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Project presentation 

The EU is a leader of global trade: in 2012, EU agriproduct exports reached a record high of 138 
billion €, 7% of all EU exports (European Commission, Monitoring EU Agri-Food Trade: 
Development until July 2019). Agriproducts represent 10.6% of intra-EU trade with internal 
market value of 372 Bn € (DG Agriculture and Rural Development, Farm Economics Unit, 
Statistical Factsheet 2019). 

Agriculture and the food related industries and services together provide almost 44 million jobs 
in the EU. The food production and processing chain accounts for 7.5% of employment and 3.7% 
of total value added in the EU (DG Agriculture and Rural Development, Agri-food trade in 2018: 
another successful year for agri-food trade) 

The food and drink industry is the EU’s biggest manufacturing sector in terms of jobs and value 
added. 

 The above calls for the pivotal role of retailers and distributors to add value through branding 
and marketing high quality EU agriproducts. This requires market intermediaries able to properly 
operate in global markets, both as suppliers and buyers of high quality EU agriproducts. 

At present there is no curricula in HEI to empower such market intermediaries with the set of 
knowledge and competences to tackle the challenges of ever-changing global markets for 
agriproducts. What is currently available are curricula that focus in a compartmentalised way only 
on one aspect of generalised agriproducts: students either study agronomy, or law for international 
trade, or marketing, etc. Such “silos” approach undermines the ability of the EU to maintain its 
global market share and enhance efficiencies of the Internal Market through better positioning of 
its products. 

There is the need to establish innovative curricula to educate professional intermediaries to 
properly position on both the supply (i.e. producers/sellers) and the demand side (i.e. international 
buyers) EU high quality agriproducts. 

SMaRT will develop, test and validate and promote a 20 ECTS credit course based on a balanced 
mixture of classroom, e-learning, game-based learning and WBL, embedded in the current 
educational offer of 4 HEIs in 4 Countries, which will be promoted and maintained for at least 
three years after the end of funding. During the project at least 80 students (20 per country) will 
be directly involved in the course. 
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Task, templates, and instructions 

The SMaRT starts it work on the curricula on Sales management in Agri-food sector to empower 
such market intermediaries with a need analysis, which consist, on one hand, in a secondary 
research to better circumstantiate all the different issue and aspects of the topic and define more 
specifically the focus of all single sections of the curriculum to be developed. On the other hand, 
a field analysis is carried out through the organisation of series of focus groups with SMEs 
representatives and students to identify the skills needs. The results of both activities allows to 
advance in the definition of content, structure and model for the new curriculum. In this report, 
we present the results of the field analysis 

 

The Intellectual Outputs  

Intellectual Output 1. Task 1.2: FIELD ANALYSIS  

CHAMBERS/BUSINESS REPRESENTATIVES will share and validate the methodological 
structure, aims and tools prepared to:  

• obtain information (questionnaires)  
• conduct focus groups  
• analyse the data collected and to prepare reports to be sent to the coordinator to draw up 

the final analysis report 

In the kick-off meeting held on 17th and 18th December 2020 via Teams participants agreed to 
conduct 2 focus groups per participating partner: 

• one focus group consisting of 6-8 participants/ SMSs, organized and conducted by 
Chamber/business representatives and  

• one focus group consisting of 6-8 participants/ students, organized and conducted by 
academic partners. 

• If focus groups are conducted via ZOOM it is recommended to split large groups into 
two smaller groups (3-4 participants). If there is a problem due to Covid situation 
exceptionally individual interviews can be conducted. 

• Interview questions are translated into national languages. 
• Interviews are in the national languages and recorded. If participants disagree with 

recording, make accurate notes with as many as possible quotations.  
• Reports are in the English language. 
• All 7 focus groups will be conducted between 1st February and 25th February 2021.  
• The analysis needs to be sent to the coordinator (UP Anita Trnavčević) and lead partner 

Teresa Torres Coronas by 26th February. 

Based on this division of tasks, the following structure for conducting field research is proposed:  

 

Table 1:  Focus groups structure  

Participants/stakeholders Students Companies - SMS 
Sample Master students SMS (including agri-tourism) 
Data collection methods Focus group 

6-8 students 
(in person or via Teams, 
ZOOM) 

Focus group 
6-8 SMSs 
(in person or via Teams, 
ZOOM) 
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Questions to be asked The list is presented below The list is presented below 
Transcripts Voice recorded, 

minutes/accurate summary 
with quotations, keep the 
voice recording. 

Voice recorded, 
minutes/accurate summary 
with quotations 

Analysis Identify key issues regarding 
the focus and content 
relevance for agri-food 
industry, teaching methods 
and learning activities, 
students’ proposals. 

Identify key issues: 
 
Advantages to work in agri-
food sector, restraints, 
competencies (knowledge, 
skills, attitudes) 
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Partners (Poland, Spain, Slovenia, Italy) have sent the proposed questions which are presented 
in the list of questions.  
 
Table 2: List of proposed questions 
 

Q for students 
- What students need to be employable in agri-food sector?  
- How do the courses correspond with the needs in the labour market?  
- What teaching methods are used in courses of sales management, marketing, sales? 
- Does your curriculum include skills/competences to prepare you for international sales? 
- What are the strengths and weaknesses of your curriculum? 
- Are the program length and teaching methods correct in terms of its ability to train 

professionals with the required knowledge and/or skills? 
- Please, explain whether you feel all necessary learning objectives are included within 

your academic program. 
- Considering the different job position in agri-food industry, have you ever considered 

sales as a career? Please describe your perception concerning this profession. 
- What is the most important role of salespersons in agri-food industry?  
- What are the most important skills of salespersons in agri-food industry?  
 
Q for SMSs 
- What are the main advantages working in agri-food sector? 
- What do you think that are main restrains in your business? 
- What competencies you are looking for when you are searching for new person to 

employ? 
- Describe ideal person for work in sales management in an SMS in agri-food sector! 
- What are the main three restraints when it comes to the sale management of the products 

from agri-food sector in the EU? 
- What three competencies should a sales agent possess when it comes to dealing with an 

agri-food sector in the EU? 
- What are the main skills and competencies you look for during a job interview? 
- In your opinion and experience, what are the main lacks in the professional profiles you 

had experience with?  
- What is the most important role  of salespersons in agri-food industry?  
- What are the most important skills of a salespersons in agri-food industry?  
- Are the students you have already involved work ready? If not, what are the most 

important gaps to be filled? 
- What is the most important difficult you have to face on the on-boarding activities in sales 

position? 
 

 
In the meeting on 29th February, the final list of questions and templates were agreed.  
 
In order to ensure GDPR policy and research ethics it is necessary to: 

• Inform participants about intention to record the focus group. 
• Get their permission for recording. This permission is recorded from every participant 

at the beginning of the focus group via chat function in ZOOM or TEAMS. 
• Inform participants about anonymity and ensure it by assigning participants the letters 

(Person A, person B) or false names. Keep the list of participants with real names in 
confidentiality. 
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Templates of Reports 

The national/partners’ reports consist of two reports per country: 

A) Focus groups with SMEs  

1. Date and duration of the focus group 
2. Sample description (who participated, from which company (size in number of 

employees), position of respondent) 
3. Company description (brief) 
4. Questions for SMEs 
Q1 What, in your opinion, are the main challenges in your business?   
Q2 What distinguishes agri-food sector from other sectors? Does the sale in this sector differs 

from others?  
Q3. What kind of knowledge, skills, competencies are required to sale internationally in agri-

food sector?  
Q4. What topics should be covered by the curriculum to optimally educate future sellers in 

agri-food sector?   
5. Analysis per questions (content analysis method) 

• Analysis is done per questions. For each question provide: 
• General summary of what participants discussed, pointed out, emphasized tec. 
• Write quotations to illustrate what participants exactly said. 
• Comment and interpret the content of the question in relation to international sales in 

agri-food sector. 
• The same applies to the next questions. 

6. Key findings 
List at least 2 key findings per question. 

 

B) Focus groups with students from faculties of economics, management, business. 

1. Date and duration 
2. Sample description (program) 
3. HEI description (brief) 
4. Questions for students  
Firstly, a warm-up question about their experience in the international sales  and specifically 

in agri-food sector. 
Q1. Do you have any experience in international sales? If yes, describe it, please! 
Q2 Do you have any experience in agri-food sector and international sales in agri-food sector? 
 If yes, please describe it! 
Q3. Considering different job positions in agri-food industry have you ever considered sales as 
a career? Please, describe your perception of this profession! 
Q4 In your opinion, what knowledge, skills, competencies are required to sale internationally 
in agri-food sector? What are the most important competences and skills? 
Q5. Which teaching methods are used in the courses that you have attended, on sales 
management, marketing, and sales? 
5. Analysis per questions (content analysis method) 

• Analysis is done per questions. For each question provide: 
• General summary of what participants discussed, pointed out, emphasized tec. 
• Write quotations to illustrate what participants exactly said. 
• Comment and interpret the content of the question in relation to international sales in 

agri-food sector. 
• The same applies to the next questions. 

6. Key findings 
List at least 2 key findings per question. 



 

 

 11 

 

The lead partner and the coordinator prepare cross-case report and present it in the meeting on 1st 
March. The identified gaps will serve as a ground for new curriculum.  

 

Cross-case report 

The cross-case analysis is provided in three major sections. Section 1 contains national reports, 
Section 2 is comparative analysis of key findings, and Section 3 is Conclusion. 

 

Section 1: National Reports 

National report Spain, URV 

Focus groups with students from faculties of economics, management, business 

 

Duration: February 04, 2021 / 58 minuts  

Sample: 7 students, University Master's Degree in Business Management 

Description: The URV was created in 1991 by the Parliament of Catalonia from the already 
existing university faculties and schools. From the very first day its aim has been very clear: to 
place knowledge at the service of society so as to contribute to the social and economic 
development of its environment, which has gradually transformed over time. 
At the URV we train professionals under the precepts of European harmonization, a key factor 
for opening the doors to a world of work without frontiers. And we do so by providing a full 
range of educational possibilities with more than 40 undergraduate courses and 50 master's 
degrees (many of which are interuniversity), an extensive doctoral programme and a 
flexible lifelong learning programme so that professionals can constantly update their 
knowledge and improve their skills. Altogether, our courses are being enjoyed by over 15,000 
students. 

 

Analysis per questions (content analysis method) 
Q1. We asked if students had any experience in international sales. 
50% of participants had experience in different sectors of international sales and 50% did not.  
 
Q2. We asked if students had any experience in the agri-food sector and international 
sales in the agri-food sector. 
None of the participants had any experience either in the agri-food sector or in international 
sales in the sector. 
 
Q3. We asked if they were considering sales as a career.  
The participants who had experience in sales were considering sales as a possible future career 
and they see the growing importance of this professional profile [“I didn´t consider sales as a 
career but later in the master´s course I realized the importance it has for the sector in which 
I´m preparing.” (PC)]. The interest of these participants is increasing because they see the 
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current importance of the sector although they seem to be more interested in marketing than in 
B2B selling [“I´m a little more interested in everything behind sales, how they are analysed, 
and the marketing that has to be done to increase them.” (PA)]. They regard their experience as 
an extra that gives added value to their VC [“It can be an (important) complement in the 
different professional careers.” (PB)]. 
Although they may not have considered sales as a possible future career, participants with no 
experience are aware of the increasing importance of the sector [Here in the province 
(Tarragona) I think the agri-food sector is very important, both buying and selling are 
interesting and there is a lot of potential ” (PD)]. Despite the employment opportunities in the 
sector, some participants claim that they lack the skills and they have never imagined 
themselves in the sales sector because “a sales person must be quite proactive, understand what 
the customer wants so as to be able to offer it and thus be able to compete against his 
competitors (PD)]. This profile does not match their personal characteristics. 
Three participants, also without any sales experience, attribute their lack of interest to the fact 
that they consider the job to be tedious or because it involves a lot of marketing. In this case, 
sales are perceived to be a profession in which the important thing is to “obtain margins” (PE). 
Likewise, there is a perception that “it will be a lot of marketing, and marketing doesn´t interest 
me” (PF) and “I have no interest in the sector or in the professional profile.” (PG). 
 
Q4. We asked what knowledge, skills and competencies are required to sell 
internationally in the agri-food sector, and what the most important of these are. 
Everyone agreed that market knowledge is the most important thing, in conjunction with the 
ability to persuade, to know the customer [“Get to know my client” (PA)] and “understand the 
product that we are going to sell, its characteristics, properties and technical specifications” 
(PA), the product´s characteristics and “understanding the sector and the market the product is 
targeting” (PC). Understanding clients and their needs is key knowledge associated with 
personal skills, such as empathy, which not everyone has, as one of the participants pointed 
out: “A lot of market understanding, empathy, in terms of really knowing what potential buyers 
want and what needs they have. Understand the customer, what they want and the best way to 
satisfy their needs” (PC). 

As well as empathy, participants believe that other personal characteristics are required, such 
as “Charism and culture of nations” (PE), negotiation and persuasion skills, and proactivity. In 
the words of one of the participants, “a salesman is a person with the skills to sell the Eiffel 
Tower” (PG). A sales person must also understand that their company also wants to export and 
must help to achieve this goal. They will not be successful if “the salesperson does not have 
the ability to adapt” (PD). 
In general, participants believe that the competencies required of people working in 
international sales are to know what they are selling and where it can be sold. “If you are going 
to sell a product for soybeans, you aren´t going to go to a country where they don´t plant 
soybeans if you want to target the right market” (PE). Participants believe that it is important 
to “see what competitors are doing, benchmark and analyse competitors from other areas, copy 
ideas, improve them and adapt them to your business” (PB). Salespersons should also try to 
analyse the market and have a good relationship with the client. “Understand that it´s a 
business. For example, if you are going to sell to Arab countries, don´t start thinking about 
whether or not you agree with the government of the day. The important thing is to sell.” 
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Participants believe that it is important to “see what competitors are doing, benchmark and 
analyse competitors  
Participants also consider that having leadership skills, being able to work as part of a team and 
understanding the sector and the region are essential. But, above all, you must put in a lot of 
effort and have the desire to do a good job. 
 
Q5a. We asked what students need to be employable in the agri-food sector, if the course 
responds to the needs of the labour market and what methods are used in the courses 
they have attended on sales management, marketing and sales. 
In general, participants emphasize that students need more practice and less theory because 
“theory is not the same as practice and I think it would be a good tool so that the courses can 
better reflect the reality of the sector and the job” (PB). The lack of practical components on 
the curriculum is an obstacle to professional success [theory is one thing but when you put it 
into practice it changes completely, you have to adapt and that is where most careers normally 
fail” (PF)]. 
Lectures can also be complemented with expert talks and visits to institutions in the sector to 
learn how they work. The master’s degree that the participants en el focus group are doing 
doesn’t focus much on the sales in the agri-food sector and “as students we don´t really know 
the sector, I think the first thing should be to show us what the sector does through some sort 
of practical work” (PA). 
Participants complain that “as students we are taught many general things, but if we want to 
specialise in the sector it would be good if we could understand how best to offer our ideas to 
the market. Here practice is fundamental” (PC). Nevertheless, this understanding and practice 
must be supplemented with a “desire to be in the sector and a lot of will” (PD). 
The need for courses with updated content is another concern that students have. “Some 
subjects should be updated to better adapt to the current environment, since everything changes 
very quickly” (PE). The teaching methodology should adapt to the subject so, for example, 
subjects such as “marketing should be updated on digital issues and social networks” (PE). 
These subjects do not “help you with understanding or acquiring sales skills, only advertising 
and communication” (PG). As well as updating content, the participants also express the need 
for more subjects because “there aren´t too many that focus on this facet (sales), and it would 
be interesting because it’s a very important section in the company” (PF). “Anyone with 
experience in sales can be trained in any sector.” 
Developing sales skills is a general concern and there are some discrepancies about whether it 
is more important to understand the sector or to be skilled in selling. Some participants consider 
that students should know the sector, while others consider that it isn´t essential since anyone 
with experience in sales can be trained in this area. All agree that a salesperson must have 
negotiation skills, be charismatic, and have a sales profile or experience. It seems appropriate 
for a salesperson in the agri-food sector to have soft skills, such as a good relationship with the 
company and suppliers, and to know what to sell, in general. “Anyone with experience in sales 
can be trained in any sector”(PG). 
Participants also agree that a general master’s degree in management and marketing does not 
help students develop their sales skills and competencies. One opinion expressed was that “You 
have to do a master’s degree in marketing or something more specific in sales if you want to 
be trained. 80% of my class couldn’t sell you a single shoe” (PG). 
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Q5b. We asked if the program was long enough and the teaching methods appropriate 
for training professionals with the required knowledge and/or skills. 
Some participants without work experience were not able to respond to this question [‘“I cannot 
answer the question because I haven´t entered the professional world yet”(PB)]. The others 
believe that a master’s degree of 60 ECTS is the right length and can “cover different types of 
area and provide a lot of knowledge” (PE). Also “having optional subjects gives you the 
possibility to choose which side you want to go to” (PF). This shows that curricular flexibility 
is valued very positively.  
Despite the consensus on the assessment of the educational methods, the participants say that 
they will not know if knowledge or skills taught are the right ones until they start work and see 
the reality [I will not know or be able to confirm until I’m in the field where I can put my 
knowledge to the test”(PA)]. It is not easy for participants to decide whether what they are being 
taught is up to date. This is why internships or similar practices are good tools for getting 
students involved in the professional world. Sales skills, for example, should be given greater 
emphasis [the master’s degree should focus more on sales (and even purchasing processes), 
since it isn´t given much emphasis and it is very important for a management job (PD)]. 
Theoretical courses do not help with this educational objective. 
When assessing the suitability of the content and methods, the participants pointed out that 
work experience was the key factor [“you have to know how to take advantage of a master’s 
degree, everybody uses it in different ways, some better than others … if you don´t have any 
experience, you will not learn the same as someone who does (PE); “It doesn´t seem to me that 
it’s a master for people who don’t have any work experience, they will not understand most of 
the things” (PF)]. 
Finally, we should mention two more aspects that the participants pointed out: the skills of the 
lecturers and the added value of the master’s degree beyond the knowledge and skills acquired. 
The teaching method is important but so is the lecturer’s skill at training professionals [the 
master’s degree is good; it helps if the teachers are good” (PF)] and using innovative 
methodologies. “The master’s degree is not training itself but it is a gateway to contacts and 
experiences.” 

 
Q5c. We asked if their curriculum included skills/competencies to prepare them for 
international sales and the strengths and weaknesses of the curriculum 
In general, participants consider that there are no sales skills on their curriculum. 
Entrepreneurship, teamwork, leadership, and analytical skills are given priority while skills 
such as multiculturality are left out. They agree that they prefer not to add weaknesses to their 
curriculum or other skills for international sales. They believe that they will have trouble adding 
evidence of these skills to their CV, with the exception of their level of English which they 
describe as “its greatest strengths, in addition to the degree itself and the work experience (PC). 

It is difficult to prepare students for international sales from the classroom if they cannot have 
international work experience. Likewise, if curricular work experience is not in multinational 
companies in the sector it is unlikely to help them develop skills for international sales. As one 
participant points out, “experience is important to find work although having experience in one 
sector may not be regarded as positive if you want to work in a different one (PF). In this regard, 
it is positive that skills can be developed from a sectorial perspective. 
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Key findings 

• Increasing importance of the agri-food sector as an employer 
• Sales is a career that requires certain skills and competencies. The perception that 

these skills are lacking reduces the motivation of a person to embark on this 
professional career. 

• The profession of salesperson is little understood and, therefore, rejected by many. 
• Understanding the market and the needs of the client may not be so important as 

having sales skills. The participants mention a wide range of soft skills, most of 
which are general in nature and not focused on international sales. 

• As far as teaching methods are concerned, practice is given priority over theory and 
work experience  in companies is a necessity to determine whether students have the 
competencies required by the labour market or not. 

• Content and methodology must be up to date. Participants do not find it easy to say 
whether they are. Here, according to the participants, the lack of work experience is 
a factor that limits their ability to judge. 

• Curricular flexibility is important. 
• Lecturers must have an ability for teaching innovation. 
• The course must provide something other than just knowledge and abilities 

(contacts, for example). 
• No sales skills on their curriculum 
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National report Spain, Camera Italiana Barcelona 

Focus groups with SMEs  

 

Date and duration of the focus group: 

Focus group 1: 10/02/2021, 26 min  
Focus group 2: 15/02/2021, 45 min 

Sample description: 

Focus group 1: A is the manager of a company importing and distributing authentic Italian 
food products and B is the partner/commercial director of a company importing and distributing 
authentic Italian food products. 
The manager of another food company of import and export gave his consent but unfortunately 
could not participate, due to Covid-19. 
Focus group 2: C is the manager of an import, distribution and wholesale and retail marketing 
company of all kinds of food products, specialized in Italian gastronomy; D is the founder of 
an ecological food trade association tied to the producing communities/restaurant manager; E 
is the partner of an import and distribution company of cheeses, stuffed and canned goods of 
Italian quality; F is the partner of an import and distribution company of high-quality Italian 
wines.  

Another candidate, the director of a food distribution company, accepted to participate but 
couldn’t join to the meeting due to a sudden problem. 

Company description: 
Italian food and drink import and distribution companies participated in both focus groups. 

Analysis per questions (content analysis method) 
Q1. What, in your opinion, are the main challenges in your business? 
Generally, participants agreed particularly on one aspect: quality. 
As agri-food companies involved in the sale of Italian products, the quality of the products 
itself is a key element, part of the company's philosophy.  
It is increasingly difficult for agri-food companies to "maintain a high quality and be able to 
keep up" (quoting participant D), at a time when the agri-food market is made up of great 
competitiveness and strong unfairness. The real challenge is to spread the authentic Italian 
product and to combat the Italian Sounding, a phenomenon that is very widespread globally, 
which sees the imitation of Italian products abroad. As participant B tells us, "the struggle is 
precisely to give the right importance to authentic Italian products abroad, because many times 
we find ourselves in situations where a product is used as a substitute for another one: our 
work becomes very difficult when we have in front of us an interlocutor who does not give any 
importance to the ingredient but only looks at the price". From here another major problem 
emerges, found particularly during the first focus group, that is the importance of price over 
quality. The market is based more and more on the price and the food product is among the 
costs that are cut first. A situation that has worsened with the emergence of Covid-19 and the 
strong economic crisis it has triggered. 
Moreover, taking into account the historical moment of great difficulty that we are living, 
certainly one of the biggest challenges of this sector today is to understand what are the changes 
on the international market in the Covid and post-Covid era: according to participant E, it is 
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important to mention as a challenge "the need to understand the changes that will come as a 
consequence of Covid (...), to understand how a post-Covid company must work, how to adapt, 
both for restaurants and distributors. To understand if the products they will ask us for are the 
proximity products, the sustainability products; these are really important parameters to 
understand where the market is going and where there will be sales". On the other hand, the 
situation of uncertainty of the global market nowadays puts many sectors at risk and turns on 
an alarm signal, so the various companies try to sell themselves but also struggle in an 
international scenario of ups and downs in sales issue. 
 
Q2. What distinguishes agri-food sector from other sectors? Does the sale in this sector 
differs from others? 
 All participants agreed that there is a major difference from other industries. First of all, the 
product itself represents a big difference, as it is a product with a different caducity and timing. 
According to Participant A, distributors have to "buy products with the average life of one 
month with almost no expectation from our customers (...) for example, in any factory, you 
order a product, they produce it and send it to you; in our case instead, we have to buy it first, 
and mainly products with an expiry date, and hope to be able to sell them”. Being a distributor 
of food products sometimes requires a very short time frame, with immediate demands. Very 
often, it is a question of selling a very delicate product, super fresh, which is difficult to manage 
without a market forecast, and which can lead to huge losses.  
Despite of this, the agri-food sector is a real need, a necessity for the population. As a result, 
there are positive aspects that are typical of this field compared to others. According to 
participant C, an advantage of the agribusiness sector is "the ease of adaptation to market 
needs," as it is a field characterized by a strong dynamism. In relation to the economic crisis 
that many sectors are experiencing due to Covid-19, for example, this sector is suffering less 
than others. 
Certainly, there are some particular areas, such as the wine sector, which are suffering more 
than others, with huge losses, but still positive if compared to other economic sectors. It is 
impossible nowadays to imagine a development plan and annual forecasts, as it was in the past, 
but thanks to the great dynamism and adaptability of the agri-food sector, hopes for a better 
future are not so utopian.  
Participant E, on the other hand, sees a more human aspect as the big difference from other 
sectors: "the real difference in sales quality compared to other sectors is given by the emotions 
and feelings that are conveyed”. You should know how to sell a product by playing with 
emotions, a peculiar aspect of agribusiness. 
 
Q3. What kind of knowledge, skills, competencies are required to sale internationally in 
agri-food sector? 
On this issue all the participants agreed that, in order to work in this sector and to be a good 
agri-food seller, it is essential to have an accurate and deep knowledge of your business and 
your products. In fact, an extreme knowledge leads to more experience and more success. It is 
shared the idea of the good seller as the one who, when selling a certain product, not only sells 
an object, but also the intangible part, its history; selling a food product, for them, means selling 
a package made of experiences, emotions and knowledge. This is the greatest sales skill you 
can have.  
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It is also crucial to have a deep knowledge of your competitors, all the players who move in 
the international market, as to know where and how to sell and at the best price. Undoubtedly, 
having a greater knowledge of these elements, gives you the possibility to make informed and 
healthy choices. It is important to know how to make a difference. 
In addition to the basic knowledge needed to sell internationally, such as logistics and a 
classical training, it is important the determination and motivation of a sales agent: sell the 
company’s products as if they were their own. 

Constant updating is also paramount as the agri-food sector is highly dynamic and this 
dynamism leads to continuous change. In order to keep up with the times and the market, it is 
essential to maintain constant training and study what is new.  
Participant A gives a clear example about the evolutions in the agri-food sector, talking about 
how the market of flours changed a few years ago and about the wide variety of flours existing 
nowadays, partly because of fashion and partly because of the change in the eating habits of 
the population. 
 
Q5. What topics should be covered by the curriculum to optimally educate future sellers 
in agri-food sector? 
Participants found affinities between this question and the previous one, since in order to be a 
good salesperson it is essential to have an adequate curricular knowledge basis. 
In addition to good knowledge of marketing, psychology and sales techniques, social media 
marketing, for example, is primary. In the technological and developed era in which we live, 
knowing how to use social media for sales purposes is a key aspect, as you have the ability to 
get all the information you want to convey across the world, and in an instant with a single 
click. 
Besides it, the real key element that attendees unanimously expressed is passion. "The desire 
to learn is necessary to be able to sell, since that is exactly what you convey to the buyer," as 
stated by participant C. Passion for what you do generates a desire for knowledge. There is 
always something new to learn or something to explore. 
Considering the CVs and their evaluation when hiring personnel, participant D insists on the 
importance of looking for passion in the words and gestures of those who apply, more than 
other elements in particular; this is because having someone in one's company who is 
passionate about one's work "is a projection towards the future, it is being able to think about 
what awaits us and what we want for the future, using our tools, which are the products and 
our knowledge.” 
The agri-food sector is a vast sector with many more specific internal branches. Therefore, it 
would be opportune to train in the particular aspect that one wants to undertake, for example 
in-depth sommelier training if it is a wine sector, a particular cooking course related to pasta 
or bread, if flours are the particular interest.  
According to participant B, a complete curriculum should be made of practice and theory: "a 
50/50 training should be given: a part of sales and theory and a part of training in the kitchen; 
you can know the theory but in the moment of a confrontation with a chef or an expert client, 
you will always know less". 
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1. Key findings 
• Importance of having quality products and their proper dissemination at international 

level. 
• Importance in knowing how to interpret commercial changes in today’s market and 

post-Covid era, knowing where and how to sell. 
• The dynamism that keeps this sector always active and alive, and that gives good 

hope in the post-Covid era. 
• Product with different caducity compared to other sectors and greater risk of loss at 

the time of a wholesale purchase. 
• Impossibility of making sales forecasts nowadays, due to the closure of buyers such 

as restaurateurs, for example, for food products, and greater difficulty in the wine 
sector, having less demand in delivery, compared to food. 

• Need to have a broad and in-depth knowledge of their business and products, as well 
as knowing their competitors. 

• Need to have good knowledge of marketing, psychology and sales techniques, and 
social media marketing. 

• Theoretical but also practical training is preferable, as experience gives more 
knowledge and since food must be treated and cooked to be able to sell it. A 50/50 
training is a good option. 
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National Report Slovenia, UP FM (Faculty of management) and UP FTS Faculty of tourism 
studies) 

 

Date and duration: 17.2.2021; 16.30 – 17.20 via ZOOM 

Sample description (program): FTS – 6 students and  FM - 3 students; 1 student connected 
to focus group via ZOOM but did not participate 

All students were 1st year Master program students at the UP. Also atudents from program 
Management 1st and 2nd year were invited but did not agree to participate.  

HEI description (brief): University of Primorska 

• Faculty of management UP, study program Management of sustainable development, 2nd 
cycle MSc 

• Faculty of tourism studies, study program Heritage tourism, 2nd cycle, MSc 
Questions for students  

Firstly, a warm-up question about their experience in the international sales and specifically in 
agri-food sector. We also talked about anonymity, the purpose of the project, and generally 
about their working experience. 

Q1. Do you have any experience in international sales? If yes, describe it, please!  

Summary: Out of 9 students, only 3 discussed their previous working experience. Only one of 
them is working the agri-food sector and has been gaining international experience.  Other 
students described different working experience, some of them were acquired with the sector 
through ‘students’ work’. The experienced student works as sales agent for food products, such 
as olive oil. 

 

“I worked in selling sector for Amazon for SE European countries for about a year and half” . 
He also worked for about a year in Life class hotels. 

M: “ I was a hotel manager, and I visited many fairs to sell the hotel. Currently, I am currently 
in Bernardin in selling department, I also worked in booking  - that was direct contact with 
foreigners. I also managed a hostel in Spain, I was tourist guide, and I worked in GB and Rome. 
All these experiences are in tourism”. 

MM: “I worked for about 2 years in marketing agency with customers from SE Europe in 
digital marketing as sales support, currently I am working in public sector – targeting and 
promotion, and collaboration in exhibitions”. 

 

Interpretation/comments: Students described their international sales activities in the field 
of tourism and digital marketing but with one exception they don’t have international sales 
experience in agri-food sector. 

 

Key finding: Participants have little experience in international sales. 
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Q2. Do you have any experience in agri-food sector and international sales in agri-food 
sector? If yes, please describe it! 

Summary: Students performed different works in the past, such as product promotion on the 
web, nationally in person promotion of agri-food products, or they worked for a company that 
imports products, but in this case they personally don’t work in sales department. One student 
works as sales agent in selling products from the farms, such as olive oil. He comes close to 
what we looked for – experience in international sales in agri-food industry. As it was 
understood, it is B2B business and still in very limited extent.  

  

“One of the customers /…/ was Podravka. I got to know their brands and I also helped to 
promote their products on the web”. 

“I work for the company that imports products”. 

“As a student I promoted Žito products, Algida ice creams etc. in the Slovenian context”. 

J: “I actually work in agri-food sector. I buy and sell, and I am sales agent in selling the products 
from the farms, such as olive oil”. 

 

Interpretation/comments: Students described their international sales activities in the field 
of tourism and digital marketing but with one exception they don’t have international sales 
experience in agri-food sector. 

 

Key findings:  

Participants have some experience in international business but not specifically in sales with 
one exception. 

Only one participant has experience in international sales in agri-food sector. 

Q3. Considering different job positions in agri-food industry have you ever considered 
sales as a career? Please, describe your perception of this profession! 

Summary: Participants consider working in agri-food industry as an inspiration for farming 
and home-made, locally produced products. They recognize the need that people consume good 
locally produced products.  

 

J: “ I see the opportunity in this sector. People desire good products and once a week they want 
to consume something good. They appreciate when they get something what they know (the 
origins AT), the value they get”. 

MM: Me and my wife, we are interested in this sector. We rented a field and we think to start 
with sustainable agriculture. We are interested in selling home made products, spices…/…/, 
because the Corona situation showed what self- contained status means. I am interested in this.” 

M: “We also have a filed at home and we produce a variety of products. As J we also think that 
these products are something that people need and want. I would like to have a small hotel with 
locally produced food.” 
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Interpretation/comments: However, students did not mention or express consideration to 
work in international sales. They are more focused, it seems so, on production at this stage. 

 

Key findings:  

3 out of 9 participants consider agri-food sector as an inspiration for future work. 

At this stage of their thinking, they are still limited to national/local context. It is an ‘idea in 
process’. 

Q4. In your opinion, what knowledge, skills, competencies are required to sale 
internationally in agri-food sector? What are the most important competences and skills? 

Summary: Participants grounded their thoughts in their experience. They pointed out 
networking, ‘having sense for people’, communication, responsibility, heritage, good 
connections abroad, knowledge about markets, needs analysis, good product, mediation, 
marketing and knowing the languages, post-selling activities, evaluation of product 
development. 

N:  I was part of the project Istrian breakfast that was put in the market about a year ago. I saw 
for the first time, what means ‘local production’’, /…/ the community together offers tourists 
products from their own gardens. I see that skills such as networking with TIC and local 
community and having a sense for people – all these helped us in product promotion. Word of 
mouth is important in promotion and goes abroad, too. 

J: Good product, ensure the quantity for boutique markets in Italy, communication, 
responsibility.  

M: Knowing the market is the basis. You need to have a product and follow the demand. It is 
a nonsense to only launch the product if there is no demand. Also, good connections abroad 
are desired because it is easier to cross barriers if you have assistance abroad. 

MR: you need good product, good marketing, languages, and market research, and also 
knowing the needs/desires, mediation, and networking. 

S: product development evaluation. 

J: post-selling activities 

K: niche identification, search for opportunities. 

Z: To have a product that is grounded in heritage – has relation to the past and present.  

Interpretation/comments: Networking has been mentioned more than once. In a way, it 
encompasses other interpersonal skills, such as communication and mediation. Other than 
that, they pointed to classical ‘marketing’ topics – needs analysis, product development, niche 
markets, and similar. 

Key findings: 

Participants have identified networking and other interpersonal skills as important for working 
in international sales in agri-food sector. 

Participants have identified some ‘typical marketing topics’ that are needed for successful 
international sales in agri-food sector. 
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Q5. Which teaching methods are used in the courses that you have attended, on sales 
management, marketing, and sales?  

Summary: participants talked about lectures and too much theory that is not connected to 
practice. They also talked about exceptions they experienced and liked, such as doing field 
research. They mentioned case studies – cases of good practice. One participant also presented 
his view on such cases – being irrelevant as replacements for practical experience. 

K: Lectures, theory, what a professor thinks about the topic and how in his/her opinion should 
be in practice, which is not enough if you have never dealt with /…these issues in practice/. I 
don’t say that we must go out, in the field, but we would grasp a better sense and orientation 
of problems that are to be solved.  

J: I am coming from practice; practice is the best teacher. Cases of good practice … usually 
promoted and recommended to be followed but I don’t follow these cases because I am an 
engineer and I think there is no relation between cases of good practice and actual practice. 

M: I am back to school after a long time. At  the Bachelor level, there was a lot of theory 
however there was one course on marketing in tourism. We conducted market research for 
hotel Salinera. We presented findings to hotel management and we learned a lot. All the rest is 
theory. 

Z: We had a chance to work with providers in the market, we did market research, e.g. tourist 
farms for the needs of foreign visitors and needs of external co-operators. 

A: Classic marketing theory, marketing plan. 

N: In heritage tourism program I had lectures and we also prepared practical cases and discuss 
them with professor; we had a group research rather than seminar tutorials, e.g. Škocjanski 
zatok and the question whether it is nature perseveration or rebuilding a centre. It was part of 
the European project. 

MM: In course on Event marketing we had interesting mode of learning. Professor allocated 
us some money and we had to conduct the whole project. We got the material but then – we 
had to swim in the water. We prepared presentation. In the course on Marketing, there was a 
lot of ballast, we had B2B assignments to prepare, and we worked with Telekom. Content is 
important. It was great at Event marketing and poor at Marketing. I graduated on-line and that 
was great. It is different approach to studying. 

Interpretation/comments: Teaching ex-cathedra/lectures still seem to be prevailing teaching 
method along with examples/cases of good practice. It is possible that those two are dominant 
teaching methods, and there is a space and time for shift to learning – student centred learning. 

Key findings: 

Prevailing teaching methods are lectures, case studies, exemplary cases analysis, seminar 
work. 
Participants appreciate field work as good connection to practice and future jobs. 
A more noticeable shift from teaching to student-centred learning is needed. 
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National report Slovenia, Chamber of commerce, CPU 

Focus groups with SMEs  

 

Date and duration of the focus group 
9/2/2021 – 26/2/2021 

Sample description (who participated, from which company (size in number of employees), 
position of respondent) 
*1 OA, Head of sales department; mag. ekon. in posl. ved; Meja Šentjur, 50 to 99 employees 
*2 MH, Head of Financial Accounting Department; Pomurske mlekarne d.d., 100 to 149 
employees 
*3 MK, director; Mlin Katic d.o.o., 20 to 49 employees 
*4 SPČ, Project Manager; Panvita, Kmetijstvo in proizvodnja hrane, d.d., 50 to 99 employees 
*5 JG, director and oenologist, Klet Krško, Kmečka zadruga Krško, z. o. o, 10 to 19 employees 
*6 BC, director, Radgonske gorice d.o.o.; 100 to 149 employees 
 

Company description (brief) 
Meja Šentjur d.d. is an agricultural company producing eggs, apples and cereals. The main 
activity of the company is quality Slovenian production based on past experience and 
monitoring new trends in the field of production. They take care of the quality of their own 
products with carefully selected delivery products to the shelves. In this way, they maintain the 
quality of their products and the visibility of the products of Meja Šentjur, d.d. as a recognizable 
and trustworthy brand. 
Pomurske mlekarne d.d. has existed for seventy-five years in Murska Sobota and Ljutomer. 
They are a modern dairy with environmentally friendly technology and a production program 
that follows global trends. The main activities are dairy and cheese-making, which combine 
the sales program of products: milk, butter, cottage cheese, cream, fermented products, 
children's program and non-dairy products. The cheese program is marketed under the 
Ljutomerski sir brand, and they take special care of top-quality Emmentale cheese. 
Mlin Katic is located in Velika vas about 3km outside of Krško and 1km off of the Ljubljana-
Zagreb highway. The focus of the company is to achieve long-term partnerships with their 
clients. Cereals are still ground, as they used to be, on stone, mainly for the reason that flour 
gets its true meaning. From bran to flour and special mixes for excellent bakery delicacies can 
be found in their retail and wholesale outlets. 
The umbrella brand The Panvita Group connects three intertwined activities: agriculture, 
meat and meat products, and ecology and energy. They express their mission in their 
responsibility for environmentally friendly food production and sustainable animal husbandry, 
which comes from a mighty plain where Pannonian life energy, sun and fertile land create 
perfection. Today, the Panvita Group consists of 9 affiliated companies that employ over 600 
people and carry out their mission in their responsibility for environmentally friendly food 
production and sustainable animal husbandry. 
Klet Krško operates within the Kmečka zadruga Krško, z. o. o. and has been inspiring since 
1928 with quality and top wines. They build on tradition, many years of experience, good 
knowledge of Dolenjska characteristics and modern technologies, which ensures that the cellar 
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is today a notable provider of high quality wines and at the same time the leading wine producer 
of Cviček ptp. The mission of Klet Krško is to produce wines of the highest quality and to 
produce the best Cviček ptp and to ensure its constant quality. 
Radgonske gorice d.o.o. For more than 160 years, small secrets and great knowledge of how 
to skillfully pamper vines have been flowing in Radgonske gorice. They employ winemakers, 
oenologists, cellarmens … as well as salesmen. 
 

Questions for SMEs 

Q1: What, in your opinion, are the main challenges in your business?   
Summary: Our respondents came from different size companies and their products varies as, 
their answers. All of them are facing some challenges in their business. Almost all of them 
agreed that it is necessary to follow trends in the industry and they all stressed out the 
importance of quality of the food and all pointed out that the smallness of the domestic market 
is a challenge. Two respondents stressed out the importance of knowing occupational specific 
competence e.g. knowing the different types of flour, types of wine. Two respondents also 
stressed out that agro-food industry depends on natural environment and weather conditions. 
Financial and domestic regulation issues are also present. 
 
OA: The main challenges in our business are: 

- Production at competitive prices and consequently selling products at competitive 
prices, both on the domestic and foreign markets. 

- Monitoring trends in the field of nutrition at home and abroad and adapt production 
to the trends of end consumers (method of raising chickens, GMO-free eggs, organic 
production, apple varieties according to consumer taste ...). 

- Adapt information technology in both production and sales. 
- Marketing awareness of the end consumer about the well-being of domestic foods in 

the domestic market, in the export market to raise awareness of the advantages of our 
products over their domestic. 

- Monitor and adapt to environmental requirements. 
 

SPČ: In addition to providing safe, tasty and quality food, it is above all the right time to 
identify new trends and customer needs and adapt to them. And of course very well know your 
customer and his behaviour. 
 
MK: in our industry, the biggest challenge is to know the properties and parameters of flour. 
Just a year ago, we hired a man who is a commercialist, but we struggled until he got to know 
different types of flour and everything that comes with it. 
 
MH: One of the main challenges is the small size of the domestic market and the 
unrecognizability of our brands abroad. Due to this fact, it is difficult to compete with large 
manufacturers in terms of costs and we follow the latest technological trends of production 
modernization. An additional important challenge is the large fluctuations in commodity 
prices, which are significantly affected by stock market pricing in neighbouring countries. 
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JG: These are not lacking. From having a crop under the open sky and constantly facing 
disasters and basically unexpected / volatile weather conditions. Then there is recycling, which 
is an annual challenge, as new guidelines and adjustments are needed every year. Technological 
equipment and related finances, mainly because it is difficult to follow all trends and 
technological challenges, especially financially. And finally sales. How to perform in an 
already saturated market. Convince the consumer and persuade him to re-order. The situation 
with the saturation of providers applies mainly to Cviček and the domestic market. The 
majority of our sells are made in domestic market. 
 
BC: Challenges in vineyards, in the sense of "fighting nature", while being innovative despite 
the tradition. 
 

Interpretation/comments: All of them agreed that the main challenge is the small size of 
domestic market and consequently the high prices of production. Two of them stressed out 
importance of specific professional competence. They all pointed out that it is important to 
know your end customer/domestic market and adapt product to their needs. 
 
Key findings: 

• Small domestic market 
• High prices of production 
• Quality of food 
• Insecurity of the commodity prices 
• Foreign competitiveness 
• Environmental requirements (regulations) 
• Knowing end users/domestic market 
• Knowing what you are selling 

 

Q2: What distinguishes agro-food sector from other sectors? Does the sale in this sector 
differ from others? 
Summary: To summarise answers here we need just one sentence. Agro-food production is 
bound by natural laws and greatly depends on climate and weather conditions and shelf life. 
The food has an expiration date! 
 
OA: Yes. Agricultural production is bound by natural laws; sales are bound by sales trends. In 
many cases, production and sales (consumption) are not synchronized. There are shortages or 
surpluses of agricultural products. Production is also subject to changes in nature (climate 
change). Price ranges are large, as in the case of surpluses, sales prices fall, and in the case of 
shortages, they grow more slowly. 
 
SPČ: Meat and meat products cannot be sold by someone who does not eat meat. He must love 
food and enjoy food. He must understand the process of food production and processing. And 
that production takes time and it plays an important role, not only knowledge of products but 
also nature (climate, weather conditions  ...) and that the cycles are significantly longer than in 
other industries. 
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MK: I think that in the end it's not just about knowing the area where you work, that is, whether 
you sell flour or cars, selling is selling, however  if you don't know the product that you are 
selling, it will be difficult to sell ... 
 
MH: The specificity in the agro-food sector is a much shorter shelf life of finished products 
and consequently high requirements in the logistics chain. In the production and sale of food 
products, special quality standards must be observed, such as e.g. IFS standard or Halal 
standard. 
 
JG: The food has an expiration date; this is not specifically recorded for wine and we have to 
monitor the 'expiration date' ourselves. Except for Cviček, where we are bound by the PTP 
Cviček policy. There are many critical points that a product that appears on the market is stable 
and reaches the consumer in optimal condition (storage, temperature, light…) The sale also 
lacks a collective performance - everyone is fighting for themselves. 
 

BC: Every year, nature serves different conditions, which consequently affects the difference 
in the quality of the input raw material, and you want to offer the customer standard quality; at 
the same time, climate fluctuations can cause a surplus or decline in the basic raw material… 
 
Interpretation/comments: Agro-food sector is specific because greatly depends on the 
environment and shelf life. Selling does not differ from other selling, however one has to know 
the product he or she is selling. Just one of them stressed out the fragmentation of production 
(there are a lot of domestic fragmentation; they are lacking common appearance in foreign 
markets). 
 
Key findings: 

• Agro-food sector is bound by natural laws 
• The food has an expiration date! 
• selling is selling 
• different standards have to be observed  
• knowing the product that you are selling 
• importance of logistic 
• domestic fragmentation / missing common appearance in foreign market 

 

Q3: What kind of knowledge, skills, competencies are required to sale internationally in 
agro-food sector?  
Summary: All respondents stressed out the importance of knowing foreign markets, habits and 
language of end users, but they also stressed that a lot of personal traits are needed to be a 
good seller.  
 
OA: Knowledge and competencies required for sales in the agro-food sector abroad are 
primarily knowledge of the language of the market you enter, knowledge of their code of 
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conduct, knowledge of trends and consumption of the product you market (consumer habits, 
religious beliefs…), their local - domestic production. Among the personality traits, the 
persistence, flexibility, ingenuity and helpfulness of the salesman are in the first place. 
 
SPČ: In addition to all the other sales skills required for sales in the agro-food sector, it is 
important to know the dietary habits, specific dishes and tastes for a particular area, knowledge 
of religious specifics ... 
 
MK: Not long ago, someone told me that business is done by people and not a product. To be 
successful in sales, you need to catch up and connect with someone, and of course the product 
is relatively important, if you have these two, sales are guaranteed. First and foremost, the seller 
has to be communicative, relaxed, and responsive and give the buyer a sense of accessibility, 
followed by the product / price. 
 
MH: In addition to the basic knowledge and competencies of sales staff (international trade, 
languages, marketing), international knowledge also requires specific knowledge on 
identifying the needs of individual markets and consumer groups in relation to food trends. 
 
JG: Knowledge of our time and space. In our business, wine sales often depend on historical 
background, not to say from stories. The seller must be knowledgeable in terms of content and 
properly educated and persistent. We also know that it is difficult to do a 'quick deal' as it is 
usually necessary to gain the trust of the intermediary and, above all, the end consumer. It's a 
process. 
 
BC: As probably in all industries, there are no exceptions, different, innovative, a touch of luck, 
perseverance, but at the same time quality and building visibility – promotion of location. 
 
Interpretation/comments: Identifying needs of individual markets and consumer habits are 
needed together with a lot of personal traits.  
 

Key findings: 
Occupational specific knowledge: 

• knowledge of the language 
• knowledge of code of conduct in foreign market 
• consumer habits,  
• religious beliefs  
• international trade and marketing 
• trends in international market 
• knowing tradition and history 
• innovation 

 

Personality traits: 

• the persistence / perseverance,  
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• flexibility,  
• ingenuity and helpfulness  
• communicative,  
• relaxed,  
• responsive  
• give the buyer a sense of accessibility 

 

Q4: What topics should be covered by the curriculum to optimally educate future sellers 
in agro-food sector?  
Summary: The responses are similar to previous one. It is a combination of occupational 
specific knowledge and personal traits. Just one respondent stands out with the suggestion for 
on the job practice (internship). 
 
OA: Future knowledge of salespeople should be based on knowledge of the language, personal 
adaptability to the situation, a good speaker, a very good knowledge of the market and the 
product in which it operates. 
 
SPČ: Knowledge of life cycles, food traceability, food security, etc. 

 
MK: hard to say I don't know what topics they are covering in the schools right now as I 
mentioned earlier maybe better communication skills how to approach the customer so not to 
be too aggressive or too cold. How to establish a healthy relationship with the person we see 
for the first time and then build on cooperation and relation 
 
MH: I suggest the following topics: 

- Identifying food trends and the needs of consumer groups 
- Advantages of local production and local distribution chains for the production and 

processing of safe and quality food 
- Additional marketing skills for placing local brands on foreign markets 

 
JG: Research of the market in question, research of our market and producers, market niche, 
target audience, approaches… the question is very general because ŽPI is a very broad concept 
and we address practically every earthling within it… I believe that we cannot choose the same 
approach if we sell dry apple slices, bread, wine or honey. 
 

BC: In the first place, I would say an annual internship (min. 2 months, where the student would 
go through all the production processes of the company in question), I have to emphasis the 
reintroduction of internships, student exchange (should be mandatory better, this will lead to 
knowledge of foreign languages as German and English), social networks… 
 

Interpretation/comments: The answers are consistent in all four questions post to them. A 
good seller has to have a good knowledge of the product about what they are selling and has 
to have a good, outgoing personality. 
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Key findings: 
Occupational specific knowledge: 

• Knowledge of the product that you are selling (knowledge of life cycles, food 
traceability, food security) 

• Knowledge of food trends and the needs of consumer (market research) 
• Logistic 
• Quality management 
• Placement of domestic brands in foreign market 
• Knowledge of the language 
• Mandatory internship 

 
Personality traits: 

• Communication skills 
• Behavioural traits 
• Establish a good relationship 
• Adaptability to the situation  
• Good speaker 
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National report Italy, Universita Politecnica delle Marche 

Focus groups with students from faculties of economics, management, business 

 
Date and duration: 18 February 2021, h 18:30-19:30 via Microsoft Teams platform 
 

Sample description (program):  
Participants: 9 
Age: 21-25 
Sex: F 4; M 5 
Educational level: Master’s degree in Economics and Management 
The students invited by the team were economics/management/business courses attendees, 
from master degree programmes.  
 

HEI description (brief): Polytechnic University of Marche 
The Polytechnic University of Marche is a public university in Ancona, Italy. It offers 
undergraduate and graduate degrees in Agriculture, Engineering, Economics, Medicine and 
Biology. The teaching faculty currently numbers 710 teaching staff, along with 560 technical 
and administrative personnel. 
 

Questions for students  
Firstly, a warm-up question about their experience in the international sales and specifically in 
agri-food sector. 
 

Q1. Do you have any experience in international sales? If yes, describe it, please!  
 
Q2. Do you have any experience in agri-food sector and international sales in agri-food 
sector? If yes, please describe it! 
Summary: First of all, interviewees were asked to tell about any experiences in the sales field 
at national and international level, in particular in the agri-food sector.  
 
Student 1: Until now, I had not any kind of experience in the field of sales, either domestic or 
international. My only work experiences were in the tourism sector and not in the commercial 
field. I only participated in the European project S.M.I.L.E. 
 
Student 2: I too had no experience of this. I participated in the European project S.M.I.L.E. 
 
Student 3: In the food sector, apart from working in my parents' restaurant, I had no particular 
experience. 
 
Student 4: I also did the S.M.I.L.E. project like my colleagues. I had experiences as a waitress. 
Nothing else. 
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Student 5: In the food field I had no experience. 
 
Student 6: I had no experience either with agri-food or with regard to domestic and 
international sales.  I did the S.M.I.L.E. project last year. 
 
Student 7: Although formally I have never worked, I had some experience in the field of sales 
because I followed my father who is an agent at some fair or meeting abroad. On the other 
hand, I have had no experience in the field of agri-food. 
 
Student 8: I had a little experience in sales as I was in charge of consulting aimed at selling 
the digital PR service. 
 
Student 9: I had no experiences strictly related to sales. I managed a customer based in a 
company. 
 

Interpretation/comments: Results show that the experience in both domestic and 
international sales is inexistent or otherwise limited (e.g. participation in fairs, consultancy 
aimed at selling the digital PR service, management of a customer base, participating in a 
European research project, etc). It is the same in the specific context of agri-food sector: there 
are no particular students’ experiences in this field (at most someone of them have worked as 
a waiter at a restaurant). It is clear that the sales field is still unexplored. 
 
Key finding: Participants have little experience in international sales and in the specific context 
of agri-food sector. 

 

Q3. Considering different job positions in agri-food industry have you ever considered 
sales as a career? Please, describe your perception of this profession! 
Summary: Proceeding with the analysis, we noticed that the students from the examined 
sample seemed to have an overall positive perception of sales.  
 
Student 1: I think it could be an interesting job, mostly because you have to try to meet the 
needs of customers and know how to relate. I think that as a work opportunity it's to be taken 
into account. 
 
Student 2: I considered it a job, but let's see in the future if maybe things change.  It is a very 
dynamic work both with regard to the required skills (empathy, knowing how to relate, knowing 
how to communicate, negotiating) and with regard to traveling. 
 
Student 3: I think that it's a very interesting, dynamic and stimulating work, very close to the 
Marketing. I would consider it in the future. 
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Student 4: I have always seen it as a very interesting, stimulating and above all dynamic work. 
The seller typically has a more autonomous position than other figures within the organization. 
Then, in the particular field of international sales, the fact of traveling and being in contact 
with many interlocutors, including customers, buyers, represents a particularly interesting 
point.     
 
Student 5: I think it's a very nice work. Even, after the S.M.I.L.E. project, I started looking for 
courses or master's degrees focused on this area. 
 
Student 6: It's a very similar work to what marketing is because, if we think about the marketing 
funnel, the ultimate goal includes sales. I think that it is a very stimulating work because it 
requires a great ability to negotiate and pay attention to stakeholders.  
 
Student 7: I honestly don't see it as a future job. Anyway, it's a particularly interesting job. 
 
Student 8: Personally, I do not see it as a first choice in the future, but I nevertheless believe 
that it is a job that is present in every activity. I would like to deal mainly with communication. 
But the communication service then has to be provided and, in a way, sold. As a result, it is a 
work that spans many fields. 
 
Interpretation/comments: Students recognize that today's seller is more of a relational figure 
than a mere persuader.  
 
Key findings: Results show that students emphasize and appreciate positive sales aspects, 
including the ability to establish relationships with business stakeholders (customers, suppliers, 
competitors, etc.), understand customer needs in order to customize the offer, travel, advance 
faster in internal career, etc. Students are not negatively predisposed to sale, contrary to what 
has been pointed out by numerous previous studies on the subject. Sale is not seen as persuasion 
or manipulation. On the contrary, it is a matter of allowing the customer to make an informed, 
conscious choice, the best for him. As a result, the positive perception of this profession seems 
to influence the possibility of choosing the one in sales as a career path. 
 

Q4. In your opinion, what knowledge, skills, competencies are required to sale 
internationally in agri-food sector? What are the most important competences and skills? 
Summary: Researchers asked interviewees about their perception of that were the most 
important sales skills, enlisting some characteristics a salesperson should have or develop. In 
general, salesperson skills may be defined as the salesperson’s capabilities regarding his or her 
sales presentations, need identification, suggestive selling, product knowledge, time 
allocations, and orientation toward assisting the customer. Research has shown the importance 
of a mix of both technical and soft skills to be successful in the professional world.  
 
According to Cuevas (2018), modern sales managers need to master four key competency 
areas: 
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1. Functional competencies refer primarily to those that relate to the management and 
development of customers and to the creation of customer value. 

2. Relational competencies refer to the ability to interact and to connect with individuals 
across boundaries (supplier and customer) and across functions. 

3. Managerial competencies denote general administrative know-how, and ability to 
mobilize and align people towards the achievement of goals in organizations. 

4. Cognitive competencies refer to analytical aptitudes and the extent to which 
individuals can process and act upon information. 

 

In the following table, we highlighted the main quotations that emerged during the focus group, 
related in particular to the agri-food sector. 
 

Skills and Knowledge Quotations Cuevas Template 

Product knowledge and 
market knowledge 

In my opinion, the salesperson 
operating in the agri-food sector 
should have in-depth knowledge 
of the products he sells and the 
products of competitors. 
 
Knowing the products of the 
competition is also an important 
factor for a salesperson as 
knowing the weaknesses of your 
competitors you can try to make 
even more stand out what are 
your strengths. 

Functional 
competencies 

Negotiating, 
communicating, 
presenting 

It is important that the 
communication of the product is 
captivating. It is not simply a 
matter of emphasizing the 
technical characteristics of 
products. 
 
It is crucial to know how to 
negotiate, communicate and 
relate. 

Functional 
competencies 

Persuading  In my opinion, knowing how to 
persuade the customer can be a 
quality that a salesperson should 
have. 
 
It is essential to be able to 
convince the customer that your 
product is better than others or 

Relational 
competencies 
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that it can be better than those of 
the competition. 

Digital skills  In my opinion, it is necessary to 
always keep up with the times, to 
know how to grasp innovations, 
or - with regard to the context of 
digitalization - it is necessary to 
know how to make the best use of 
social networks. 
 
Social networks are a 
fundamental channel nowadays 
to advertise their products. 
 
Currently, many sales activities 
take place on social networks. 
Let's think about Linkedin. I 
collaborated with a person who 
dealt with sales in the B2B sector 
and all the relationships were 
born on Linkedin. 

Functional / 
Relational 
competencies 
 
 

 
 
Functional 
competencies 

 
 
 
Relational 
competencies 

Empathy  A fundamental quality is 
empathy, not so much to make it 
clear that my product is the best, 
but rather to understand what is 
the product that the customer 
wants. 

Relational 
competencies 

Ability to inspire trust In my opinion, it is necessary to 
have the ability to forge 
relationships and inspire trust in 
the customer. 

Relational 
competencies 

 

In addition, an interviewee highlighted the concept that passion for that particular field could 
be a more successful factor, as follow:  
 
In addition to the skills about the product, a decisive aspect is knowing how to sell, the art of 
selling, the passion for what you sell. 
 
Interpretation/comments: Functional and relational competencies are, as expected, the most 
cited categories, counting for product knowledge, in-depth market knowledge, digital skills 
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(e.g. social media use), negotiating, communicating, presenting, persuading, empathy, ability 
to inspire trust. 
Key findings: Knowing how to sell is a mixture of superfine technique, acquired through study, 
and art, acquired through experience. The art of knowing how to sell lies in the salesperson's 
ability to transmit to the customer the enthusiasm, credibility, trust, competence, and 
experience. 
 

Q5. Which teaching methods are used in the courses that you have attended, on sales 
management, marketing, and sales?  
Summary: Sales education is gradually becoming a widely spread field of study, and sales 
educators are examining the possibilities of innovative teaching methods to improve sales 
learning. Referring to how teaching sales, students proposed some methodologies considered 
effective. We listed them in the following table: 
 

Teaching 
methods 

Quotations 

Field 
experience 

Being a pragmatic work, I believe that experience in the field can 
produce benefits. 
 
Surely, experience in the field is essential. 
 
It would be interesting to alternate lessons and experiences in the field. 
 
In my opinion, experiences in the field are fundamental. 
 

Internships and 
seminars 

I think they can be useful, for example, for seminars or internships in 
companies. 
 
Participation in seminars can be useful. 
 
Seminars are of prime importance. It would be an opportunity for the 
student to meet people who already work in that field. 
 

Group work 
and projects 

In my opinion, it is important to create working groups to carry out 
projects. 
 

Partnerships 
between 
universities and 
companies 

In my opinion, one idea that could be implemented is to create 
partnerships with companies with the university and allow us to manage 
sales. Let me give you an example. Amazon has launched a competition 
that allows kids to choose a business and start their online sales. Maybe, 
it could be done the same with the university. The university may find 
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companies interested in expanding their sales and work on practically 
this aspect, rather than focusing only on theoretical aspects. An 
alternative and interesting way. 
 

Discussions in 
class 

When I was at Erasmus in Spain, there were classes of debate. Several 
students met inside the university, chose a topic to discuss and 
proceeded to the debate. 
 

Guest speakers In my opinion, it is important to involve professional figures with 
experience. 
 

Simulation-
based activities 

I would develop the part related to transversal sales skills, i.e. verbal 
and non-verbal communication skills, negotiating and discounting 
skills, and I would deepen sales techniques by also doing internal 
simulations in universities. 
 

 
Interpretation/comments: Results showed that field experience is considered necessary. It 
takes on a great educational depth. It is a moment of personal and professional growth. It is 
important for students to put into practice the notions acquired at the theoretical level. Seminars 
have also often been cited as teaching methods that allow students to become familiar with the 
issues addressed at the theoretical level and get into the heart of the activities. 
 
Key findings: The proposals mentioned above underline the importance of the relationship 
between students and businesses. In this way, the student has the opportunity to consolidate the 
knowledge acquired in the classroom and test his attitudes in the field, gradually approaching 
the world of work. It is also a way to know the organizational context of the company where 
students can experiment with specific activities.  

 

Focus groups with SMEs  
Date and duration: 3 March 2021, h 17:30-19:00 via Microsoft Teams platform 
 

Sample description (who participated, from which company (size in number of 
employees), position of respondent 
 
The SME representatives invited by the team operate in the agri-food sector.  
 
Participants: 5 (Focus Group) 2 (via email) 
Sex: F 3; M 4 
Job type/Role: 6  Entrepreneurs; 1 Administrative manager 
Business/Field: 4 Wine sector; 1 Farm; 1 Logistic of produce; 1 Agritourism 
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Company features (distribution):  
1) national and international market 

2) mainly national market (few international experiences) 
3) national (70%) and international market (30%) 
4) national market 
5) mainly national market (few international experiences) 
6) national (50%) and international market (50%) 
7) national (90%) and international market (10%) 
 

Company description (brief) 
Firm 1 

The company located in the Marche Region (Italy) produces organic wine. At the small hilltop 
village acquired by the family in 1978, biological practices are carried out. In 1995, the 
company also obtained certification. The vineyards are part of a wider self-sustainable, eco-
friendly and balanced system. The soil is treated only with organic manure, thus minimizing 
the presence of copper. 
 
Firm 2 
In the family-run farm the land is mainly cultivated with cereals and fodder destined to feed 
animals. For some years, they have begun to transform and directly sell the meats they raise 
and the products derived from them. All stages of production, from transformation to sale, are 
handled by family. In their store open every day customers can buy typical cured meats of the 
territory strictly produced without preservatives and naturally seasoned; as well as fresh pork 
and after ordering family packs of beef with assortment of various cuts. 

 
Firm 3 
The wine-growing company is rooted in a small vineyard. In the mid-1990s, this small reality 
changed its face and re-adapted to reach a wider clientele. In 1998, with the construction of a 
modern cellar near their vineyard, the transition from home wine to the real market took place. 
Since then, the growing demand for the product has led the company to  steadily grow. 
Followed by grape specialists, over the years it has expanded production and planted further 
vineyards. 
 
Firm 4 
For over 30 years the company has been selecting and working fruits and vegetables. It has the 
skills, flexibility and a team with decades of experience to ensure quality, personalized service 
and continuous support. In addition, services represent their added value. Today, the company 
employs over 80 employees, including technicians and professionals, some of whom operate 
directly at the places of production. Its distribution centers allow optimal logistics management 
and widespread coverage of the Marche, Abruzzo, Umbria and Lazio Regions. Finally, the 
company has a complete control of the supply chain, from collection to the moment of 
distribution at the customer. 
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Firm 5 
The company was born from the renovation of a tool shed from which a processing laboratory 
and store were created. One of the choices made is that of respect for the environment. 
Examples: 1) the water used to irrigate the new tree plantation is fished by electric pumps from 
a small lake on the property which, in addition to being fed by a small spring, collects rainwater 
in winter and autumn; 2) the electricity used in the artisan laboratory is produced by 
photovoltaic panels that, producing clean energy, satisfy all the company's consumption;  3) 
chemical fertilizers are not used for fertilization, but only biological fertilizers. 
 
Firm 6 
The family-run agritourism is surrounded by vineyards and olive groves owned, nestled in the 
quiet Tuscan countryside. Currently the property belongs to the third generation. The 
production includes: wines, organic extra virgin olive oil, and cooked must. It offers hospitality 
in apartments and B&B rooms for a total of 5 accommodations. The sales activity takes place 
through direct sales (thanks to tastings, tasting lunches, cooking classes), HORECA circuit, 
and wine bars managed only personally without the intermediary of agents. Referring to the 
foreign market, the farm draw up an import contract on the Us market. As a percentage: 50% 
USA, 40% Direct and Online Sales, 10% HORECA. 
 
Firm 7 
Young, independent and organic: since 2003 these are the three words guiding the work at the 
wine farm. The enterprise was born from the willpower of the three siblings, who grew up 
between the city of Rome and the Veneto countryside, and found a home in the vineyard and 
the winery built along the borders of Lazio, Umbria and Tuscany. The market served is 90% 
domestic and 10% foreign (Canada, Belgium, and France). 

 

Q1. What, in your opinion, are the main challenges in your business?   
Summary 
Interviewee 1: To consolidate the company, present and enhance at best our productions, etc., 
especially in the foreign market, we are considering inserting graduates who know languages 
well, who have travelled the world. Dynamic figures are required, who know how to relate to 
certain markets and cultures. The company needs to consolidate the brand to grow. 
Fortunately, we are in a niche market abroad where the product is appreciated, especially in 
the United States and Northern Europe. For example, in the Middle East, it is more difficult to 
introduce wine, because here the big French or Italian brands (such as Barolo or Chianti) 
prevail.  
 
Interviewee 2: The biggest challenge within the agri-food sector is to bring out even more the 
value of the product and place it on the market. 
It is a question of recognising the value of certain products. I am referring to Italian excellence: 
for example, in our territory there are many connected wineries, extra virgin olive oils, cheeses, 
cold cuts, etc. It is essential to place the product correctly on the market and, above all, it is 
indispensable that the value of the product itself is recognized. In the local market it is easier 
because direct distributors, that is, the entrepreneurs themselves, intervene, but when we find 
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the products on the shelves of large-scale distribution or even in the foreign landscape, perhaps 
bringing out that added value is more difficult. 
 
Interviewee 3: In my opinion, there are many paths to take and the most important, which 
encloses them all, is the enhancement of our territory and of every single product. We miss the 
last piece, that is, knowing how to sell the product and making the Italian or foreign consumer 
understand all the history that characterizes it. You have to know how to create an identity. 
And this identity is created by enhancing the Marche Region and all its products. If we can do 
this, the product acquires quality. Wider consumer knowledge of the product would improve 
sales, especially abroad. 
 
Interviewee 4: Finding a salesperson operating in the fruit and vegetable sector is difficult, 
because it is not enough just to know how to sell. It is vital to know the product. It applies both 
to Italy and abroad. It is not enough to conclude the single sale. It is necessary to carefully 
choose the right channels through which to establish relationships.  We stopped because we 
didn't find suitable people to carry out this task. Staying in my small way, labour costs are one 
of the biggest challenges. Once it has reached a certain size, it is difficult to bear the costs 
because the margin is still limited. When we focus on quantity and distribution, and not on 
niche products or extreme quality, we have to consider that the cost of labour is too high.  
 
Interviewee 5: I think that one of the great challenges is to always maintain quality, even in the 
face of new markets. It is important to make the consumer aware of the real value of the 
product, especially abroad. In my case, for example, wine tasting opportunities can be created. 
 
Interviewee 6: The challenges may be to compete with large companies that economically can 
take advantage of more tools for marketing, market development, investment in equipment, 
machinery, labour. 
 
Interviewee 7: Competitiveness, media visibility, innovation and sustainability. 
 
Interpretation/comments: The main challenges faced by entrepreneurs operating in the agri-
food sector, especially with regard to the foreign market, are as follows:  
 

1. making the product known to the consumers;  
2. making the consumer perceive and appreciate the quality of the product; 
3. high personnel costs, often unsustainable by small companies; 
4. competition from large companies; 
5. media visibility; 
6. innovation; 
7. sustainability. 

 
Key findings: In particular, the challenges faced by entrepreneurs revolve around the product, 
communication, and personnel costs. 



 

 

 41 

Q2. What distinguishes agri-food sector from other sectors? Does the sale in this sector 
differs from others? 
Summary 
Interviewee 1: I can say that, in the case of wine, we were able immediately to give an identity 
to the product, in the sense of "the wine associated with that territory". The same goes for other 
products, such as olive oil, champagne, pasta, etc. On the other hand, there is quality catering 
that tries to enhance these products.  
It is important to know how to associate the product with the territory. It is crucial to inform 
the consumer about the raw materials used for the realization of the product. In the case of 
wine, in particular, production has been more valued than what happens with other 
agricultural products. 
 

Interviewee 2: Wine has always been the ambassador of our territory. It has always started 
first on all markets, both domestic and foreign. It is true that in our Region and, in general, 
throughout the national landscape, the wine sector is more structured, there are protection 
consortia, etc. As for the difference between the salesperson of one agri-food company 
compared to another sector, I can talk about my field experience. Talking to a pig salesman 
from whom I bought small pigs, at one point he said to me: 'You butchers want to buy pigs at 
very low prices, and then sell us the salami at quite high prices!'  
So, I told him that I am not just a butcher, but an agricultural producer trying to enhance a 
territory as a whole. 
Therefore, those who have a farm must be producers, transformers and also have to manage 
the sales area. Surely, in order to face foreign markets, we need people who know the territory 
well and who know how to enhance the product that derives from that territory. 
 

Interviewee 3: I too believe that wine has come a long way both in Italy and abroad, while the 
other sectors are still lag behind. It helps a lot to have a consortium and bodies that support 
us. In our field, perhaps less effort is made in this respect because we team up. Among the 
products of the Marche, wine is certainly the one that is a little higher in terms of recognized 
value. 
 
Interviewee 4: As far as I am concerned, we start from the purchase of fruit and vegetables 
which are variable products, in the sense that it is not certain that the same supplier guarantees 
the quality of the product over the years. So, this variability in search is already a point of 
difficulty. 
 
Interviewee 5: I have a past as a salesman in the field of construction, and it was completely 
different. I sold industrial warehouses. In my opinion, in the current company, it is much easier 
to sell, because while in reference to an industrial warehouse you have to make the customer 
understand what its structure is and what are the differences between the various structures, 
in the case of wine, I do a very simple thing, that is, I make the customer taste the product. 
Automatically, selling becomes much easier. 
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Interviewee 6: The agri-food sector can be considered a sector that offers basic necessities, 
but, given the great offer that Italy manages to put on the market, it can also be seen as a luxury 
sector, in short. I believe that the agri-food sector is a sector which, unlike others, will never 
see a crisis. 
 
Interviewee 7: Referring to the first question, the dependence on agricultural seasonality, 
influence of climate change, health and environmental value of food production, tradition and 
typicality of production (PDO, Organic PGI, etc.). Referring to the second question, the 
fragmentation of the market, fundamental brand reputation, direct producer / consumer 
relationship. 
 
Interpretation/comments: The lowest common denominator to characterize a product as 
typical is certainly the bond it has with the territory from which it comes. This relation can be 
represented by the origin of the raw materials, the location of the production activities, the 
origin of the processing techniques and, in any case, the fact that the product retains its 
peculiarities constantly over time.  

 
Key findings: The product must be able to involve specific aspects related to tradition and 
local culture. Typical productions, in addition to the geographical dimension, incorporate a 
historical dimension. The appreciation of the product is linked to the knowledge of its origins 
and, therefore, of the territory from which it comes. It is essential to be able to communicate 
the quality of the product and the difference with other products, in order to guide the consumer 
in the purchasing choices. An interviewee associated the agri-food sector to a luxury sector, 
highlighting the offer of quality products. 
 

Q3. What kind of knowledge, skills, competencies are required to sale internationally in agri-
food sector?  
Summary 
Interviewee 1: I think that the person in question must have specific training in the sector: in 
the case of the wine sector, he / she must first know the market in which he / she will operate, 
the product he / she will sell; in addition, he / she must have a wine culture; he / she must be 
enterprising and spiky. Surely, many skills will be built along the way. For example, I was very 
shy at first, then I got used to dealing with other people. If you are young, if you have the 
passion and also culture, somehow these characteristics will get the better of any gaps that you 
could have. I think Universities have to do marketing courses to oenologists, that is, to those 
who already study oenology. In this way, they have the opportunity to perfect themselves. A 
graduate in economics and commerce should do some oenology or a sommelier course. But, 
anyway, I think culture is the starting point. In my case, I would hire a winemaker or an 
agronomist who takes care of the winery and vineyard. In large companies, on the other hand, 
a graduate in economics and commerce is needed to a greater extent. 
 
Interviewee 2: With regard to all the reflections made by my colleagues, I think it has emerged 
that the specific knowledge of the context and the product (be they legumes, cereals, jams, etc.) 
is crucial. Selling a basket of products abroad implies knowing the traditions of that territory 
(for example, knowing how to combine oil and wine with the cuisine of that place). 
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Interviewee 3: It is essential to know the clientele, the habits of the place where you operate. 
Each nation has its own habits, and you need to know them to get into the market easily. Then, 
surely, the quality of the products also matters a lot. The salesperson must know the products 
perfectly and must be found prepared. Other characteristics are: empathy, ambition, desire to 
do, desire to redeem himself / herself and get to the top, desire to get involved. I personally do 
not have the opportunity to hire a graduate, as it is too expensive, but hypothetically I could 
definitely hire an economics graduate, but he / she must have a lot of desire to grow 
professionally, a lot of knowledge (not just about economics). 
 
Interviewee 4: First of all, field experience is required. It is important to know how to seize the 
best opportunities, to know the reference market and products. It's not enough to be a graduate. 
Another issue is that personnel cost of a graduate is a “punch in the stomach”. 
 
Interviewee 5: In addition to passion and curiosity, it is necessary to attend marketing courses 
and have a good knowledge of languages. Finally, I think a graduate in economics and 
commerce is an ideal figure in the field of sales. 
 
Interviewee 6: Obviously it is fundamental the knowledge of the English language, availability 
to travel, deep knowledge of the product that is being marketed both on a theoretical and a 
practical level. To be clear, the figure of the "seller" should be abolished, giving more 
importance to a figure who encompasses all the competences (production, marketing, 
promotion). 
 
Interviewee 7: The knowledge of the languages, different national regulations on wine even 
more jagged than in other sectors (monopolies, taxes, protectionism on alcohol and wine), 
customs and tastes of the countries. 
 
Interpretation/comments: From the reflections of the interviewees, it emerges first of all that 
the salesperson operating internationally must know the market, the product, traditions and 
local culture. 
 
Key findings: A salesperson must have passion, ambition, curiosity. He / she must be able to 
relate to customers, be available to travel, be spied on, and never be uncertain. He / she must 
have a certain command of the languages and, in general, of his / her work. In addition, 
respondents broadly agree that a graduate in economics and commerce can effectively play the 
role of salesperson. The only problem raised by everyone is the high costs involved. 
 

What topics should be covered by the curriculum to optimally educate future sellers in agri-
food sector?   
Summary 
Interviewee 1: It is fundamental that the salesperson knows how to manage sales data (and, in 
general, everything related to accounting), knows the legislation, knows how to read the 
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documentation and contracts. Dietary notions can also be useful, because I noticed that there 
is now a lot of attention and more culture of nutrition. 
 
Interviewee 2: The graduate must have a complete knowledge of marketing, production, 
product presentation, packaging, etc. It must necessarily be trained on these topics. 
 
Interviewee 3: Certainly, a good knowledge of the company and doing business, costs, and law. 
 
Interviewee 4: I certainly agree with my colleague on the cost analysis and legislation in force 
in the various fields. These are more specific figures from a management point of view. As for 
the sales area, everything related to marketing is important (also digital marketing – for 
example, social channels represent new ways of communicating products or to contact 
potential customers). 
 
Interviewee 5: I agree with everything. Knowledge of languages and Computer science are 
pivotal. 
 
Interviewee 6: First of all, I believe it is essential for future salespeople who are trained in our 
country to know the origin and tradition of the products that they are going to sell. In addition, 
it is important to know how the product arrives on the tables, from the earth to the placing on 
the market. Marketing and psychological aspects, then, should contribute to this knowledge of 
the raw material. 
 
Interviewee 7: The knowledge of the languages, different national regulations on wine 
(monopolies, taxes, protectionism on alcohol and wine), customs and tastes of the countries 
are very important. 
 
Interpretation/comments: Respondents believe that it is important to have in-depth notions 
of marketing, accounting, business law, and computer science. The prominence of knowledge 
of languages is also evident. Furthermore, one respondent believes that notions of dietetics are 
also central, considering that today the search for healthy eating by the consumer is very 
frequent. Another theme is to make known the origin of the product and how it arrives on the 
tables, also through notions of psychology. 
 
Key findings: The main topics indicated by interviewees are: marketing, accounting, business 
law, knowledge of languages. 
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National Report Poland, Poznan University of Economics and Business 

Meeting 01.03.2021 (Full-time study) 

Meeting 07.0.2021 (Part-time study) 

 

Meeting on 1st March 2021, 16.45 Online meeting on teams 

Course on International entrepreneurship, Master level, Year 1st Full-time study  

Participating 13 students 

Course on International entrepreneurship, Master level, Year 1st Part-time study  

Participating 12 students 

Meetings have been recorded, one student has sent an email after the meeting, adding 
some quotes. 

 

Q1: Do you have any experience in international sales? If yes, describe it, please!  

Summary: Students in the Full-time study group declared that they have not worked 
professionally yet, thus have no experience on international sale. In the second group (working 
students) two out of 12 have declared experience on selling, one person in wood (paper) 
industry, second in medical sector.  

 

Interpretation/comments: It is quite odd, that none of the students had any experience on 
professional carrier, and even in the group of working students just 2 out of 12 students have 
declared any experience. The reason could be that that nobody wanted to express own opinion, 
despite of the pushing by the trainer. However, we can also assume that indeed no one had any 
occupation before or have experience on another positions. 

 

Key finding:  

Just 2 out of 25 Participants had experience on international sales. 

Participants were not eager to discuss the issue.  

Q2: Do you have any experience in agri-food sector and international sales in agri-food 
sector? If yes, please describe it! 

Summary: Student from full-time study group declared, that had no occupation before, they 
had no experience on sales in Agri food either. However, one Student described the experience 
of own father. Two Students from full-time study group answered some additional questions 
regarding selling in Agri-food sector. 

 

CG: My father works on sales, in Agri food sector. He is always busy and there is a lot of staff 
to do, a lot of contacting and talking to people, instant call talks, instant supervision, instant 
setting contracts details. My father has different tasks, his duties cover direct selling on one 
hand, but also managing sales process, supervision distributors. He on regular basis analyses 
sales processes (excel sheets, reports, etc), but also logistic, legal issues. It requires huge 
engagement in the process. 
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Teacher: What is specific in this sector? 

 

CG: First of all, influence of the weather. It strongly depends on weather conditions. If 
something does not work properly in the weather, there are losses in the sector.  

 

Teacher: Do you think that selling in other industries can be different from selling in Agri-food 
sector? 

 

KM: I don’t think so. I guess I could learn very quickly to sell products from the Agri-food 
sector. This is just question of knowing what you are going to sell. Then the selling techniques 
are very similar.  

 

Interpretation/comments: This question was an instantiation of the first one. As just 2 
students declared an experience in general sales, no one had experience on sales in Agri-food 
sector. According to the opinions there is nothing special in selling in different sectors. Of 
course, the knowledge once has to acquire is different, but once you had it, the selling 
techniques are the same. 

 

Key findings:  

Participants have no experience on international sales in agri-food sector.  

However, students assume that there is no significant difference between selling in different 
sectors.  

Q3: Considering different job positions in agri-food industry have you ever considered 
sales as a career? Please, describe your perception of this profession! 

Summary: A salesman is not a dream job for participants. It is also often misunderstood, since 
there is a perception in the society, that a salesman is a kind of peddler. There is a need to 
change the perception of the occupation. Being a seller is also very different as we consider 
the range of operations, sector, or particular company. Selling in a grocery, or even on the 
bank is not the same as selling in huge international company. Selling in a big company, in 
international context requires a lot of skills, including interrelation skills and cultural 
awareness.  

 

CG: I want to become an entrepreneur in a future, but first I would like to find out how to run 
a business, while working for someone else. Being a salesman is not my priority.  

 

AK: the salesman is associated with an itinerant trade, someone who walks from one house to 
another and tries to sell good to customers that doesn’t really need all these goods.  

 

Teacher: Does it mean, that one should expect warming the image of the salesman? To 
encourage young people to educate on that occupation?  
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AK: I guess so.  

 

CG: there is a misperception of this occupation. One should know that selling goods or services 
it is not only B2C, but also B2B, it requires a contact with the customer, but also knowledge 
on sales processes, market analysis, accounting, IT issues, etc.  

 

IR: The seller it is first of all a frontman – he/she is on the first line, in front of the client. As 
client can be unsatisfied with products offered, or nervous – he/she had to be calmed down. 
This is issue of interpersonal skills, how to deal with a client.  

 

Teacher: Maybe we should discuss this occupation during the course. For example, how to 
distinguish selling from selling? Selling in a grocery from selling in an international company? 

 

IR: Yes, probably. Working in a company that deals with international sale requires a lot of 
soft skills, including knowledge about other cultures, habits, traditions, how to refer to people 
in different counties, etc. in other words – cultural awareness. Seller as a representant of the 
company has to be responsible and treat customers with respects while respecting also distant 
cultures. 

 

MK: Even in the company, duties of the seller can be different. One can be negotiator, who 
tries to close the deal, another can be account manager – they are both sellers but play different 
roles and require different skills.  

 

Interpretation/comments: Participants do not know much about characteristic of the 
salesman. Imaginations are very superficial, based on stereotypes. Those who have general 
experience on sale declare that this profession is quite ambiguous and multivariant.  

 

Key findings:  

There are a lot of misperception and stereotypes as far as definition of the salesman is 
concerned. We need to include big effort to work on the proper perception of this profession.  

We also have to be very specific to describe what kind of skills of salesman we want to cover.  

Q4: In your opinion, what knowledge, skills, competencies are required to sale 
internationally in agri-food sector? What are the most important competences and skills? 

Summary: Two participants with general experience on sales underlined what kind of skills 
the seller has to possess and what kind of knowledge is required. Another tried to draw the 
characteristic of the seller on the basis of own imagination or experience of their relatives.  

OS: The seller has to know much about the product. Customers often expect a deep 
understanding of the product that is being offered. Customers want to know how to store 
products to keep them fresh. 
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Techer: So, a seller has to acquire different kinds of knowledge: on one hand product 
knowledge, on the other hand marketing technical knowledge?  

AK: Seller has to know how to keep relations with a client, also after the product has been 
delivered (after-sales service). 

MK: Interpersonal skills are crucial. Client is often dissatisfied – you need to understand how 
to calm him/her down, how to keep relations. You need to get rid of emotions. Rational and 
exact reactions are most important.  

CG: The salesman needs certainly to know much about the products/services he/she offers. But 
also, knowledge on sales processes, different marketing tools, interpersonal skills, ease of 
establishing contacts, teamwork skills, computer skills, moreover, you need good presence, 
personal culture, independence, honesty, enthusiasm.  

Interpretation/comments: Students have general knowledge of the seller. They do not 
perceive the occupation in terms of learning outcomes that we need to include in the 
curriculum. Knowledge, skills, or competencies are mixed, and students see sometime no 
difference between those notions. It means that we need to describe very precisely what the 
certain learning outcome is and what is responsible for. We also need to emphasise soft skills, 
are crucial from the seller’s effectiveness point of view.  

Key findings: 

Knowing the product is basic knowledge, that every seller has to acquire, no matter in which 
sector he/she operates on.  

Soft skills matter, including interrelations skills, teamwork. 

Q5: What students need to be employable in agri-food sector? How do the courses 
correspond with the needs in the labour market? Which teaching methods are used in the 
courses that you have attended, on sales management, marketing, and sales? 

Summary: Students expressed their dissatisfaction about the existing curriculum, teaching 
techniques used learning outcomes the University provides. 

HŁ: We acquire a lot of theoretical knowledge, but there are large deficits as far as practical 
knowledge is concerned. Sometime teachers offer case studies, but something like negotiation 
techniques is not existent. 

CG: Students that fit to the position of seller in Agri-food sector, there are first of all from Life 
Science Universities, eventually graduates from marketing programmes. In our case, we do not 
feel like being prepared for this occupation. I can conform that we have to theoretical approach 
at the University. When we get to the company, we need to learn everything from scratch. We 
miss business simulations, augmented reality.  

AK: I can add that techniques that are taught at the university, pretty often have not much in 
common with the reality. They are outdated, and company not use this kind of knowledge or 
technique. 

Interpretation/comments: Teaching methods have to be updated. We need to include as much 
as practical knowledge as we can. Also, the material has to be revised by some practitioners, 
to see whether it is suitable and up-to-date.  

Key findings: 
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Students are dissatisfied with the teaching techniques offered at the University.  

There is too much theory in the curriculum, what is more important, this theory is not 
applicable any more in the business reality.  

Business simulations or augmented reality is required. 

Q6: Are the program length and teaching methods correct in terms of its ability to train 
professionals with the required knowledge and/or skills? Please, explain whether you feel 
all necessary learning objectives are included within your academic program. 

Summary: Students have expressed their opinions about length of the study and whether they 
are prepared professionally by the University.  

AK: Looking at the 1 cycle that we have participated in, the length of the study is appropriate. 
The problem is that some courses are overlapping. As we could erase this overlapping, we 
could include something else which could be more appropriate for Students – especially in 
terms of internship.  

Teacher: If we would have more site visits, in the company. Is this that what you expect?  

AK: not really. Visit in the company is always a little bit artificial. There is a crowd, a lot of 
people try to figure something out and there is no space for normal discussion. More 
appropriate would be visits of practitioners at the University.  

Interpretation/comments: The time of the study is perceived as appropriate. We need to focus 
on avowing overlapping which is negatively perceived by students. We need to engage more 
business practitioners to the courses.  

Key findings:  

Courses are overlapping.  

More contacts with business practitioners are required. 

Q7: Does your curriculum include skills/competences to prepare you for international 
sales? What are the strengths and weaknesses of your curriculum? 

Summary: Students have expressed their opinions about the quality of the curriculum. 

MK: Verification of the knowledge has been changed. We do more projects now, before we 
had more exams. To prepare to the exam one needs to possess theoretical knowledge, while 
doing projects we need to applicate this knowledge. We perceive that as positive aspect.  

AK: I will underline again – there is not enough business practice in the curriculum.  

Interpretation/comments: Students wants to get skills that will be required by the company 
that hire them after graduation. And this is obvious. They demand more internship and 
complain when at the company they are not delegated to the front lines. However, Students do 
not realize that what it is offered at the University, is academic knowledge. Our University is 
not a business school – is a University. WE do offer business courses, but first of all we want 
to educate them on more sophisticated level. More philosophical approach is offered than only 
this practical one. Of course, we need to adjust towards expectations, but still we can not forget 
what we are destined to at the University. 

Key findings:  
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Applicability of knowledge is important.  

More business orientation is required.  
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National report Poland, Wielkopolska Chamber of Commerce and Industry (WCCI) 

 Focus groups with SMEs  

 

Date and duration of the focus group: 
Due to the COVID-19 pandemic it was difficult to gather companies’ representatives on 
together on one term even via ZOOM. The survey was conducted in writing, using the WCCI’s 
databases of exporters, questions were sent to 12 companies from the Wielkopolska region. 
Feedback was obtained from 7 people representing the SMEs sector. The answers to the 
questions were provided via e-mail and then further explained in a telephone conversation. 
 

Sample description (who participated, from which company, size in number of 
employees, position of respondent) 
Sales Department Manager – 2 x medium sized companies  
Export Manager – 2 x medium sized companies  
Export Specialist – 1 x medium sized company 
Owner – 2 x small sized companies (micro) 

Company description (brief) 
Miran Wafel  - 80 employees 
The company offers a wide range of waffle and decorative products. The offer includes over 
100 standard products and many special products - from classic ice cream cones, through 
gluten-free products, to decorative meringues. 
https://pl.miranicecones.com/ 
 
Geo-Poland – 12 administrative employees + 180 production employees 
Geo-Poland is a Polish, 100% private family-owned company producing and distributing 
powder milk for babies worldwide. Located in the heart of Europe the company supplies the 
highest quality and innovative infant milk to milions of customers in more than 20 countries. 
https://geo-poland.com/ 
 

Lomania Polsko-Francuska sp. z o.o. -54 employees 
French-polish company, which has been buying and processing mushrooms since 25 years. 
They offer fresh mushrooms and blanched, pasteurized and sterilized mushrooms. This product 
is mainly dedicated to gastronomy and processing industry. 
https://www.lomania.pl/ 
 
Lou.PL sp. z o.o. - 160 employees 
New company on polish market, established  by Gilles Greiceldinger, representative of  French 
company, in cooperation with the Polish partner, grows and supplies mushrooms destined both 
to the French and Arabic market, as well as to Italy and North America. 
https://lou-legumes.com/ 
https://www.facebook.com/LOUchampignons/ 
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Urbanchill Agata Borkowska - small enterprise – owner 

A company acting as an intermediary and a distributor of large production companies. 
 
Addan Daniel Adamowicz - small enterprise - owner 
A company acting as an intermediary and a distributor of large production companies. 

Questions for SMEs 

Q1: What, in your opinion, are the main challenges in your business?   
“The main challenges are definitely the language and the geographical location of Poland (high 
delivery costs to Spain).” 

 
“Unstable, unpredictable political situation in the recipient’s country - affecting the economy, 
lack of access to currencies, etc. (see - some African countries). Currently (2020/2021) the 
pandemic: the Chinese market is willing to use the pandemic as a pretext to limit the import of 
goods. Polish bureaucratic restrictions (e.g. problems with cooperation with local veterinary 
medicine).” 
 
“Preparation of documentation, product expiration dates. Limitations - difficulties: 
- limited shelf life, 

- control and maintenance of cold chains throughout logistics, 
- non-uniform quality of raw materials.” 
 
“At the moment, there is no possibility of increasing the quantity due to the global situation 
related to the pandemic. In addition, the company's current infrastructure does not encourage 
the development of new products on a larger scale.” 
 
“The main challenges, production of the semi-finished products as well as limitation of sales 
to only one sector.”   
 
“Low level of automatization of production which is associated with high labor costs. Complex 
administrative procedures of export certificate issuing bodies.” 
 
Analysis and interpretation: The main limitation for companies is the current unstable and 
unpredictable situation related to the pandemic. The inability to increase production related to 
this situation, and the lack of employees. All companies indicated that they have significant 
problems with the Polish bureaucracy, such as difficulties regarding cooperation with the local 
government bodies in relation to the documents they need to export the products, or 
complicated administrative procedures of units issuing export certificates.   

Q2: What distinguishes agri-food sector from other sectors? Does the sale in this sector 
differs from others? 
“Working in a very large industry sector. Poland is the sixth food producer in the EU, behind 
Germany, France and Italy, Great Britain and Spain, with a value share of approx. 9%. 
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The Polish food sector accounts for over 20% of the sales value of the entire domestic industry. 
It consists of about 16 thousand companies employing over 400 thousand people, approx. 16% 
of the employed within the domestic industry.” 
 
“Certainty that a company from the agri-food sector will exist regardless of the degree of the 
consumer’s wealth (everyone must eat).” 
 

“The unique possibility of continuous development and growth, a large variety of products.” 
 
“Working in an innovative sector. Due to the significant economic importance, the agri-food 
industry was among the industries with the greatest innovative and competitive potential.” 
 

“Dynamic work, the opportunity to participate in the process of developing new (interesting) 
products. Trade allows you to meet new people and expand linguistic knowledge. It also makes 
learning about the world and other cultures much more easier and natural.  
 
Working in this sector opens your eyes to the nutritional standards and how the food is 
processed. It allows you to form an informed opinion about what we eat. In addition, it opens 
up opportunities for us to learn new tastes (food tests at the fair), allows you to participate in 
the creation of new products for various reception channels (HoReCA, Detal, Industry) in 
various countries. It is very rewarding.” 

 
“Demand, interest, flocking number of consumers.” 
 
Analysis and interpretation: The agri-food sector is very promising. Thanks to the 
systematically introduced innovations, the sector has departed from the stereotype of the 
backward segment. Due to the significant economic importance and high competition, 
companies are forced to constantly develop, create new products and improve the production 
processes of the remaining assortment. The growing number of consumers provides a secure 
existence for this sector. Demand and interest for this type of products will always be constant 
and uninterrupted. The creation of new products, as well as the general expansion of the 
companies from the agri-food sector into the foreign markets, allows for the constant 
development of the company's employees competencies. The work is dynamic and allows to 
meet new people, cultures and tastes. It makes employees and customers of the company aware 
that the nutritional standards are changing, as is the way food is processed. 

Q3: What kind of knowledge, skills, competencies are required to sale internationally in 
agri-food sector?  
“Good knowledge of the agricultural or agrarian sector. Independence and good organization 
of work. Focus on achieving goals.” 
 
“Knowledge of legal regulations, foreign languages, and the product sold by the company. 
Such an employee must have the knowledge about the company, its products and the method 
of their production. So that they can have a constructive conversation with the client on topics 
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related to the offer or complaints. This person must be open to building a long-term 
relationships, operative, somewhat resistant to stress, sometimes able to solve a problem on 
their own - not afraid to make a decision.” 
 
“Efficiency, the ability to establish relationships, knowledge about the production technology 
of the offered products and above all high personal standards of behavior as well as the 
knowledge of the other cultures.” 
 
“Knowledge of the agri-food industry and its trends. Ability to conduct presentations and trade 
negotiations. Ability to comprehensively prepare commercial offers. Ability to obtain 
information about changes in the market’s environment. 
 

“Independence, creativity, availability, responsibility and knowledge of foreign languages and 
cultures.” 
 
“Interpersonal skills, basic knowledge of the production technology and of the offered 
products. Among others such a person should be efficient, have the ability to easily establish 
relationships and show high level of propriety and good manners.” 
 
Analysis and interpretation: There’s no such thing as an ideal person for this job or any job 
in that matter, we can only speculate however an almost perfect person should: 

- have knowledge of the agri-food industry,  
- be a graduate of major studies,  
- have knowledge of the sales techniques and be marketing savvy, 
- have experience in managing a team, 
- combine the knowledge of both the field of sales, the field of marketing as well as the field 
of food production technology. 
Such a person must know the company, its products and the method of their production in order 
to please the client and answer all their questions. Must be open to changes and have the ability 
to quickly establish contact with other people, from the farmer to the president of the company. 
This employee must be flexible and adaptable to frequent changes in working conditions. A 
person who can expand the range of customers and suppliers. 

Q4: What topics should be covered by the curriculum to optimally educate future sellers 
in agri-food sector?   
“Conducting product training. Familiarization with the specificity / structure of the company.” 
 
“The main gaps to be filled:  
- graduates should change the demanding attitude towards the employer at the very beginning 
of their professional career, 
- they should gain experience, 
- they should understand that their readiness for work is only possible when it is managed by 
an experienced person.” 
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“The graduates are not ready:  

- "book" knowledge,  
- no practical skills, 
- no logical thinking, 
- focusing only on commercial issues / knowledge without the desire to learn about the specifics 
of manufactured products, 

- inability to control several / a dozen things happening at the same time.” 
 
“Developing a comprehensive product training: 
- employee education in the field of the product, 
- employee education in terms of contact with the client and behavior during interviews.” 
 
Analysis and interpretation: There are no great restrictions when it comes to acquiring 
qualifications within a workplace of a medium sized companies. Employers are willing to 
invest in raising the qualifications and training their staff. However they require high level of 
willingness to cooperation and learning. 
In small companies, the owner acts as a seller, marketer and accountant all on his own, thus 
there is no time to be able to fully devote himself to the activities of the trader. Another 
important problem in small enterprises is the financial issue; no funds for advertising, 
professional website, fairs. So the small companies would need a person with high level of 
marketing skills combined with the skills of a trader. 

Key findings 

• Language, preparation of the documentation. 
• Dynamic work and constant personal development and growth. 
• Ability to work on one’s own without help, knowledge about the sector. 
• Product training, knowledge about the different cultures. 

 

 

As it is seen from the national reports, students have very few and limited experience in agri-food 
sector. Although it could be assumed that Master students have some working experience and 
possibly in the agri-food sector, this is not the case for this sample. Students’ responses can be 
grouped into three groups regarding the content, teaching methods and perceptions of 
international sales job. Companies seem to be very much focused on knowledge and interpersonal 
skills. This grouping is also reflected and presented in the next section on key findings. 
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Section 2: Comparative analysis of key findings 

This section is organized firstly: to present key findings per type of institution (all universities 
and all chambers), and secondly: to compare, identify gaps between universities and companies. 

 

Key findings from universities 

 

Spain 
URV 

Increasing importance of the agri-food sector as an employer. 

Sales is a career that requires certain skills and competencies. The perception that 
these skills are lacking reduces the motivation of a person to embark on this 
professional career. 

The profession of salesperson is little understood and, therefore, rejected by many. 

Understanding the market and the needs of the client may not be so important 
as having sales skills. The participants mention a wide range of soft skills, most 
of which are general in nature and not focused on international sales. 

As far as teaching methods are concerned, practice is given priority over theory and 
work experience  in companies is a necessity to determine whether students have the 
competencies required by the labour market or not. 

Content and methodology must be up to date. Participants do not find it easy to say 
whether they are. Here, according to the participants, the lack of work experience is 
a factor that limits their ability to judge. 

Curricular flexibility is important. 

Lecturers must have an ability for teaching innovation. 

The course must provide something other than just knowledge and abilities 
(contacts, for example). 

No sales skills on their curriculum. 

UP 
SLO 

Participants have little experience in international sales. 

3 out of 9 participants consider agri-food sector as an inspiration for future work. 

At this stage of their thinking, they are still limited to national/local context. It is an 
‘idea in process’. 

Participants have identified networking and other interpersonal skills as important 
for working in international sales in agri-food sector. Participants grounded their 
thoughts in their experience. They pointed out networking, ‘having sense for 
people’, communication, responsibility, heritage, good connections abroad, 
knowledge about markets, needs analysis, good product, mediation, marketing 
and knowing the languages, post-selling activities, evaluation of product 
development. 

Participants have identified some ‘typical marketing topics’ that are needed for 
successful international sales in agri-food sector. 

Prevailing teaching methods are lectures, case studies, exemplary cases analysis, 
seminar work. 
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Participants appreciate field work as good connection to practice and future jobs. 

A more noticeable shift from teaching to student-centred learning is needed. 

UPDM 
IT 

Students recognize that today's seller has different goals and tasks than one in the 
past, and this awareness is recognizing that the seller is now more of a relational 
figure than a mere persuader. Students seem more aware of the importance of the 
role assumed by the seller and understand in part the evolution of this figure from 
"traveling seller" to "relationship manager" (Cardinali, 2019).  

Results show that students emphasize and appreciate positive sales aspects, 
including the ability to establish relationships with business stakeholders (customers, 
suppliers, competitors, etc.), understand customer needs in order to customize the 
offer, travel, advance faster in internal career, etc.  

Students are not negatively predisposed to sale, contrary to what has been pointed 
out by numerous previous studies on the subject. Sale is not seen as persuasion or 
manipulation. On the contrary, it is a matter of allowing the customer to make an 
informed, conscious choice, the best for him. 

As a result, the positive perception of this profession seems to influence the 
possibility of choosing the one in sales as a career path. 

Skills and knowledge: Product knowledge and market knowledge, Negotiating, 
communicating, presenting, Persuading,  Digital skills,  Empathy,  Ability to 
inspire trust. 

Students proposed the following teaching methods: Field experience, 
Internships and seminars, Group work and projects, Partnerships between 
universities and companies, 

Discussions in class, Guest speakers, Simulation-based activities. 

Results showed that field experience is considered necessary. It takes on a great 
educational depth. It is a moment of personal and professional growth. It is important 
for students to put into practice the notions acquired at the theoretical level. 

Seminars have also often been cited as teaching methods that allow students to 
become familiar with the issues addressed at the theoretical level and get into the 
heart of the activities. 

The other proposals mentioned above underline the importance of the relationship 
between students and businesses. In this way, the student has the opportunity to 
consolidate the knowledge acquired in the classroom and test his attitudes in the 
field, gradually approaching the world of work. It is also a way to know the 
organizational context of the company where students can experiment with specific 
activities. 

Poznan 
UEB 

Just 2 out of 25 Participants had experience on international sales. 

Participants were not eager to discuss the issue. There are a lot of misperception and 
stereotypes as far as definition of the salesman is concerned. We need to include big 
effort to work on the proper perception of this profession.  

We also have to be very specific to describe what kind of skills of salesman we want 
to cover. 
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Knowing the product is basic knowledge, that every seller has to acquire, no 
matter in which sector he/she operates on.  

Students are dissatisfied with the teaching techniques offered at the University.  

There is too much theory in the curriculum, what is more important, this theory is 
not applicable any more in the business reality.  

Business simulations or augmented reality is required. 

Courses are overlapping.  

More contacts with business practitioners are required. 

Applicability of knowledge is important.  

More business orientation is required. 

 

Key findings from Chambers of commerce 

 

Spain 

CCIB 

Importance of having quality products and their proper dissemination at international 
level. 

Importance in knowing how to interpret commercial changes in today’s market 
and post-Covid era, knowing where and how to sell. 

The dynamism that keeps this sector always active and alive, and that gives good 
hope in the post-Covid era. 

Product with different caducity compared to other sectors and greater risk of loss at 
the time of a wholesale purchase. 

Impossibility of making sales forecasts nowadays, due to the closure of buyers 
such as restaurateurs, for example, for food products, and greater difficulty in the 
wine sector, having less demand in delivery, compared to food. 

Need to have a broad and in-depth knowledge of their business and products, as 
well as knowing their competitors. 

Need to have good knowledge of marketing, psychology and sales techniques, 
and social media marketing. 

Theoretical but also practical training is preferable, as experience gives more 
knowledge and since food must be treated and cooked to be able to sell it. A 50/50 
training is a good option. 

SLO 

GZS 
CPU 

Occupational specific knowledge: 

Knowledge of the product that you are selling (knowledge of life cycles, food 
traceability, food security) 

Knowledge of food trends and the needs of consumer (market research) 

Logistic 

Quality management 

Placement of domestic brands in foreign market knowledge of the language 

Mandatory internship 
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Personality traits: 

Communication skills 

Behavioural traits 

Establish a good relationship 

Adaptability to the situation  

Good speaker 

PL 

WCCI 

Language, preparation of the documentation. 

Dynamic work and constant personal development and growth. 

Ability to work on one’s own without help, knowledge about the sector. 

Product training, knowledge about the different cultures. 

A person must know the company, its products and the method of their production 
in order to please the client and answer all their questions. Must be open to changes 
and have the ability to quickly establish contact with other people, from the 
farmer to the president of the company. This employee must be flexible and 
adaptable to frequent changes in working conditions. A person who can expand the 
range of customers and suppliers. 

 

Comparison between universities and companies 

In order to identify gaps between requirements, proposals, suggestions between universities and 
companies the following comparison, presented in the Table, is done. 

  

Companies Universities 

Knowledge: about product, market, 
customers, language, the sector, cultures, 
social media marketing 

Knowledge: about product, market, 
customers 

Personality traits, attitudes: empathy, 
having sense for people, ability to work in 
groups, establish contacts with others and 
good relationship, behavioural traits, 
adaptability to the situation, open to changes  

 

Personality traits and attitudes:  Empathy,  
Ability to inspire trust, 

 

Skills: rhetoric, communication skills,  Skills: negotiating, communicating, 
presenting, persuading,  digital skills, 
mediation, networking 

Proposed teaching methods: internship and 
practical work., practical training (50/50). 

Proposed teaching methods: field 
experience, internships and seminars, group 
work and projects, partnerships between 
universities and companies, discussions in 



 

 

 60 

class, guest speakers, simulation-based 
activities, more practical work. 

Identified teaching methods: ex-cathedra 
lectures, seminars, case studies, group work-
projects, guest speakers. 

Students’ requirements: more practice 

 

It is seen that regarding the knowledge there is not much difference between companies and 
universities. The emphasis is on knowing the product, the market, and the customer. However, 
regarding the personal traits, attitudes companies have a more profiled perspective on the 
needs/traits that an international salesperson needs to have. Universities have listed a range of 
skills needed to perform the job successfully. Among these communication and presentational 
skills overlap. As it could be expected, students provided a criticism regarding teaching methods 
and the expectations that more practical work would be done during the studies. They proposed 
possible forms and teaching methods while companies have emphasized practical experience and 
internship. The requirement for more practical and ‘useful’ for has been a topic for discussion 
over longer period also due to the expectations that universities can prepare for specific job 
positions adequately and precisely. 
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Section 3: Conclusions 

 

The field research – focus group interviews with university students and companies’ 
representatives have shown the following: 

• Economics, management, marketing programs at selected universities do not prepare 
students sufficiently (if at all) for the employment in agri-food sectors. 

• Universities and companies report about the need for more product related knowledge, 
or speaking generally marketing knowledge (market analysis, niche market, persuasion  
and logistics, quality and evaluation). Companies feel that students are not sufficiently 
prepared for the job in international sales sectors, and students lack experience on the 
job.  

• There is a space and need for two clusters of curricula changes or upgrades: a) 
international sales (digital marketing, promotion, needs analysis and ‘understanding the 
nature of business’, and b) skills and personal development (networking, 
communication, negotiation, mediation, team work).  

• There is open space for improvement and changes in the use of teaching methods that 
could bring future work requirements and challenges closer to students, such as digitally 
supported teaching methods and gaming. Role play is not mentioned but also not 
sufficient for contemporary times when technology and edutainment philosophy offer a 
range of possibilities for changing teaching practice. Student-centered learning can 
efficiently be supported by digital technologies, and thus this project can bring about 
change in the content as well in teaching methods for international sales in agri-food 
sector.  

 


