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Customer and Commercial Development  
(CCD) 

 

Preliminary course descriptions 

Creating Innovation and Customer Value (Course 1) 

By understanding that integrated marketing and sales functions are crucial to a company’s success, you will 

learn how to drive marketing and sales more strategically in an organization. You will learn to translate the 

corporate strategy into marketing and sales strategies, tasks, and processes and how to align marketing and 

sales roles, sales activities, go-to-market strategies, with the value proposition, customer buying behavior 

and the corporate strategy. You will understand the need of sales and marketing to cooperate and 

integrate activities with other company functions, such as Finance, R&D, Production, Procurement, 

Omnichannel Management, etc. You will learn important core theories and concepts of consumer behavior 

that helps you to realize the importance of customer dialogue to create customer value, satisfaction, and 

loyalty.  

 

Business Models for Digital Platform Ecosystems (Course 2)  

Customers are more knowledgeable, have easier access to product and company information than ever, 

the touchpoints between buyers and sellers have increased in number and sophistication, and selling 

takes place in many different channels. The digital platforms may more and more often become the 

foreground in the future whereas the physical activities may more often become the background. 

However, the company cannot be present on all available platforms, and the challenge is to find the 

best solution that creates value for the customer and the firm.  To prepare you for this new complex 

reality and give the firm a competitive advantage digital platform leadership becomes vital. It is 

important to align all the company’s activities and multiple platforms to secure a holistic and relevant 

customer journey in all touchpoints and provide a streamlined and personal communication. Therefore, 

you will learn to identify, design and assess innovative business models for digital platforms. You will get 

an understanding of the dynamics of digital platform ecosystems and that these digital platform 

ecosystems requires new value chains, new business models and new sets of partnering relationships. 

You will get an understanding of the many cross-functional and multidisciplinary elements that have to 

be in place for business development to prosper and grow.  
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Big Data Commercial Strategies (Course 3) 

Digitalization not only presents unprecedented challenges and profoundly disrupts whole industries, but 

also changes the way companies do business and changes the ways that consumers interact with 

companies, brand and each other. Consumers now have louder voices than they used to, they are more 

social connected than they have ever been, they expect more of the companies and their offerings, and 

information reaches them faster than ever before. Hence, digitalization influences the way we 

communicate, consume, work, buy, and sell, and digitalization unfolds new opportunities. You will get 

an understanding of how digitalization and technology will affect companies, their business models and 

strategies, and enables stronger engagement with customers. Digital technologies offer the company 

with new possibilities for creating, communicating, delivering and exchanging value to customers. New 

methods, tools, and techniques are required to embrace the digital transformation of marketing and 

sales strategies that in turn can create positive, relevant, and outstanding customer experiences across 

all channels and touchpoints, and drive business performance and growth. Special emphasis will be on 

understanding what the various digital platforms offer to companies and how to build digital marketing 

and sales strategies.  

 

Sales Implementation (Course 4) 

The course will enable you to understand the relationship between business strategy and sales. The 

focus of the course will be implementation of strategic sales throughout an organization. You will get an 

understanding of sales methods and selling behavior in relation to specific markets and strategies. The 

course will focus on both theoretical and analytical abilities as well as practical skills in sales. By 

combining the strategic understanding of sales roles and its organization with knowledge of how to lead 

and manage dynamic sales forces to become more productive in an increasingly more complex, 

uncertain, volatile and diverse environment, you will learn how to choose the optimal selling behavior 

that effectively transforms and enhances sales negotiations (including persuasion skills) into actual 

sales. Through hands-on experiences with real sales cases you will learn how sales roles often differ by 

customer segments, selling processes and purchase motives. This knowledge will allow you to transform 

sales strategies into implementation plans that contribute to business performance. 

 

Business Intelligence and Customer Insight (Course 5) 

Companies today are facing oceans of data about customers, markets, competitors, transactional sales 

data, product mix data, and even real time data, often resulting in information overload. You will get an 

overview of the digital landscape and the role key technologies such as cloud computing, social media, 
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mobile and analytics to better capture and analyze customers’ data. Hereby, you will gain deep insights 

into how to get access to the right data and tap into specific analytics and methods to motivate and lead 

marketing and sales people, and align the marketing and sales processes to fit the corporate strategy. 

You will work with digital tools, techniques and frameworks essential to transform data into relevant 

information on sales performance and efficiency and to develop key performance indicators for revenue 

and business profitability. Especially you will learn how analytic techniques can help companies to 

understand not only how customers have behaved in the past, but also to make accurate predictions 

about how customers behave in the future, which in turn can help to optimize marketing messages, 

product choices and other elements of the marketing mix.  

 

Developing and Incentivizing Marketing and Sales Functions (Course 6) 

You will learn how to design sales organizations and how to build compensation and incentive strategies 

that attract, motivate and retain the right sales people around the company’s mission, vision, and 

strategy to increase business performance and growth. You will get an understanding of how to align 

marketing and sales processes and compensation strategies that motivate the sales force to use the 

right multiple sales channels to go after the right offers, the right markets, and the right segments. This 

will allow you to capture and determine how sales leadership and management drives business.  

 

Customer and Firm Profitability (Course 7) 

You will learn how to maximize sales performance by understanding how to reduce cost while 

increasing sales. You will work with costs, profitability and value creation tools and techniques that 

provide you with a transparent fact-based financial foundation for strategic sales decisions with the 

purpose to drive business performance in terms of Customer Equity (CE), Customer Profitability Analysis 

(CPA) and Customer Lifetime Value (CLV). You will learn how to deploy key account management and 

understand that every customer has different expectations and needs that is the foundation for sales 

force engagement with the customers. 

 

Commercial Business Project (Course 8) 

The course will enable you to identify why, when and how to determine the optimal course of action in 

a sales process. Using a combination of simulation games and cases, you will learn the impact of 

different strategies and actions in the sales process. The simulation game will enable you to choose 

from different possible actions, and evaluate the effects and implications of your choices in 

retrospective. Making decisions is a core capability for sales managers. Upon completion of this course, 
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you will be able to qualify your decisions for sales performance. Through hands-on experience with real 

sales management cases as well a simulation games allowing you to see the long-term impact of your 

strategic sales decisions on a virtual company, you will understand when, why, and how practitioners 

use these different marketing and sales management principles to achieve increased business 

performance. Through this knowledge, you will learn how to build, maintain and manage a modern 

sales function that integrates the marketing function and cooperates with other business functions and 

hereby contributes to company profitability and growth. 

Content and structure of the programme  
 

Figure 1 Customer and Commercial Development (CCD) 

Content and Structure 

 

 

Competencies and skills achieved 

By attending this programme, you will improve your ability to:         

 Design, manage and operate an omnichannel marketing and sales function 

 Align the marketing and sales function with values, missions, and strategic plans of the company 

 Understand how digitalization can create radical improvements of sales efficiency, customer 

dialogue and market orientation 

 Use data to create relevant information on customer value, sales and marketing efficiency, and 

company profitability 
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 Drive sales more strategically by translating corporate strategies into sales strategies, tasks, and 

processes easily understood by the sales force and the rest of the organization 

 Define target customers and identify how their needs are successfully met 

 Align the sales force roles and activities to corporate strategy and customer buying behavior 

 Ensure that sales recruitment, development, compensation, and performance management 

support the corporate strategy 

 Develop account management and segment management strategies based on customer 

profitability 

 Apply tools and techniques for measuring and managing profitability and value creation across 

customers, products, channels, markets etc. to facilitate sales strategy development.   


