PHASE 5. EVALUATION OF COMMUNICATION SKILLSAND THE
ABILITY TOWORK ASPART OF A TEAM
6 PRODUCE A REPORT THAT DESCRIBES THEIR STRENGTHS AND THE
ASPECTS TO BE IMPROVED WITH REGARD TO COMMUNICATION AND
TEAMWORK
6.1 Includedinther report at least one strength and one aspect to be improved with regard D D
to communication
6.2 Included in their report at least one strength and one aspect to be improved with regard
to teamwork
6.3  Included in their report at least two way's of improving their communication skills and (] [

their ability towork in ateam

Minimum performance standard: 7 YESes out of 9, including 1.1, 2.1, 6.1, 6.2 and 6.3

Comments:




PROFESSIONAL SALES (5696)
948 133 — BUYING BEHAVIOUR (Module 3)

INFORMATION ON THE EVALUATION

ESTABLISH LINKSBETWEEN THE CHARACTERISTICS OF DIFFERENT CUSTOMER
GROUPSAND THEIR BUYING BEHAVIOUR

1 LINKS BETWEEN THE CHARACTERISTICS AND BUYING BEHAVIOUR OF THE CUSTOMER
1.1 Determination of the type of characteristics of the consumer (demographic, sociocultural, psychologica
or economicdl)
AND
1.2  Associaion of customer’s buying behaviour with a characterigtic
On the basis of three learning Situations containing characterigtics and behaviours, candidates are expected
to associate elements of the text to a characteridtic.
Example:
Y ou are with a 55-year-old man who is a doctor, porty and single, who has few friends and has been a
member of atennis club for the past five years, who likes to drive his BMW and wear top-of-the-line
clothing. At lesst twice ayear, he travels abroad to various conferences and takes advantage of these trips
to explore other cultures.
a) What socioculturd characterigtic isindicated in the text?
Correction key: Accept either of these answers:
- doctor
- member of atenniscub
b) Inthetext, which behaviour is associated with this characterigtic?
Correction key: Accept either of these answers.
- trip abroad for a conference

- trip to explore other cultures

Two other sugoestions for learning Stuations:

- awoman who isa sngle parent with low income . . . (economic)
- atwo-income couple with teenagers . . . (psychologicd)
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IDENTIFY THE REASONSWHY CUSTOMERSBUY

2

2.1

31

CLASSIFICATION OF NEEDS

Association of a customer’s need with an aspect of ahierarchica scale of needs

On the badis of three short learning Stuations in which the customer expresses a specific need, candidates
are expected to classfy the need according to a hierarchy of needs.

Example:

A student isin agports store looking for apair of running shoes and asks the sdesperson to show him the
brand name most popular with young people.

Classify this need according to Madow’ s hierarchy of needs and explain your answer:

a) psychologica need

b) theneed for security

c) theneed for belonging and love
d) theneedfor sdlf-esteem

€) theneed for sdf-actuaization

Correction key: ¢) the need for belonging and love

TECHNIQUES FOR IDENTIFYING NEEDS

Identification of a satisfactory formulation of a customer’s buying need

On the basis of two short learning Situations in which the salesperson reformulates the customer’ s needs,
candidates are expected to identify the reformulated statement that correctly describes the customer’s
needs.

Example:

Mr. and Mrs. Jones are in trouble this Chrissmas Eve. They are expecting more than 50 guests for supper
and ther oven sopped working while the pies were baking. They immediatdy go to agtore that is reputed
for its after-sdes sarvice. They tdl the sdesperson that they need a mode of stove that is avalable
immediatdly and tha is of excdlent qudity because they cook a great ded.
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Which of the salesperson’ s three reformulated statements most accurately identifies the cusomers' needs:
a) Soif I understand correctly, you are looking for a state-of-the-art model ?

b) You are expecting many guests and your pies are waiting! You are looking for a good-quality
reputable brand that can be ddlivered today?

c) | havejust the modd you are looking for and, asit happens, it will be on sae next week.
d) I'msurewe have exactly what you are looking for. Y ou made the right decison in coming to see us.

Correction key: b)

SITUATE A CUSTOMER ACCORDING TO HISOR HER DECISION-MAKING PROCESS

4 LINKS BETWEEN THE DECISION-MAKING PROCESS AND THE BUYING BEHAVIOUR

4.1 Determination of the stage of the process associated with the buying behaviour

On the basis of alearning Situation, four customer behaviours are chosen. Candidates are expected to refer
to each behaviour and identify the stage a which the customer isin the buying process.

Example:

Mr. and Mrs. Jones are in trouble this Christmas Eve. They are expecting more than 50 guests for supper
and their oven stopped working while the pies were baking. They immediately go to a ore thet is reputed
for its after-sales service.

They tell the salesperson that they need a mode of stove that is avallable immediady and that is of
excellent quality because they cook a great ded. They discover that self-cleaning ovens with quick-hegt
cast iron or glass dements are made by Generd Electric, Frigidaire, JennAir and Maytag. Some dso have
abuilt-in hutch. Prices vary between $799 and $1999. Generd Electric is currently having asde on its
medium- and high-end models. a manufacturer’s rebate of $250.

They decide to go for acup of coffee and think about their decison while legfing through pamphlets. They
decide on Generd Electric’s sdlf-cleaning modd with coil dements, in white, like their refrigerator, for a
total of $1299.

Severd days later, during a telephone conversation with a friend, Mrs. Jones expresses her grest
satisfaction with her new stove, especidly since the decision was made so quickly.
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4.2

For each of the following behaviours, identify the stage a which the cusomers are in the decison-making
Process:

Behaviour Stage in decision-making process

a) They discover that there are self-cleaning
ovenswith cast iron or glass dements. . .

b) Mrs. Jones expresses her great satisfaction .

c) They immediately go to astore known for its
after-sdessarvice. . .

d) They findly decideto buy a Generd Electric
sovewith. ..

Correction key: a) evduation of options
b) post-purchase behaviour
c) information research
d) purchasedecison

Establishment of links between the stages of the process and the buying behaviour

On the badis of alearning Stuation in which a customer asks various questions, candidates are expected
to establish links between the stages of the decison-making process and the buying behaviour.



PROFESSIONAL SALES (5696)

948 143 — TOTAL QUALITY APPROACH (Module 4)

INFORMATION ON THE EVALUATION

Evauation of the candidates participation will be basad on information gathered a certain times during the learning
activities. However, a definitive evaduation by criterion component should be done only at the end of the
correponding phase in the learning Situation.

The evauation should not focus on the accuracy of candidates perceptions or opinions, but rather on whether
they have based their perceptions or opinions on arguments or examples.

PHASE 1: AWARENESSOF TOTAL QUALITY

1

11

GATHER INFORMATION ON THE TOPICS TO BE COVERED

Present the information gathered on the total qudity approach in terms of:

- principles of gpplication
- conditions of application
- means used

Candidates are expected to gather the information individualy during presentations, lectures and meetings
with business representatives.

The information gathered should be presented in such away that it can be used during group discussions
and should cover severd aspects related to total qudity.

DEMONSTRATE THE ATTITUDES AND BEHAVIOURS CONDUCIVE TO TOTAL QUALITY
IN CUSTOMER SERVICE

2.1 Indicate attitudes and behaviours conducive to attaining total quality in customer service

Candidates are expected to demondrate five attitudes or behaviours conducive to attaining quality during
two short learning Situations proposed by the teecher. Written learning Stuations or role-plays will present
Stuations in which a company is grappling with technological change and personnel reductions and
transfers.
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2.2

Indicate the consequences of the tota quality approach on the work of a sales consultant

*Candidates are expected to give a least three plausible examples of gpplying the tota quality approach
to the work of a sdes consultant. One consequence of applying the total quality gpproach is required for
eech example given.

PHASE 2: OBSERVATION AND PARTICIPATIONIN THE TOTAL QUALITY APPROACH

31

3.2

TAKE PART IN ACTIVITIES TO ANALYZE THE DEGREE OF QUALITY ATTAINED IN
VARIOUS COMPANIES

Identify the strengths and weaknesses of the companies chosen in terms of the total quality approach
Candidates are expected to summarize the strengths and wesknesses of the companies presented in three

case sudies. The case studies, prepared by the teacher, will present Situations observed in the company
and will mention the company’ s strengths and weeknesses in terms of the tota quaity approach.

Name of company Management style Strengths Weaknesses

Identify prioritiesin terms of improving total qudity in a company

Candidates are expected to identify prioritiesin terms of improving total quality in one of the companies
presented in the case studies. Candidates should complete the following table and then discuss it as a

group.
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Example:

Name of company:

POINTSTO IMPROVE

Pointsto improve

Priority (1to 5)
(1 being the most
important)

Objectives

M eans selected

PHASE 3: EVALUATION OF THEIR ABILITY TO PROGRESS IN AN ENVIRONMENT
DESIGNED TO ACHIEVE QUALITY IN CUSTOMER SERVICE

4 WRITE A REPORT EVALUATING THEIR ABILITY TO DEVELOP IN AN ENVIRONMENT
DEDICATED TO TOTAL QUALITY

4.1 Present areport in which they give an example of each of the following attitudes. commitment, rigour,

Initiative, credivity, team Spirit

The example must be taken from the candidates persond experience.

Candidates may use their personal notes taken during class.

4.2 Presentinther report aligt of the agpects that need improving in terms of their attitudes and behaviours

Candidates are expected to include persona aspects to improve in terms of their attitudes and behaviours

in order to be able to apply the total quality approach.

4.3 Presentinther report aplan of action containing their objectives and the methods selected to attain them

Candidates are expected to finish their report by indicating their objectives with respect to attitudes to
adopt and means to undertake in order to attain these objectives.




PARTICIPATION EVALUATION FORM

PROFESSIONAL SALES Program code: 5696

4 —Tota Quality Approach Module code: 948 143

Candidate' s name:

School: Permanent code:

Date of examination:; RESULT: PASS

L]

Examiner’s signature:

FAIL

L]

PARTICIPATION INDICATORS MARK
YES NO
PHASE 1:. AWARENESSOF TOTAL QUALITY
1  GATHER INFORMATION ON THE TOPICS TO BE COVERED
1.1 Presented the information gathered on the total quality gpproach in terms of:
- principles of gpplication D D
- conditions of application (] [
- meansusd 1 [
2 DEMONSTRATE THE ATTITUDES AND BEHAVIOURS CONDUCIVE TO
TOTAL QUALITY IN CUSTOMER SERVICE
2.1 Indicated attitudes and behaviours conducive to attaining total quality in customer service
- induson of five attitudes or behaviours O o0oOo0oo0oaod ] [
2.2 Indicated the consequences of the total quality approach on the work of asaes
consultant
- incluson of three examples of gpplication of tota quality approach I D D
- inclusion of at least one consequence per example OO0 O (] [
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PARTICIPATION INDICATORS

MARK
YES NO

PHASE 2: OBSERVATION AND PARTICIPATION IN THE TOTAL

QUALITY APPROACH

two strengths

two weaknesses

3.2 ldentified prioritiesin terms of improving total quality in a company

PHASE 3: EVALUATION OF THEIR ABILITY TO PROGRESSIN AN
ENVIRONMENT DESIGNED TO ACHIEVE QUALITY IN

CUSTOMER SERVICE

commitment
rigour
initiative
cregtivity
team spirit

3 TAKE PART IN ACTIVITIESTO ANALY ZE THE DEGREE OF QUALITY
ATTAINED IN VARIOUS COMPANIES

3.1 Identified the strengths and weaknesses of the companies chosen in terms of the total
qudlity approach

O
O

4  WRITE A REPORT EVALUATING THEIR ABILITY TO DEVELOPIN AN
ENVIRONMENT DEDICATED TO TOTAL QUALITY

4.1 Presented areport in which they give an example of each of the following attitudes:

4.2 Presented in their report alist of the aspects that need improving in terms of their
attitudes and behaviours

4.3 Presented in their report a plan of action containing their objectives and the methods
Selected to attain them

(|
(|

1 O OOoodd
1 O OOoodd

Minimum performance standard: 11 YESes out of 15, including 1.1, 2.1, 2.2 and 4.1

Comments:




PROFESSIONAL SALES (5696)

948 153 — PRESENTING A PRODUCT OR SERVICE (Module 5)

INFORMATION ON THE EVALUATION

This practica examination consstsin preparing and presenting afile on a product or service.

Candidates will have the following at their disposd:

- relevant documentation (catalogues, promotiona brochures, photos, etc.)

- amode of atechnical sheet for a product or service (see Appendix 1)

GATHER INFORMATION ON THE FEATURES OF A PRODUCT OR SERVICE

Candidates are each expected to hand in to the examiner a detalled list of sources of information that they used
to present their file on a product or service so that the examiner can decide on their relevance. Candidates must
as0 complete the technica shest.

DESIGN PRESENTATION SCENARIOS

Candidates are expected to write a plan for their presentation.

MAKE A PRESENTATION ACCORDING TO A SPECIFIC SCENARIO

Candidates are expected to do an ora presentation of about three to five minutesin length on their file. Candidates
should be given afew minutes to prepare for the presentation.

EVALUATE THE PRESENTATION

COMPLETED A SELF-EVALUATION FORM FOR THE PRESENTATION

The examiner will provide each candidate with a self-evaduation form that candidates will use to evauate their
presentation by indicating their strengths and points to improve.
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TECHNICAL SHEET FOR A PRODUCT

2

APPENDIX 1

GENERAL INFORMATION
Name

Brand: _
Modd:

Category:

Country of origin:

TECHNICAL FEATURES
Description:

Compostion:

(method of manufacturing)

Maintenance:

Sze:

(or other dimensions)

Operation:

BUSINESS FEATURES
Codt:

Warranty:

After-sdles sarvice

Sdesconditions

Complementary products:

PSYCHOLOGICAL FEATURES

Advantages.

Corporate identity:

Strengths and points to improve in terms of the competition:
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TECHNICAL SHEET FOR A SERVICE

GENERAL INFORMATION
Name of company:

Service offered:

L ocation of company
Address.

Telephone Fax:

Person in charge:

TECHNICAL FEATURES
Description of service:

Products used, if gpplicable:

Business hours:

BUSINESS FEATURES
Codt:

Warranty

After-sdles sarvice

Conditions of sale or contract:

Complementary products or services.

PSYCHOLOGICAL FEATURES
Advantages.

Corporate identity:

Strengths and pointsto improve in terms of the competition
Strengths:

Points to improve:




EVALUATION FORM

PROFESSIONAL SALES
5 — Presenting a Product or Service

Candidate' s name:

Module code:

Program code:

5696
948 153

School: Permanent code:

Date of examination: RESULT:

Examiner’ s signature;

PASS

L]

FAIL

L]

OBSERVATION

RESULT

GATHER INFORMATION ON THE FEATURES OF A
PRODUCT OR SERVICE

1 CHOICE OF SOURCES OF INFORMATION

1.1 Chose gppropriate sources of information

A minimum of three different sources of information must be provided.

2 PRODUCTION OF TECHNICAL DATA SHEET

2.1 Produced a sheet containing dl the information required for a detailed
presentation of the product or service

- generd information on the product or service
- technicd features

- businessfestures

- psychologicd features

DESIGN PRESENTATION SCENARIOS

3 PRODUCTION OF A PRESENTATION PLAN FOR A PRODUCT

OR SERVICE

3.1 Sdected adrategy that showed the product in the best light
- choice of srategy (visud presentation, lecture, seeking audience
participation, etc.)
- judification of choice

YES NO

100

[]
[]

[]
[]

100

0O or 10

0O or 10

O or 10
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OBSERVATION

RESULT

3.2

3.3

Chose amethod adapted to the product or service
- origind

- vaidd

- seeking participation

- indting interest

Followed the stepsinvolved in writing a plan

- introduction

- generd description of product

- features, advantages and disadvantages

- maket pogtioning

Error tolerance: 1 error in terms of market postioning

MAKE A PRESENTATION ACCORDING TO A SPECIFIC
SCENARIO

41

5.1

5.2

5.3

QUALITY OF THE INFORMATION PRESENTED

Presented al dements of thefile

- product features

- advantages and benefits

- corporate identity

- grengths and points to improve in terms of the competition

QUALITY OF THE COMMUNICATION DURING THE
PRESENTATION

Was energetic and enthusiastic during the presentation
Used appropriate vocabulary

Showed good ligtening skills and empathy

Error tolerance: 1 error in terms of use of appropriate vocabulary

<
m
(0]
pd
O

o0 Oodd

HiNnn

(1 O O
(1 O O

o0 Oodd

HiNnn

O or 10

0O or 10
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Minimum performance standard: 80 marks

OBSERVATION RESULT
YES NO
EVALUATE THE PRESENTATION
6  ANALYSISOF THE PRESENTATION
6.1 Completed a sdf-evauation form for the presentation
- identified strengths (] [
- identified improvements to be made (] [ 0 or 10
Totd: / 100

Comments:




PROFESSIONAL SALES (5696)

948 168 — THE CONSULTATION PROCESS (Module 6)

INFORMATION ON THE EVALUATION

Inthis practica examination, candidates will be evaluated on their ability to apply the consultation processin the
sdle of aproduct or service.

The examination will take place during asmulaion in which a common consumer product or sarviceisold in the
presence of the examiner and athird person plays the role of the customer. The premises should be arranged so
that, as much as possble, an environment smilar to the workplace is created.

The proposed scenarios will involve the sde of predetermined products or services and will specify:

- thetype of product or service that the candidate will offer the customer, aswdl asits main festures
- the customer’ s profile in terms of pecific needs
- the objections that the customer will make

The person playing the role of the customer must follow the scenario proposed and adopt the following attitudes:

- be open-minded and positive with the sdlesperson
- not demonstrate impatience or aggression

- clearly express hisor her needs

- give only the objections provided in the scenario

Any role-play during which the cussomer DOES NOT comply with the scenario SHOULD NOT be used to
evauate the candidate.

Each candidate s performance should be recorded on video in order to facilitate evauation and ensure that al
candidates are evaduated fairly.

It is recommended that documentation on the products and services offered be given to candidates approximately
one week in advance of the examination.



EVALUATION FORM

PROFESSIONAL SALES Program code: 5696
6 — The Consultation Process Module code: 948 168

Candidate' s name:

School: Permanent code:

Date of examination:; RESULT: PASS FAIL

I .

Examiner’ s signature;

OBSERVATION RESULT

YES NO
WELCOME THE CUSTOMER

1 PERSONAL APPEARANCE

1.1 Waswel groomed

- a@ppropriate clothing D D

- good hygiene (] [ 0 or 5
2 USE OF A WELCOMING TECHNIQUE
2.1 Usad an gppropriate welcoming technique

- greeted the customer gppropriately D D

- was polite with the customer (] [

- used acam, collected tone D D

- chose the appropriate time for making contact D D O or 5

ESTABLISH THE NEEDSOF THE CUSTOMER

3  APPLICATION OF A PROCEDURE FOR ESTABLISHING
NEEDS

3.1 Selected asaes approach appropriate for the Situation
- product-, service- or client-based approach (] [ 0 or 5
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OBSERVATION RESULT
YES NO
3.2 Chose appropriate questions to ask the customer
Incluson of & least:
- one open-ended question (] [
and
- one close-ended question ] []
and
- oneleading question (] [ 0 or 5
3.3 Applied principles of effective communication
- adiveligening D D
- clear communication ] []
- precise communication D D
- moetivaing communicaion D D O or 5
3.4 Correctly restated the customer’ s needs
- the customer agreed with how the needs were restated ] [ 0 or 5
PRESENT THE PRODUCT OR SERVICE
4  CHOICE OF SALESARGUMENTS
4.1 Selected the features of the product or service that best met the
customer’ s needs
- technical features (] [
- businessfestures D D 0 or 10
4.2 Emphasized the features of the product or service by presenting the
advantages and benefitsit offers
- inclusion of at least two advantages of afeature (] [
- indusion of abenéfit, if applicable ] []
- compliance with rules of professiona ethics ] [] 0 or 10
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OBSERVATION RESULT
YES NO
5 APPLICATION OF PRESENTATION TECHNIQUES
5.1 Used appropriate means during the presentation or demonstration
- means adapted to the product or service D D
- means adapted to the customer (] [ 0 or 5
RESPOND TO ANY OBJECTIONS
6 USE OF A TECHNIQUE FOR RESPONDING TO OBJECTIONS
6.1 Aptly restated the customer’ s objection
- restated the customer’ s objections in own words (] [
- specified the objection D D 0 or 10
6.2 Aptly refuted the customer’s objection
- used gppropriate arguments to counter the objection D D
- sought confirmation from the customer ] [ 0 or 10
CONCLUDE A SALE
7  USEOFA SALES CONCLUSION TECHNIQUE
7.1 Recognized verba and nonverbal cues from the customer
- suggested that the customer make adecision at the appropriate time D D 0O or 5
7.2 Applied an appropriate conclusion technique
- asked aquestion that leads to a conclusion of the sale (example: (] [ 0 or 15

should | wrap that up for you?)
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Minimum performance standard: 80 marks

OBSERVATION RESULT
YES NO
PROPOSE COMPLEMENTARY OR ADDITIONAL
PRODUCTSOR SERVICES
8 PROPOSAL OF COMPLEMENTARY AND ADDITIONAL
PRODUCTS OR SERVICES
8.1 Presented the advantages or benefits of the addiitional product or service [ | [ ] 0 or 5
Totd: / 100

Comments:




PROFESSIONAL SALES (5696)

948 172 — TIME MANAGEMENT (Module 7)
INFORMATION ON THE EVALUATION
Thisisacombined examination (part practica and part theoreticad knowledge) amed at having candidates gpply
planning and time-management techniques, by andyzing obstacles to the efficient organization of time, by setting

objectives and by keeping a persona planner.

Suggested duration of examination: 2 hours

ANALYZE THE USE OF THEIR TIME

Candidates will be given two learning Situations describing the work habits of a sdes consultant. The Stuations will
include spedific details on the difficulties encountered by the sales consultant in carrying out, within the time dlotted,
short- medium- and long-term activities that had been planned. These difficulties will illugtrate the main time-
wadting activities that interfere with effective time management: interruptions, unexpected traveling, imprecise
objectives, poor planning, etc.

1 RECOGNITION OF TIME-WASTING ACTIVITIESIN A LIST OF ACTIVITIES

For each of the learning Stuations, the candidates are expected to identify three practices of the sdes
consultant that result in wasted time.

One unidentified time-wasting activity or apoor choice of activity will be tolerated.

Five marks will be given for each learning Situation.

2 DETERMINATION OF WAY S OF COUNTERING TIME-WASTING ACTIVITIES

For each of the three identified time-wasting activities identified in the preceding learning Stuations, the
candidates are expected to propose relevant means to counter them. These means may be:

amore precise objective
being punctua for meetings
controlling telephone cdls

- €tc.

Fve marks will be given for each learning Stuation.
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Example of alearning situation:

Michael has been a sales consultant in a building materids company for three years. When he was first
hired, he was asked to increase the customer base by making at least three cold calls per day. Sometimes,
he meets with new customers to present bids. Often, he works 50 hours aweek, and, after three years,
he notices that he is spending little time with his family and on leisure activities.

Let’sfollow him for a day and see how he uses histime:

Miched getsto work a 8:30 in the morning. Today, he must meet two dientsto present bids. He must dso
send some suppliers’ orders that he prepared yesterday and meet with another supplier who will present
anew gain that will soon be on the market.

Just shortly after he arrives a the office, he speaks with a colleague who asks his advice because he is
having problems with the computerized inventory sysem. Later, Michad goes through his mail and notices
that today he must confirm his regigration for the next golf tournament sponsoring children with difficulties.
While he is completing the regidtration form, acusomer cals him for information on oak trim; they have
alengthy discussion because the customer has just returned from a hunting trip and enjoys talking about
histrip. Michad lisens and saysthet it's been along time snce he' s been hunting.

It sdready 11 o clock and Michadl must leave because he is meeting a customer at arestaurant at 11:30.
They have lunch and then he redizes that it is 1:30 and that he has another mesting at 2:00.

He quickly makes hisway to the next customer, who had to leave the office for afamily emergency.
Disgppointed, Michad returns to the store to update his order, but cannot complete histask: hiswife cdls
because her car has broken down dong the highway, so he has to leave to pick her up. He tells himself
that he will finish hiswork tomorrow by working late.
a) Identify three time-wasting activitiesin Michad’s day.
b) For each time-wagting activity identified, suggest ameans of countering it.
Examples of answers:
a) Spent too much time with his colleague.

Spoke too long on the telephone on an unimportant subject (hunting).

Any other rdlevant answer.
b) Invite his colleague to discuss the problem during a coffee break.

Teephone to confirm his meeting and have a backup plan in the event that the meeting is cancelled.
Any other relevant answer.

SET OBJECTIVES
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Candidates will be given a learning situation describing two or three important objectives (increase in sdes,
implementation of anew product, etc.) that will contribute to attaining one of the company’s genera objectives.
The learning situation will aso describe one of the sales consultant’ s persond objectives. Candidates are expected
to formulate an objective related to the company and a persona objective.

3

FORMULATION OF OBJECTIVES

On the basis of the learning Situation, candidates are expected to formulate two objectives. an objective
related to the company and a persond objective. Each objective must include “what,” “when” and “how.”

Five markswill be given for each objective.

QUALITY OF OBJECTIVES

The objectives formulated must be redigtic and measurable.

Five marks will be given for the qudity of each objective formulated.

Example of alearning situation:

Helen Bolan is a sdes consultant in a company that makes venetian blinds. Helen dreams of retiring soon.
In the meantime, her life is rather routine. She gets up early, goes to bed late, runs from suppers with
friends, to the theatre, exhibits, meetings, and household chores.

Her employer is not satisfied with her sdesfor the preceding month.

Overwhelmed, aways short of money, Helen is more and more unhappy in her work and persond life
because she no longer sees her family and cannot travel. Stressis taking over and her lack of motivation
is beginning to make her work unproductive.

After meeting with atime-management specidist, Helen obsarves that her problem stems from the fact thet
she does not know where she is going, she does not have any specific objectivesto attain. Her work and
lifearein atalspin and she never has enough time. The speciaist asks her to write her desires and plans
for the year in terms of her work and persond life.

On the basis of the preceding learning Stuation, formulate for Helen:

a) one professona objective that will contribute to attaining the company objective
b) one persond objective
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The objectives formulated must comply with the rules for formulating objectives and criteria of quality.

Examples of answers:

a) Starting tomorrow, with my supervisor’s agreement, | will prepare a specid sale on verticd blindsin
order to incresse sales by at least 20 percent by next month.

Or any other relevant answer.

b) Starting today, | will save $40 per week so that | can travel to Paris next February.
Or any other relevant answer.

PLAN ACTIVITIES

5

51

APPLICATION OF DELEGATION PROCESS

Candidates will be given three short learning Situations in which they will be required to choose the activities
that the sales consultant could delegate, then determine the persons competent enough to complete the
tasks that might be delegated.

Correctly determine activities to be delegated

On the basis of the three learning Situations, candidates are expected to choose the activities to be
delegated by taking into account the environment’ s resources.

Example of alearning situation:

The store manager of Les Ailes delaMode, Ms. Martino, leaves on vacation for one month starting on
June 1< and gives the responghility for the store to Samantha Oliver, who has a reputation for her sense
of responghility and initiative. During the manager’s absence, Samantha spends hdf her time at the
cosmetics counter; her afternoons are spent on tasks assigned by the manager. Because she has aready
taken a time-management course and knows how to delegate, she should use the resources in the store
to ensure that the store runs smoothly. The staff include Ms. Blais, the secretary, a display designer, an
accountant, a cosmetician and three sales consultants.

Ms. Martino has given the following tasks to Samantha Oliver:

- Publish the job ads for two sales consultants (already prepared by Ms. Martino) in dl the loca
newspapers. Ms. Martino will do the interviews when she returns.

- Rearrange the window for men’s clothing for next week.



948 172 5

- Cdl Ms. Martino at least once aweek to confirm thet the store is running smoothly.
- Send invitations out for the fashion show that will be held at the end of the month.
- Ded with asupplier who isincreasing his prices.

- Teephoneto find out the arrival time of Ms. Martino’ s flight from Paris on the date she is scheduled
to return.

Candidates are expected to ligt at least three tasks that could be delegated and indicate to whom the tasks
could be delegated.

Example of an answer:

- Task delegated to the display designer: rearrange the window for men's clothing for next week.
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5.2

Clearly communicate ingructions

On the basis of a particular task, candidates are expected to write a memo in which they provide clear
ingructions for carrying out the delegated task.

Example of a memo:

Date June 6,20

TO: Ms. Blas
FROM: Samantha Oliver

MEMO
Dear Ms. Blais,

Pease cdl the printers to make sure thet they ddiver the invitations for the June 30th fashion show today.
| have enclosed the guest list and the invitations should be mailed no later than June 8.

It isimportant to include a samped response card with each invitation; please start preparing the cards
today.

Thank you for your help. Please confirm that the invitations have been sent on June 8 before 5:00 p.m.

Samantha Oliver

The ingructions mugt comply with communication rules. If a candidate correctly communicates the
ingtructions but the task should not have been delegated, the candidate should not be penalized.



948 172 7

6 APPLICATION OF PLANNING PROCESS

Candidates will be given alearning Situation during which they will gpply the planning processin order to
facilitate the attainment of predetermined objectives.

Example of alearning situation:

Mark has been working for severd years in a Rona hardware store. Today, his supervisor asks him to
prepare a huge sde in eectrica gppliances. The sde will take place in 15 days. Ms. Vincent, his
supervisor, assgns al of the activities related to the sde to Mark, who prepares the following list of
activities that need to be completed in order to attain the objective. Ms. Vincent asks Mark to get help
from four other sales consultants in his departmen.

Thefollowing isthelist of activities

- Check the inventory to make sure there is enough sales merchandise available.

- Place new orders, if necessary.

- Put price tags on the merchandise.

- Prepare the shelves and display counters.

- Advertise the sde within the Sore.

- Determine the days on which the sde will be in effect.

- Check the contents of the advertisement that will be placed in the newspapers.

- Enaure that there are enough employees on the floor during the sde.

- Communicate with the printer with regard to the cards for additiond discounts for preferred customers.
- Tidy the shelves, etc.

Fan the activities proposed in the learning Situation, taking into account the following:

- classfication of activities according to order of priority
- dasdfication of activities according to yield

esimate of duration of activities

determination of control methods

Example of an answer

Activity Priority Yield Duration Control method

Check the inventory 1 High 30 min Consistency between the
computerized record and the
physical count
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KEEP A PERSONAL PLANNER

7 ENTRY OF ACTIVITIES

Onthe basisof aligt of activities covering the different aspects of the job of sdes consultant, candidates

will enter the activitiesin a persond planner provided by the teacher.

Suggestion of activities:

Become aware of any new developmentsin the store,
Update customer records.

Prepare the presentation materials.

Telephone to make an gppointment.

Read the [abel's on the new products.

Discuss their idess regarding the new products.

Make sure they have al the required materias (order forms, bags, labels, etc.).
Prepare their cash float.

Vist acompetitor in order to compare prices.

Check the inventory.

Rearrange the merchandise.

Change the display window.

Etc.

Minimum performance standard for the entire examination: 85 marks



EVALUATION FORM

PROFESSIONAL SALES Program code: 5696

7 — Time Management Module code: 948 172
Candidate’ s name:

Schooal: Permanent code:

Date of examination: RESULT: PASS FAIL

L]

Examiner’s signature:

L]

OBSERVATION RESULT
YES NO
ANALYZE THE USE OF THEIR TIME
1 RECOGNITION OF TIME-WASTING ACTIVITIESIN A LIST 0 or 10
OF ACTIVITIES
2 DETERMINATION OF WAY S OF COUNTERING TIME- 0O or 10
WASTING ACTIVITIES
SET OBJECTIVES
3 FORMULATION OF OBJECTIVES 0O or 10
4  QUALITY OF OBJECTIVES 0 or 10
PLAN ACTIVITIES
5 APPLICATION OF DELEGATION PROCESS
5.1 Correctly determined activities to be delegated
- inclusion of at least three activities to be delegated ] [
- indication of the person to whom the activities will be delegated (] [ 0 or 15
5.2 Clearly communicated ingructions
- indusion of dl required ingructions D D
- darity of ingtructions ] [
- precisgon of indructions D D 0O or 5
Note: Do not pendize candidates who communicate clearly but do not
delegate to the correct person
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Minimum performance sandard for the entire examination: 85 marks

OBSERVATION RESULT
YES NO
6  APPLICATION OF PLANNING PROCESS
6.1 Included dl aspects of planning:
- dassification of activities according to order of priority (] [
- dassification of activities according to yield 1 [
- estimate of duration of activities (] [
- determination of methods of monitoring (] [ 0 or 20
Error tolerance.  one error per agpect of planning
KEEP A PERSONAL PLANNER
7 ENTRY OF ACTIVITIES
7.1 Included dl activities under the gppropriate headings (read, write, vist, D D 0 or 10
telephone, etc.)
7.2 Included free periods for unexpected activities (] [ 0 or 5
7.3 Carried forward uncompleted activities D D O or 5
Totd: / 100

Comments




PROFESSIONAL SALES (5696)

948 184 — INTRODUCTION TO THE OCCUPATION (Module 8)

INFORMATION ON THE EVALUATION

Evauation of the candidates participation will be based on obsarvations made & certain times during the
practicum by the teacher and the practicum supervisor at the host company. It will aso be based on the
candidates achievements (notes on looking for a practicum position, observation sheets, questionnaires, journds,
practicum report, etc.).

PHASE 1: PREPARATION FOR THE PRACTICUM

The teacher will provide candidates with documents to support and supervise them in gathering and synthesizing
information.

PHASE 2: OBSERVATION OF THE WORKPLACE AND PARTICIPATION IN THE PROCESS OF
SELLING PRODUCTS OR SERVICES

The activities that the candidates should perform during ther practicum must first be determined during amesting
between those in charge of the practicum at the host company and at the educationd ingtitution.

The evauation must take into account the following aspects:

- an assessment of the candidate's participation by the practicum supervisor a the host company; it is
recommended that instruments (checklists) be prepared for this person so that he or she can make adecison
regarding:

- the candidate s behaviour in performing the tasks assigned
- the candidate' s attitude in interpersond relations (colleagues, practicum supervisor, customers)
- compliance with company policies
- compliance with rules of professond ethics
- gpplication of the total quality approach
- the observations and information gathered by the teacher during vidts to the practicum ste
- the observations recorded by the candidate in the journa during the practicum

PHASE 3: EVALUATION OF THEIR PRACTICUM EXPERIENCE
In order to prepare for the group discussion, candidates will refer to:

- their journd

the evduation form completed by the practicum supervisor a the host company
the evaluation form completed by the teacher in charge of supervising the practicum
their sdf-evaluation

their practicum report



PARTICIPATION EVALUATION FORM

PROFESSIONAL SALES Program code:

8 — Introduction to the Occupation Module code: 948 184
Candidate’ s name:

Schooal: Permanent code:

Date of examination: RESULT: PASS FAIL

L]

Examiner’s signature:

L]

MARK
PARTICIPATION INDICATORS
YES NO
PHASE 1. PREPARATION FOR THE PRACTICUM
1 FIND A COMPANY THAT MEETS THE CRITERIA FOR THEIR PRACTICUM
1.1 Prepared alig of at least three companies contacted for the practicum, indicating the D D
SHection criteriaused
- explained their choice in terms of gptitudes, preferences and interests
1.2 Indicated the company selected and the person responsible for the practicum, and (] [
produced a confirmation of their commitment as atrainee
PHASE 2: OBSERVATION OF THE WORKPLACE AND PARTICIPATION IN THE
PROCESS OF SELLING PRODUCTS OR SERVICES
2  OBTAIN THE INFORMATION REQUIRED ON THE WORKPLACE
2.1 Completed the questionnaire on the workplace: D D

- the organizaiond structure of the company

- thetasks and functions of the saff

- theworking conditions

- thetype of products and services offered

- the characterigtics and advantages of these products and services
- thetypeof dientde

- the dements that digtinguish the company from its competitors
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MARK
PARTICIPATION INDICATORS
YES NO
3  TAKEPART IN SALESACTIVITIES
3.1 Carried out tasksin compliance with the company’s policies ] []
- demongrated availability, open-mindedness, flexibility and interest
- was present, punctua and complied with working methods established in the
company
3.2 Showed concern for gpplying rules of professiona ethics 1 [
- respect, attentivenessto others, dependability
3.3 Adopted intrapreneuria behaviours during the practicum ] []
- feding of belonging, respect for others property, initiative, etc.
3.4 Showed concern for applying the total quality approach to each task carried out (] [
PHASE 3: EVALUATION OF THEIR PRACTICUM EXPERIENCE
4 PREPARE A PRACTICUM REPORT
4.1 Presented areport describing: D D
- the company (type of business)
- the characteridics of the clientele
- sdesmethods
- promotiond approach
- dter-sdessarvice
4.2 Presented in their report a self-evauation of their practicum D D
5  EXPRESSAN OPINION ON THE PRACTICUM EXPERIENCE
5.1 Expressed their view of the practicum experience with the teacher and class (] [

Minimum performance sandard: 8 YESes out of 10, including 1.2, 3.1, 3.2, 34,4.1,42and 5.1

Comments




PROFESSIONAL SALES (5696)

948 192 — FINANCIAL OPERATIONS (Module 9)

INFORMATION ON THE EVALUATION

CALCULATE A SALESPRICE

Candidates will solve problems involving the calculation of asdes price.

PREPARE AN INVOICE AND DO THE NECESSARY CALCULATIONS

Candidates will be presented with alearning Stuation that describes a customer’ s need for various products or
sarvices and will have to determine the total amount of the invoice. Candidates are expected to indicate the
relevant information in the invoice and perform the calculaions required to arrive a the tota codt.

Candidates mugt include the following information in the invoice: the customer’ s address and telephone number,
the date, a description of the merchandise (code, quantity, unit price), the discount and the method of payment.

OPERATE A CASH REGISTER

This part of the examination will take place during a smulation in which a product is sold, in the presence of the
examiner and a third person playing the role of the customer.

The person playing the role of the customer must come to the cash register twice and, each time, must give the
candidate the opportunity to perform different transactions.

The examiner will provide each customer with two scenarios for different transactions. The transactions may
involve:

- thepurchase of at least two items paid with cash
- therefund of an item purchased with a credit card
- thelayaway of anitem with a cash deposit

- the exchange of anitem

- €.

APPLY A PROCEDURE FOR CLOSING THE CASH REGISTER

Candidates will be given a cash register reading with some 20 transactions, play money and a cash report to be
completed. They are expected to perform dl of the calculations for preparing a cash report.

Using the cash report, the corresponding receipt, other documents (cheques and credit card dips) and the float
for reopening the cash register, candidates will complete the depost dip.



EVALUATION FORM

PROFESSIONAL SALES

9 — Financia Operations

Candidate' s hame:

Program code: 5696
Module code: 948 192

School:

Permanent code:

Date of examination:;

RESULT: PASS FAIL

Examiner’s signature:

I D

OBSERVATION RESULT

1 DETERMINATION OF SALES PRICE

YES NO

1.1 Determined the sales price on the basis of the cost price and the (] [ 0 or 5
percentage of profit on the sales price
1.2 Determined the sales price on the basis of the cost price and the (] [ 0 or 5
percentage of profit on the cost price
2  PREPARATION OF AN INVOICE
2.1 Recorded accurate and complete data
- the customer’s address and telephone number D D
- date D D
- description of items (code, quantity, unit price) D D
- taxes ] [
- discounts (] [
- method of payment (] [ 0 or 10
2.2 Accurady determined the total amount of the invoice
- performed an accurate caculation ] [
- recorded the accurate amount on the invoice D D 0 or 10
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OBSERVATION

RESULT

31

3.2

4.1

4.2

4.3

APPLICATION OF A PROCESS FOR OPENING THE CASH
REGISTER

Checked operations
- checked the paper roll

- put the key in the normd position so that transactions may be
performed

- placed the derk’ skey so that identification is possble

Checked the amount of the float
- exact count of bank notes
- exact count of cash

PERFORMANCE OF CURRENT CASH REGISTER
OPERATIONS

Sdlected forms relevant to the transaction (invoices for purchases,
layaways, refunds, credit card payments, debit card payments, etc.)

Entered complete, accurate data and observed an appropriate
procedure for operating the cash register for each of the following
operations.

- indicated the department and the merchandise

- for each item, gave the quantity, unit price and any applicable
discounts

- indicated the method of payment
- indicated the amount recaeived

- caculated the subtota and the grand totd, taking into account the
method of payment

- gavethe cash regigter dip to the customer

Observed appropriate security measures

- goring of bank notes at appropriate times
- goring of documents, if gpplicable

- veification of usage (payment by cheque)

YES NO

I
I

[]
[]

OO0 O oo g
OO0 O oo g

O or 15
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OBSERVATION RESULT
YES NO
4.4 Observed rules of politeness and courtesy
- appropriate level of respect D D
- gppropriate greetings D D
- gppropriate sales conclusion (] [ 0 or 5
4.5 Peformed the cash register operationsin the time dlotted D D O or 5
5 APPLICATION OF PROCEDURE FOR CLOSING THE CASH
REGISTER
5.1 Used an gppropriate method for the cash register reading
- accurate position of keys (] [
- use of appropriate reading code (] [ 0 or 5
5.2 Adequatdly prepared a cash report
- correction of errors, if applicable (] [ 0 or 10
5.3 Adequately prepared a depost dip
- complete entry of data D D 0 or 10
Totd: / 100

Minimum performance sandard: 80 marks

Comments:




PROFESSIONAL SALES (5696)

948 203 - MANAGING MERCHANDISE (Module 10)

INFORMATION ON THE EVALUATION

This practica examination congstsin evauating the candidates ability to perform supply-related operations.

RECEIVE MERCHANDISE

1 CHECKING OF INFORMATION IN THE PURCHASE ORDERS AND RECEIVING SLIPS

The examiner will prepare alearning Stuation in which the candidates will perform verifications regarding
the receipt of merchandise.

Each candidate will be given a purchase order and areceiving dip, aswdl as blank inventory forms.

The examiner will ensure that the learning Situation contains discrepancies between the purchase order and
the recalving dip and that some of the merchandise is out of stock.

Example:

A dtore orders 20 vacuum cleaners; it receives 15 and 5 are out of stock. The inventory form should
indicate;

20 under Quantity Ordered
15 under Quantity Received
5 under Back-order
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PREPARE MERCHANDISE

2 PREPARATION OF PRICE TAGS
The examiner will provide the candidates with dl the information required regarding pricing:

- cos of theitem
- secret code
- dedred profit margin

Candidates will be given a series of price tags, the purchase order and the receiving dip and will be asked
to perform the caculations required to determine the retal cost of the merchandise recelived and to prepare
the price tags.

3 OBSERVANCE OF SIGN POSTING REGULATIONS
Candidates will be given a series of 10 Sgns and are expected to identify those which comply with sign
posting regulations.

TAKE INVENTORIES

4 OPENING OF INVENTORY RECORDS

On the basis of alearning Situation, candidates will count the products in the store by using product price
tags (approximately 15). They are expected to complete inventory forms by indicating the classification
code number of the product, the description of the product, the quantity, the unit price and the total vaue.

5 UPDATE OF INVENTORY RECORDS

Still using the same learning Situation, candidates are expected to record the inflows and outflows (sales
invoice) for agiven product. They will complete the inventory forms using aseries of transactions (purchese
and sale).
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PLACE ORDERS

6 PREPARATION OF DOCUMENTS RELATED TO INTER-STORE TRANSFERS OF
MERCHANDISE
Candidates will be presented with alearning situation describing a transfer of merchandise between two
dores in the same chain. Candidates are expected to complete the transfer form by following the
appropriate rules.

7 PREPARATION OF PURCHASE ORDER

Candidates will be presented with alearning Stuation describing a store€' s needs for various products by
indicating:

- the quantity

- the description of items

- the price agreed to

Candidates are expected to correctly complete the purchase order.

SHIP MERCHANDISE

8 PREPARATION OF SHIPPING ORDER

Candidates will be presented with alearning Situation in which they are expected to ship ten different items
The learning Stuation will spedify:

- the appropriate means of trangportation to be used for the item

- the destination of the merchandise

- the name of the person sending the merchandise

- additiond information related to the shipping (fragile, this Sde up, €c.).

Candidates are expected to correctly complete the shipping order.



EVALUATION FORM

PROFESSIONAL SALES Program code: 5696
10 — Managing Merchandise Module code: 948 203
Candidate' s name:
School: Permanent code:
Date of examination: PASS FAIL
Examiner’s signature:
OBSERVATION RESULT
YES NO
RECEIVE MERCHANDI SE
1 CHECKING OF INFORMATION IN THE PURCHASE ORDERS
AND RECEIVING SLIPS
1.1 Ensured that the purchase orders matched the receiving dips.
- identifying discrepancies ] [
- noting out-of-stock merchandise (] [
- sgning the receiving dip (] [ 0 or 15
PREPARE MERCHANDISE
2 PREPARATION OF PRICE TAGS
2.1 Cdculaed theretal price:
- took into congderation:
. cost price (] [
- profit margin D D O or 5
2.2 Caorrectly recorded information on the product:
- secret code ] []
- retal price D D
- dze, colour D D
- dimensions, if applicable ] [ 0 or 10
Error tolerance: 1 error
3 OBSERVANCE OF SIGN POSTING REGULATIONS
3.1 Identified Sgnsin compliance with sign posting regulations ] [] 0 or 5
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Error tolerance 1 error

OBSERVATION RESULT
YES NO
TAKE INVENTORIES
4 OPENING OF INVENTORY RECORDS
4.1 Entered the information required to open records:
- generd information on the merchandise (] [
- colour, size, dimensions, etc. ] []
- point of order (] [
- purchase order number (] [
- information on the receiving dip (] [
- items on back-order, if applicable D D
- bdancein the sore ] [ 0 or 20
5 UPDATE OF INVENTORY RECORDS
5.1 Entered theinformation required to update records:
- purchase invoice number ] []
- quantity of items sold 1 [
- quantity of items on back-order received ] []
- quantities received after the second order D D
- Quantity in stock D D 0 or 15
PLACE ORDERS
6 PREPARATION OF DOCUMENTS RELATED TO INTER-
STORE TRANSFERS OF MERCHANDISE
6.1 Correctly completed the inter-store transfer form by indicating the
fallowing informetion:
- receiver (] [
- sender (] [
- product classification (] [
- quantity N
- Uunit price D D
- totd vdue ] [ 0 or 10
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Minimum performance sandard: 80 marks

OBSERVATION RESULT
YES NO
7 PREPARATION OF PURCHASE ORDER
7.1 Recorded accurate and complete information on the purchase order:
- Quantity of items D D
- description of items (] [
- purchase order number (] [
- price agreed upon (] [
- means and conditions of transportation ] [] 0 or 10
SHIP MERCHANDISE
8 PREPARATION OF SHIPPING ORDER
8.1 Recorded accurate and complete information on the shipping order:
- degtination of the merchandise (] [
- name of the sender 1 O
- means and conditions of transportation ] []
- additional information related to the shipping (fragile, this side up, (] [ 0 or 10
etc.)
Totd: / 100

Comments:




PROFESSIONAL SALES (5696)

948 215 - COMPUTER TECHNOLOGY (Module 11)

INFORMATION ON THE EVALUATION

This practical examination congsts in evauating the candidates ability to use office software such as database,
spreadsheet, accounting and word processing programs.

It isimportant to note that the eval uation tasks proposed here reflect Stuations in which these programs are used
as pat of the work of a sales consultant. They are intended essentidly to evaluate the candidates ability to
perform basic operations that dlow them to access information, organize information by adding, modifying or
selecting data, and to save information. Candidates are not expected to master these programs.

Candidates will have the fallowing at their disposal:

a microcomputer, and the required peripheras

the required computer programs

a diskette containing the files required to perform different tasks
ingtructions and documents provided by the teacher

The examination will take place in four digtinct stages &fter the candidates have completed the course content
related to the use of the various programs.

The evauation will be based on the contents of the working diskette and the printed documents.

PRODUCE DOCUMENTSUSING WORD PROCESSING SOFTWARE

Candidates will be asked to keyboard a text of approximately one page (prospecting letter, promotional letter,
after-sales service |etter, etc.). Then candidates will be required to make changes to the text, according to the
written ingtructions. Lagtly, they will be required to print the modified text.

UPDATE INVENTORIESAND PREPARE INVOICESUSING ACCOUNTING SOFTWARE

Candidates will be given inventory information related to the field of sales (modification of prices, discounts,
quantities, etc.). Then they will be asked to keyboard the data and modify the data saved during the inventory
update.

Candidates will be given the data saved during the inventory update and related to the field of sales (price,
discounts, quantities, etc.). They will be required to save the data using the proper procedure and to produce two
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invoices that accurately and thoroughly record the relevant information (client name and address, date, quantity,
unit price, discounts, taxes, etc.), while respecting the method of payment (cash, personad cheque, credit card,
etc.). Then, candidates will print the invoices.

CREATE TABLESUSING AN ELECTRONIC SPREADSHEET

Using a patidly completed worksheet containing data related to the fidld of sales (sdesfiguresfor a set period,

sdesforecasts for products, weekly report, etc.), candidates will be required to keyboard data, modify data and
perform caculations. Then, they will print the requested documents.

4.1 Enter or modify data according to ingtructions

Candidates are expected to complete the worksheet by adding a dozen pieces of information in the spots
indicated in the ingtructions.

Candidates will make modificationsinvolving:
- the appearance of cells
- the number of columns or rows
- thetypeof data

4.2 Produce accurate calculaions
Usng data alowing the use of a least two basc aithmetic functions such as addition, subtraction,
multiplication and division or the use of a least two Satigtical functions such as sum, average, minimum or
maximum, candidates are expected to create formulas appropriate for the calculations requested by
previoudy determining the right functions or formulas.

4.3 Present the documents requested

Candidates are expected to use the correct command for saving afile in which they have performed different
tasks.

Candidates are expected to use the correct command for printing their workshest.
CREATE CUSTOMER RECORDS AND SUPPLIER RECORDS USING DATABASE
SOFTWARE

Candidates will be given two structured files (five or Sx fidds) containing previoudy completed records. The first
fileis a customer file with some 50 records and the second file is a supplier file with some 20 records.
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Datarelated to the field of sales should be used, for example:

5.1

52

5.3

54

cregte customer records that contain the following fidlds: customer number, last name, first name, stret, city,
posta code, tel ephone number, etc.

creste supplier records that contain the following fields: supplier number, name, dreet, city, postal code,
telephone number, product code, etc.

Correctly update the file

On the badis of ingtructions and a supplier file containing some 20 records, candidates will be required to
update the file by adding five new records.

Accurately enter the data to be modified

On the basis of ingructions and a customer file, candidates will be required to make five modificaionsto the
origind file by changing the data in two different records such as change of address, change of telephone
number, etc.

Extract the data according to selection criteria

On the basis of a customer file containing some 50 records, candidates will be required to select records
using specific criteria. For example, candidates could be asked to prepare a list of customers living in a
specific area, with aview to sending a promotiond |etter.

Present the printed records or file

Candidates will be required to use the correct command to save the file in which they have performed the

various tasks. Then, they will use the correct command to print the updated file and the sdlection of requested
records.



EVALUATION FORM

PROFESSIONAL SALES Program code: 5696
11 — Computer Technology Module code: 948 215
Candidate' s name:
School: Permanent code:
Date of examination: RESULT: PASS FAIL
Examiner’s signature:
OBSERVATION RESULT
YES NO
1 USE OF WORD PROCESSING SOFTWARE IN ORDER TO:
- cregeafile
- keyboard and make changes to a report
- sveafile
- print afile
1.1 Accuratdly and completely keyboarded the text (] [ 0 or 10
Error tolerance: 3 errors (typing error, omission, etc.)
1.2 Inserted and deleted text according to instructions
- insertions made in correct spots (] [
- deletions made in correct spots ] [] 0 or 5
1.3 Moved text according to instructions ] [ 0O or 5
1.4 Printed the documents
- saving of file ] []
- printing of text D D O or 5
2 USE OF ACCOUNTING SOFTWARE TO ENTER AND MODIFY
DATA RELATED TO UPDATING INVENTORY
2.1 Accuratdy entered the data
- the datais accurate (] [
- dl the data has been included 1 [
- the data has been saved (] [ 0 or 10




948 215

OBSERVATION RESULT
YES NO
2.2 Modified information according to deta ] [ 0O or 5
3 USE OF ACCOUNTING SOFTWARE TO ENTER AND MODIFY
DATA RELATED TO PREPARING AN INVOICE
3.1 Produced an invoice
- accurate entry of data (] [
- thorough entry of data D D
- printing of invoice D D 0 or 10
4 USE OF AN ELECTRONIC SPREADSHEET IN ORDER TO:
- enter or modify data
- docdculations
- savealfile
- print afileor pat of afile
4.1 Entered or modified data according to ingtructions
- modifications affecting the appearance of cdlls ] [
- modifications to the number of columns or rows D D
- definition of type of data (numeric, aphanumeric, aphabetic) (] [ 0 or 10
Error tolerance: 1 error
4.2 Produced accurate calculations D D 0O or 10
4.3 Presented the documents requested
- formatting of worksheet D D
- saving of file (] [
- printing ] [ 0O or 5
5 USE OF DATABASE SOFTWARE IN ORDER TO:
- add or delete records
- modify the content of arecord
- extract datafrom afile
5.1 Correctly updated thefile
- deleted arecord (] [
- added arecord D D
- saved the modifications (] [ 0 or 10
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Minimum performance sandard: 80 marks

OBSERVATION RESULT
YES NO
5.2 Accuratdy entered the data to be modified
- thedataisaccurate ] [
- dl of the data has been included ] [
- the new record has been saved (] [ 0 or 5
5.3 Extracted the data according to sdlection criteria
- extracted arecord ] []
- extracted the fields sdlected according to specific criteria D D 0O or 5
5.4 Presented the printed records or file (] [ 0 or 5
Error tolerance: 2 errors: typing error or incorrect record
Totd: / 100

Comments:




PROFESSIONAL SALES (5696)

948 223 — PROMOTING A PRODUCT AND A SERVICE (Module 12)

INFORMATION ON THE EVALUATION
This practica examination congstsin evauating the candidates ability to promote products and services.

ESTABLISH A PROMOTIONAL STRATEGY

The examiner will prepare alearning Stuation describing the objective of the promotion, the features of the product
or sarvice to be promoted, the promotiona budget and the target clientele,

Candidates will be required to present a promotional Strategy, sdlect the most appropriate medium for the
promotion and explain their choice of medium.

Example

Y ou work for the company Modern Windows, which has chosen the area of Trois-Rivieres to promote a new
type of window because there has been little resdentia housing development in recent years in this area and
because the mgjority of single-family houses were built approximately 20 years ago. A budget of $15 000 has
been set aside to promote “Ultimate Protection” windows, which are reputed to prevent heat and cold from
entering a house, thereby making homes more comfortable in the summer and alowing consumers to save money
on heating during the winter. The windows aso have double locks for greater security. Their priceis currently the
most competitive on the market and an interest-free financing plan is avallable for a five-year period.

Your supervisor asks you to prepare a plan for a promotional strategy and to select the most appropriate
promotional medium to reach the greatest possible number of target customers.

PREPARE A DISPLAY

This part of the examination will be evauated in two Stages.

The examiner will prepare alearning Stuation requiring candidates to prepare a display with atheme.
Example: Mother’s Day

Sage 1

Candidates will select a product or service and will prepare a plan containing al the elements required for the
display. Candidates will dso prepare a sketch of their display.
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Candidates will not be evauated on the quality of their sketch, but on the presence of al the eements required
for the display.

The examiner will review the plan, assign an appropriate mark and indicate, if gpplicable, any changes that need
to be made so that a candidate can continue on to the next stage of setting up the display.

Stage 2

When a candidate Sgnds to the examiner that the digplay is finished, the examiner will proceed with the marking.

PREPARE AN ADVERTISING MESSAGE

Candidates will be required to write an advertisng message for the window promotion described in the preceding
learning Stuation.

The message should be written in a style adapted to the features of the product or service and to the target
dientele, and should dso comply with the rules for writing an advertisng message.

Candidates will aso be asked to provide information on the following:

the objectives of the promotion

the features of the product or service

the advantages for customers

the target clientele

the promotiona medium or media selected



EVALUATION FORM

PROFESSIONAL SALES Program code: 5696
12 — Promoting a Product and a Service Module code: 948 223
Candidate' s name:
School: Permanent code:
Date of examination: RESULT: PASS FAIL
Examiner’s signature:
OBSERVATION RESULT
YES NO

ESTABLISH A PROMOTIONAL STRATEGY
1  PRESENTATION OF THE PROMOTIONAL STRATEGY
1.1 Presented adrategy that takes into consideration:

- the objectives of the promotion ] []

- features of the product or service (] [

- target dientele (] [ 0 or 20
2  CHOICE OF PROMOTIONAL MEDIUM
2.1 Choseamedium:

- inlinewith the promational objective (] [

- inlinewith the promotional budget (] [

- reaching the greatest possible number of customers D D 0O or 15
PREPARE A DISPLAY
3  QUALITY OF THE PLANNING
3.1 Prepared acomplete and detailed list of the dements required for the

disolay:

- choice of main product D D

- choice of complementary product (] [

- choice of appropriate location (] [

- choice of material required for the presentation ] [] 0 or 10
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OBSERVATION RESULT
YES NO
3.2 Presented a sketch of the display D D 0 or 10
Error tolerance: 1 error in the ements of the display
4 QUALITY OF THE PRESENTATION
4.1 Applied display principles:
- choiceof visua dements consistent with the theme ] [
- choice of complementary products associated withthemainproduct [ | [ ]
- appropriate emphasis on products (] [
- balanceiin the shapes used (] [
- harmonious colours (] [ 0 or 15
PREPARE AN ADVERTISING MESSAGE
5 CHOICE OF AN ADVERTISING MESSAGE
5.1 Chose a message gppropriate for the:
- objective of the promotion (] [
- target dientele (] [ 0 or 5
6 QUALITY OF THE DESIGN OF THE MESSAGE
6.1 Chose the content that presents:
- thefeatures of aproduct or service (] [
- benefitsfor the consumer (] [ 0 or 5
6.2 Adopted a style adapted to the:
- features of the product or service (] [
- target dientele (] [
- medium chosen (] [ 0 or 5
6.3 Applied the AIDA modd:
- compliance with mode D D 0O or 5
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OBSERVATION RESULT
YES NO
7 QUALITY OF THE WRITTEN MESSAGE
7.1 Obsarved rulesfor writing an advertisng message:
- short sentences 1 []
- motivating language (] [
- cachy title (] [ 0 or 10
Totd: / 100

Minimum performance standard: 80 marks

Comments:




PROFESSIONAL SALES (5696)

948 233 — TELEPHONE SALES (Module 13)

INFORMATION ON THE EVALUATION

In this practicad examination, candidates will be evauated on their ability to perform telephone sales operations.

The examination will take place during a smulation in which a common consumer product or service is sold by
telephone in the presence of the examiner and a third person playing the role of the customer.

The examiner will prepare at least five telegphone saes scenarios to be given to the candidates at least one week
prior to the examination. The candidates will also be provided with documentation on the product or service to
be offered (technical sheet for the product or service, brochures, list of features and list of prices).

Each candidate s performance should be recorded on video or audio cassette in order to ensure that dl candidates
are evauated fairly.

The proposed scenarios will be smple, involving the sale of predetermined products or services, and will specify:

- the type of product or service that the candidate will offer the customer, aswell asits main festures
- the customer's profile in terms of specific needs
- the objections that the customer will make

The person playing the role of the customer must follow the scenario proposed and adopt the following attitudes:

- be open-minded and positive with the salesperson
- not demongtrate impatience or aggression

- clearly expresshis or her needs

- give only the objections provided in the scenario

Any role-play during which the cusomer DOES NOT comply with the scenario SHOULD NOT be used to
eva uate the candidate.



EVALUATION FORM

PROFESSIONAL SALES Program code: 5696

13 — Telephone Sales Module code: 948 233
Candidate’ s name:

Schoal: Permanent code:

Date of examination: RESULT: PASS FAIL

L]

Examiner’'s signature:

L]

OBSERVATION RESULT
YES NO
ESTABLISH CONTACT WITH THE CUSTOMER
1 USE OF A TECHNIQUE FOR MAKING CONTACT WITH THE
CUSTOMER
1.1 Used an appropriate technique for making contact
- greeted the customer appropriately (] [
- used an attention-getter adapted to the situation ] []
- was courteous D D O or 15
2 QUALITY OF THE TELEPHONE COMMUNICATION
2.1 Observed telephone etiquette
- toneof voice D D
- rhythm D D
- aticulation D D
- pauses (] [ 0 or 15
DETERMINE THE CUSTOMER'SNEEDS
3 APPLICATION OF A PROCESS FOR DETERMINING NEEDS
3.1 Sdected an approach adapted to the Situation
- product-, service- or customer-based approach D D O or 5
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OBSERVATION RESULT
YES NO
3.2 Asked the customer appropriate questions
- inclusion of at least two open-ended, close-ended and leading ] [ 0 or 10
questions
3.3 Correctly restated the customer’s need
- the customer agreed with how the needs were restated ] [ 0O or 5
PRESENT THE PRODUCT OR SERVICE
4  CHOICE OF SALESARGUMENTS
4.1 Chosethe features of the product or service that best met the
customer's needs
- technicd features D D
- business festures (] [ 0 or 10
4.2 Emphasized the features by presenting advantages and benefits
- incluson of at least two advantages of afeature D D
- indusion of abenfit ] [
- compliance with rules of professond ethics D D 0 or 10
5  PRESENTATION OF THE PRODUCT OR SERVICE USING THE
SCENARIO
5.1 Adapted the presentation to the context of telephone sales D D O or 5
RESPOND TO OBJECTIONS
6 USE OF A TECHNIQUE FOR RESPONDING TO OBJECTIONS
6.1 Correctly restated the customer’ s objection
- redtated the customer’ s objections in own words D D
- gpecified the objection ] [ 0O or 5
6.2 Correctly refuted the customer’s objection
- used appropriate arguments to counter the objection (] [
- sought confirmation from the customer D D 0 or 10
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OBSERVATION RESULT
YES NO
CONCLUDE A TELEPHONE SALES
7  USEOFA SALES CONCLUSION TECHNIQUE
7.1 Recognized when to conclude the sde
- suggested that the customer make a decision at the appropriate time D D 0 or 10
Totd: / 100

Minimum performance sandard: 80 marks

Comments:




PROFESSIONAL SALES (5696)

948 242 — THE INTRAPRENEURIAL APPROACH (Module 14)

INFORMATION ON THE EVALUATION

Evauation of the candidates participation will be basad on information gathered a certain times during the learning
activities. However, a definitive evaduation by criterion component should be done only at the end of the
correponding phase in the learning Situation.

The evauation should not focus on the accuracy of candidates perceptions or opinions, but rather on whether
they have based their perceptions or opinions on arguments or examples.

PHASE 1: INFORMATION ON THE DEMONSTRATION OF INTRAPRENEURSHIP IN

11

1.2

SALES

GATHER INFORMATION ON THE TOPICS TO BE COVERED

Candidates are expected to provide information in writing on a sheet handed out by the teecher thet indicates
the aspectsto be dedlt with.

The teacher will present awritten testimonial of an intrgpreneur that will highlight the following dements
- factorsthat contributed to the intrapreneur’ s success
- obstacles thet he or she had to overcome

- methods used to compensate for persona limitations

An example of atestimonid is provided in the gppendix.

PHASE 2: EXPLORATION OF INTRAPRENEURIAL POTENTIAL

PROVIDE THE INFORMATION REQUESTED

Candidates are expected to prepare in writing the information thet they will present during agroup discusson.
During this activity, the teacher will ensure that each candidate presents the information requested in a
coherent manner.
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PHASE 3: ASSESSMENT OF THEIR INTRAPRENEURIAL POTENTIAL

3

WRITE A REPORT ASSESSING THEIR INTRAPRENEURIAL POTENTIAL

Candidates will prepare awritten report which presents two personal characteristics corresponding to the
typica profile of an intrapreneur aswel as two aspectsto improve in order to increase their intrgpreneuria
potential. Two examples must be provided for each characteristic and aspect.

SHARE THE CONTENT OF THEIR REPORT WITH THE CLASS

The teacher will ensure that each candidate has the time required during the group discussion to present the
content of the report and to discuss it with classmates. The evauation will focus primarily on the interest
demondtrated by the candidate during the group discussion.
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APPENDIX

Interview with Peter Martin, Director of Appliance Sales and Distribution
Québec Natural Gas

Peter Martin is known as an intrgpreneur who has had an interesting career. Thisis a summary of an interview
during which he explained his views and how he went about setting up and managing an equipment saes and
digtribution service in alarge naturd gas company.

In 1983, there was an increase in the demand for converson from oil to dectricity or natura gas. The Board of
Directors of the company, Québec Natural Gas, wanted to take advantage of thistrend to diversify the company’s
activities. Activities had to be related to naturd gas and were to be sdlf-financing.

At that time, Peter Martin, an employee of the sales department, presented his project, which conssted in the retall
sdeand leasng of gas gopliances amed primarily at the resdentid market: microwave ovens, diswashers, dothes
washers and dryers, stoves, €tc.

Mr. Martin had the reputation of being a well-organized department head, very systematic and with an gptitude
for sdes, who enjoyed working with numbers and listening to customers. In fact, the idea of sdling naturd gas
household gppliances came from his customers.

He presented his project to the Board of Directors and explained the Srategies that he wanted to use, by providing
forecasts of operating costs and profits as well as atimetable. The Board of Directors approved the project
because it met the established criteria and presented the idea to the work team, which accepted it.

In the beginning Mr. Martin experienced some problems. The system was not set up for retail sdes and some
sdespeople were resisting the change; the company was aso beginning to increase its profitability requirements.

Still convinced that hisideawas feasble, Mr. Martin set up a structure that involved dl the other sdespeople by
offering an interesting bonus for sales exceeding $10 000 per month. He then visited the suppliers of these
household gppliances and negotiated reduced prices on quantities, thereby increasing the sdes volume and profit
margin.

After the third year of implementation, profits exceeded 20 percent of the forecasts. Mr. Martin soon received
abonus asareward for hisintrapreneurid initiative,



PARTICIPATION EVALUATION FORM

PROFESSIONAL SALES Program code:

14 — The Intrapreneurial Approach Module code: 948 242
Candidate’ s name:

Schooal: Permanent code:

Date of examination: RESULT: PASS FAIL

L]

Examiner’s signature:

L]

MARK
PARTICIPATION INDICATORS
YES NO
PHASE 1. INFORMATION ON THE DEMONSTRATION OF INTRAPRENEURSHIP IN
SALES

1  GATHERINFORMATION ON THE TOPICS TO BE COVERED
1.1 Presented the main information on the following topics D D

- the phenomenon of intrapreneurship in the sales sector

- the persond qudlities required for intrapreneurship
1.2 Inthetestimonia of an intrapreneur, identified: ] []

- & least two factorsthat contributed to the person’s success
- at least two obstacles that the person had to overcome
- & least two methods that the person used to overcome these obstacles

PHASE 2: EXPLORATION OF INTRAPRENEURIAL POTENTIAL

2 PROVIDE THE INFORMATION REQUESTED

2.1 Produced information on their persond and professiona achievements by emphasizing
their contribution

2.2 Gave an example of agtuation in which they demonstrated one of the following aspects.
- ther cagpacity to adapt to change
- thar capacity to live with uncertainty
- ther capacity to manage stress
- their cgpacity to take on respongibility
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PARTICIPATION INDICATORS

MARK
YES NO

2.3 Gave an example of a gtuation in which they experienced a sense of belonging to a
group

PHASE 3: ASSESSMENT OF THEIR INTRAPRENEURIAL POTENTIAL

3 WRITE A REPORT ASSESSING THEIR INTRAPRENEURIAL POTENTIAL

3.1 Usng examples, showed evidence of at least two persona characteristics required for
intrapreneurship

3.2 Usng examples, identified two aspects they need to improve in order to increase their
intrapreneuria potential

4 SHARE THE CONTENT OF THEIR REPORT WITH THE CLASS

4.1 Actively participated in adiscusson on the content of their report with the class

N

Minimum performance sandard: 6 Y ESes out of 8

Comments:




PROFESSIONAL SALES (5696)

948 253 — PROSPECTING (Module 15)

INFORMATION ON THE EVALUATION

Thisisacombined examination that consgtsin eva uating the candidetes ghility to plan the canvassing of asdes
area.

Candidates will have the following at ther disposd:
- ateephone
- the necessary reference documents

- potentia customer records

Suggested duration: 2 hoursand 30 minutes
DEFINE THE SALESTERRITORY
1 DETERMINATION OF SECTORSWITH GOOD PROSPECTING POTENTIAL

1.1 Match product with characterigtics of the sectors chosen
Using aligt of three products or services and characteristics of three sectors, candidates are expected to
idenﬁfy the sectors with good prospecting potentia by taking into account the festures of the product or
service,
The teacher will prepare two learning Situations.
Five marks will be given for each learning Situation.
Example of alearning situation:
Thefollowing isalist of three products or services:
- built-in pool or car shelter

- roof renovation
- quick copy service
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2.1

Thefollowing isalig of three sectors:

Sector 1 Sector 2 Sector 3
1 car dealer 1 hospital 30 houses built more than 25
years ago
1 CEGEP and high school 1 golf club
1 pastry shop
15 multiunit dwdlings 50 residences occupied by
professionds 1 fitness centre
3 medium-size businesses
1 bicycle path 2 senior citizen homes
1 commercia street
3 video clubs 8 businesses established more
than 20 years ago

Match each product or service with the most appropriate sector.
Answers.  Built-in pool (sector 2)

Roof renovation (sector 3)
Quick copy service (sector 1)

ESTIMATE OF THE TIME REQUIRED FOR PROSPECTING

Redidicaly estimate the time required for progpecting

On the bagis of two smple learning Stuations, and usng amap of the sdected region and alist of potentia
customers, the candidates must estimate as redigtically as possible the time required to canvass customers
in agiven teritory.

The learning Situations should clearly indicate the locations of the potential customers and the office of the
sal esperson on the map.

Example of alearning situation:

Jean-Pierreis arepresentative for Perfecto photocopiers. Today he was asked to vist the following potentia
customersin the Laurentian region:

Customer 1: the Service de copie rapide, located at 640 Labelle in Saint-Janvier-de-Mirabel
Customer 2: Métivier printer, located at 515 Sainte-Rose in Lava

Customer 3: Lessard pharmacy, located at 1001 Saint-Georges in Saint-Jéréme

Jean-Pierre will leave from his office, located on the corner of Henri-Bourassaand Acadie & 10 am.

Egtimate the amount of time required for the three visits, consdering that he will aso be taking one hour for
lunch.
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The candidates should take the following into account in their answers:

- the time required to get to the first customer and to get back from the last
- thetime required to get from one customer to the next
- thetime required for each presentation (gpproximately 45 minutes)

Fve marks will be given for each learning Stuation.

TARGET POTENTIAL CUSTOMERS

31

LINKS BETWEEN THE FEATURES OF THE PRODUCT OR SERVICE AND THE TARGET
CLIENTELE

Match the features of the product or service offered with the target clientele

Candidates will be given two learning Stuations describing the objectives of a company’s prospecting plan,
as well as the characteridtics of the target clientele. Candidates will be required to determine who is a
potentia customer and why.

For each learning Stuation, five marks will be given if a candidate has correctly identified a potentia
customer, and five marks will be given for the candidate’ s explanation of the answer.

Thefallowing learning Situation gpplies to asarvice, however, the teecher may adapt it for use with a product.
Example of alearning situation for a service:

Bédard Renovations Inc. is a young company that was started in a Montréa suburb ayear ago. Itsgod is
to increase its clientele by 20 percent this year, therefore, the salesperson is asked to vigt two potentid
customers this week.

Customer 1:
Louise Martd hasjust moved into anew house that she purchased with an inheritance from her parents. She
can meet with the salesperson Tuesday or Wednesday evening.

Customer 2:
Ludovic, alaboratory technician and father of three, likesto soend his evenings & home. He has been saving
for some time now in order to renovate the bathroom in his home.

For an individua to be sdlected and become a potential customer, certain conditions must be met. For eech
of the two preceding customers, complete the following table and indicate whether the conditions are met
and if theindividud isapotentid customer.
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Note: There may be one or more empty boxesin the table.

Condition(s)

Condition(s)

Potential customer

met unmet
YES NO
Customer 1
Customer 2
Answer:
Condition(s) met Condition(s) Potential customer
unmet YES NO
Customer 1 Ability to pay No immediate need (no need /
Possibility of meeting for renovations)
Customer 2 Immediate need
Ability to pay /
Possibility of meeting

BUILD UP A RECORD OF POTENTIAL CUSTOMERS

4 ENTRY OF DATA COLLECTED

4.1 Onthe bass of data on five customers, candidates are expected to:

a) choosethe relevant datato record in the prospecting record, such as:

b)

- the name, address and telephone number of the customer
- the customer’ s occupation
- the number of dependants
- the name of the person who referred the customer, if gpplicable

The ligt of data provided by the teacher must contain some irrelevant information.

correctly record al the data selected
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SELECT AN APPROACH TO BE USED WITH POTENTIAL CUSTOMERS

5.1

CHOICE OF TY PE OF PROSPECTING

Choose atype of prospecting adapted to the customer’ s Situation

On the basis of alearning Situation, candidates are expected to choose atype of prospecting adapted to the
Stuation of the potentid customer.

Example of alearning situation:

The company Flyaway receives a new line of suitcases cdled "PRO suitcases.” In order to promote the
suitcases, the company launches a two-month contest for its salespeople. The prize is aweekend for two
in aluxury hotel in Québec City, al expenses paid. The supervisor, Claude Champagne, suggests that the
sdespeople choose atype of prospecting by taking into account the Situation of each potentia customer.

Thefollowing isalist of the customers that L ouise Blanchard decides to approach:

Customer 1:
Her neighbour, an engineer, is working with a large number of professonas on a specid recongtruction
project in Saudi Arabia.

Customer 2:
Gerdd Fortier is a member of the Rosemeére golf club and represents the Association des golfeurs du
Québec.

E/Il;rsl;[ oLra?r?;r?ezis arepresentative of the Omeadi company, which pecidizesin advertiang. Hiswork requires
him to travel throughout Montréd, its suburbs and in the Laurentians.

What type of prospecting is appropriate for each of the three customers?

Answers:

Customer 1: indirect progpecting (by centre of influence)

Customer 2: direct prospecting
Customer 3: direct prospecting
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5.2 Choose relevant prospecting methods

On the badis of the preceding learning Situation, candidates are expected to choose one or more prospecting
methods and to explain their choice.

Examplefor customer 3:
Candidates are expected to choose a prospecting letter as the method of prospecting because this customer
travels often and is difficult to reach otherwise.

ARRANGE APPOINTMENTSWITH POTENTIAL CUSTOMERS

6 QUALITY OF THE PROSPECTING LETTER

On the basis of alearning Situation, candidates are expected to write a prospecting letter in order to arrange
ameseting with the potentid customers (see the evaduation form for the prospecting |etter).

Example of alearning situation:

The company Tot-Wood has been in business for the last five years and specidizes in manufacturing and
sling children'sfurniture. It has just marketed a smal multipurpose chair, that is, a chair that can be turned
upside down and become atable or small stool.

Sales have exceeded expectations because the chair sells for the low price of $25.

Given the presence of new daycares and kindergartens in Québec, Guy Lamarre, the company's owner,
decidesto explore this area.

He asks his two best sdespeople to write aletter that he will send out.
Thefeatures of the chair:

- in white melamine, cube shaped

- suitable for children 3to 7 years old
-45cmx45cmx45cm (18 x 18" x 18")
- foldable, safe, etc.



948 253 7

7 QUALITY OF THE TELEPHONE CALL

The evauation Stuation will consst in a smulation of a telephone cdl to make contact with a potentia
customer.

The scenario will indude:

- atdephone record containing the following information: name of the company and contact person, subject
of the call, steps previoudy taken, arguments to present, etc.

- information on the salesperson's company

- the characterigtics of the speaker and alist of objections likely to be raised by him or her

It isimportant to note that in al cases, the speaker should accept the proposed gppointment.



EVALUATION FORM FOR THE APPOINTMENT

PROFESSIONAL SALES Program code: 5696
15 — Prospecting Module code: 948 253

Candidate' s name:

School: Permanent code:

Date of examination:; RESULT: PASS FAIL

I D

Examiner’ s signature:

OBSERVATION RESULT

YES NO

DEFINE THE SALESTERRITORY

1 DETERMINATION OF SECTORS WITH GOOD PROSPECTING
POTENTIAL

1.1 Matched product with characteristics of the sectors chosen D D 0 or 10

2 ESTIMATE OF THE TIME REQUIRED FOR PROSPECTING

2.1 Redidicaly etimated the time required for prospecting (] [ 0 or 10
TARGET POTENTIAL CUSTOMERS

3 LINKS BETWEEN THE FEATURES OF THE PRODUCT OR
SERVICE AND THE TARGET CLIENTELE

3.1 Matched the features of the product or service offered with the target ] [] 0 or 20
dientde

BUILD UP A RECORD OF POTENTIAL CUSTOMERS

4 ENTRY OF DATA COLLECTED
4.1 Collected relevant data (] [ 0 or 5

4.2 Accuraey entered data collected ] [ 0O or 5
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OBSERVATION

RESULT

SELECT AN APPROACH TO BEUSED WITH POTENTIAL
CUSTOMERS

5  CHOICE OF TYPE OF PROSPECTING
5.1 Choseatype of prospecting adapted to the customer’ s Situation

5.2 Choserelevant prospecting methods

ARRANGE APPOINTMENTSWITH POTENTIAL
CUSTOMERS

6 QUALITY OF THE PROSPECTING LETTER

6.1 Prospecting letter was in accordance with the sample

AIDA method
- introduction amed at getting attention

- text amed at raising interest and increasing the desire to purchase
(highlighting the characteridtics of the company in rdaion to its
competition)

- conclusion leading to an gppointment

6.2 Incduded rlevant content
- incluson of the features of the product or service
- indusion of three arguments

6.3 Applied principles of written communication
- useof gppropriate vocabulary (business language)
- correct sentence structure
- correct grammar
- correct spelling
- correct punctuation

6.4 Presented the letter in accordance with requirements
- layout of text
- neatness

- legibility

YES NO

00 ooodo g oo oo
00 ooodo g oo oo

0O or 10
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OBSERVATION RESULT
YES NO
7  QUALITY OF THE TELEPHONE CALL
7.1 Observed the procedure for arranging appointments by telephone
- initial contact HE
- persondl introduction ] []
- demondtration (subject of the call and response to objections) D D
- conclusion (making of gppointment) D D
- closure ] [ 0O or 5
7.2 Used statements related to the products and services
- asked questions about the product or service (] [
- responded to objections D D
- persevered (did not conclude the conversation after the first D D O or 5
objection)
7.3 Applied rules of communication:
- listened actively (] [
- used acam, collected tone of voice ] [
- was courteous D D 0O or 5
Totd: / 100

Minimum performance standard for the entire examination: 80 marks

Comments:




PROFESSIONAL SALES (5696)

948 262 — JOB SEARCH TECHNIQUES (Module 16)

INFORMATION ON THE EVALUATION

In this practical examination, candidates will be evauated on their ability to write arésumé and ajob application
letter and to undergo a sdlection interview.

PLAN A JOB SEARCH

Candidates are expected to comply with the usua rules of presentation for arésumeé (approximately oneto three
pages).

Candidates are expected to present their résumé in printed form.

DRAFT A JOB APPLICATION LETTER

Candidates will be given a stuation in which an employer offers them the position of saesperson and which
describes the type of company, the job requirements and the qualifications sought. Candidates will be asked to
write ajob application letter in response to this offer.

Candidates are expected to present their letter in printed form.

PREPARE AND UNDERGO A SELECTION INTERVIEW

A sHection interview of approximately 5 to 10 minutes will be smulated for each candidate. To do so, different
scenarios will be provided; these will describe the type of company and job and the employer's requirements. The
scenarios will be given to the candidates sufficiently ahead of time so that they may adequately prepare for the
interview.

The role of the employer could be played by the teacher or, better yet, by a qudified resource person. The
employer's comments should be identica for dl the candidates.

It is strongly suggested that the interviews be recorded on video to facilitate the eventud evauation of the
candidates performance.



EVALUATION FORM

PROFESSIONAL SALES Program code: 5696
16 — Job Search Techniques Module code: 948 262
Candidate’ s name:
School: Permanent code:
Date of examination: RESULT: PASS FAIL
Examiner’ s signature:
OBSERVATION RESULT
YES NO
1  APPLICATION OF RULESFOR WRITING A RESUME
1.1 Presented rlevant persond information
- name, address and telephone number ] [ 0O or 5
1.2 Presented relevant information on their education and kills
- level of schooling HE
- diplomas obtained D D
- other training, if goplicable D D O or 5
1.3 Presented rdevant information on their work experience
- paid work ] []
- volunteer work, if applicable ] [] 0 or 5
2 PRODUCTION OF THE RESUME
2.1 Produced arésume that complies with rules of writing and presentation
- precise, coherent style D D
- no pdling mistakes D D
- adequate layout of text ] [
- legihility of document ] [
- nestness of document (o erasures or tains) (] [ 0 or 15
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OBSERVATION RESULT
YES NO
3  APPLICATION OF RULES FOR WRITING A JOB
APPLICATION LETTER
3.1 Indicated knowledge of the job requirements D D O or 5
3.2 Emphasized their gptitudes and persond qudities
- persond aptitudes (] [
- persond qudities D D O or 5
3.3 Appropriately demongtrated interest in the job
- gavereasons
related to tasks and responsibilities (] [
related to the experience requested (] [
- made connections between the job requirements and persond skills D D O or 5
3.4 Indicated their availahility to provide other information or meet for an (] [ 0 or 5
interview
4 PRODUCTION OF THE JOB APPLICATION LETTER
4.1 Produced ajob application letter that complies with rules of writing and
presentation
- precise, coherent style D D
- no spdling mistakes ] [
- text layout in conformity with the usud rules of presentation for D D
letters
_ legihility of the letter (1 [
- heatness of the letter (No erasures or staing) D D 0 or 10
5 UNDERGO A SELECTION INTERVIEW
5.1 Demongrated good knowledge of the company, the type of job and the
requirements
- presented a short summary on:
. the type of company (] [
. thetypeof job ] []
- the main job requirements D D O or 5
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OBSERVATION RESULT
YES NO
5.2 Showed interest in the job ] [ 0O or 5
5.3 Gaverdevant answersto questions
- precise answers 1 [
- well-gructured answers D D 0 or 10
54 Waswdl groomed
- gppropriate clothing ] []
- good hygiene (] [ 0 or 5
55 Ligened actively D D 0O or 5
5.6 Formulated clear, precise statements
- ingenerd
used anormal speed of speaking D D
used adequate intonation ] [ 0O or 5
5.7 Adopted attitudes appropriate to the Situation
- «df-confidence 1 [
- open-mindedness D D O or 5
Totd: / 100

Minimum performance standard: 80 marks

Comments:




PROFESSIONAL SALES (5696)

948 278 — ENTERING THE WORK FORCE (Module 17)

INFORMATION ON THE EVALUATION

Evauation of the candidates participation will be based on observations made a certain times during the
practicum by the teacher and the practicum supervisor at the host company. It will aso be based on the
candidates achievements (notes on looking for a practicum position, observation sheets, questionnaires, journds,
practicum report, tc.).

PHASE 1: PREPARATION FOR THE PRACTICUM

The teacher will provide candidates with documents to support and supervise them in gathering and synthesizing
information.

PHASE 2: PARTICIPATION IN SELLING PRODUCTS OR SERVICES

The activities that the candidates should perform during their practicum must first be determined during a mesting
between those in charge of the practicum at the host company and at the educationd ingtitution.

The evauation must take into account the following aspects:

- an assessment of the candidate's participation by the practicum supervisor a the host company; it is
recommended that instruments (checklists) be prepared for this person so that he or she can make a decison
regardlng

the candidate’ s behaviour in performing the tasks assigned
- the candidate' s attitude in interpersond relations (colleagues, practicum supervisor, customers)
- compliance with company policies
- compliance with the rules of professond ethics
application of the total quaity approach
- the observations and information gathered by the teacher during visits to the practicum site
- the observations recorded by the candidate in the journa during the practicum

PHASE 3: EVALUATION OF THE PRACTICUM

In order to prepare for the group discussion, candidates will refer to:

- ther journd

the evauation form completed by the practicum supervisor at the host company
the evauation form completed by the teacher in charge of supervising the practicum
their salf-evauation

their practicum report



PARTICIPATION EVALUATION FORM

PROFESSIONAL SALES Program code: 5696
17 — Entering the Work Force Module code: 948 278
Candidate' s name:
School: Permanent code:
Date of examination: RESULT: PASS FAIL
Examiner’ s signature:
PARTICIPATION INDICATORS MARK
YES NO
PHASE 1: PREPARATION FOR THE PRACTICUM
1  SEEK A PRACTICUM HOST, IN ACCORDANCE WITH INSTRUCTIONS
1.1 Prepared alist of at least three companies contacted for the practicum, indicating the (] [
seection criteria used
- explained their choice in terms of agptitudes, preferences and interests
1.2 Identified the company selected and the person responsible for the practicum, and D D
provided a confirmation of their commitment as trainees
PHASE 2: PARTICIPATION IN SELLING PRODUCTS OR SERVICES
2 NOTE THE INFORMATION REQUIRED IN THE JOURNAL
2.1 Noted the information on the company and their practicum experience D D
2.2 Noted the features of the company’s products or services D D
3 DEMONSTRATE A PROFESSIONAL ATTITUDE WHEN CARRYING OUT
TASKS
3.1 Cooperated in carrying out the tasks assigned (] [
- demongrated availability, open-mindedness, flexibility and interest
3.2 Showed concern for applying the rules of professional ethics (] [
- repect, attentiveness to others, dependability
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sudents

PARTICIPATION INDICATORS MARK
YES NO
3.3 Complied with the company’s policies and requirements D D
- good atendance, punctudity, compliance with work methods established in the
company
3.4 Adopted intrapreneuria behaviours during the practicum ] []
- feding of belonging, respect for others' property, sense of initiative, etc.
3.5  Showed concern for applying atotal quality approach to each task carried out (] [
PHASE 3: EVALUATION OF THE PRACTICUM
4 DRAFT A PRACTICUM REPORT
4.1 Presented areport describing: D D
- the company (type of business)
- the characterigtics of the clientde
- sdesmethods
- promotional approach
- dter-sdessarvice
4.2 Presented in their report their analysis files of products or services D D
4.3 Presented in their report a self-evauation of the practicum D D
5 EXPRESS AN OPINION ON THE PRACTICUM
5.1 Shared their opinion of their practicum experience with the teacher and with the group of D D

Minimum performance standard: 10 YESes out of 13, including 1.2, 2.1, 3.1, 3.3, 3.5,4.1,4.2, 43 and 5.1

Comments:




