Professional team sport has been described as a “sell or die” industry.  With the exception of the National Football League, ticket sales typically represent the largest revenue source for major as well as minor league teams.  Therefore, enhancing performance of the team’s sales department and, more specifically, the team’s sales force, plays a vital role in determining a professional sport franchise’s financial success.  As a result, professional sport franchise ticket sales managers seem to be on a never-ending quest to improve sales force performance.
One of the main challenges facing any sport organization is developing an effective sales staff as team sales executives are challenged to assemble a group of skilled sales associates, coach them toward achieving defined goals, and keep them motivated during the volatile team performances.  Given the similarities between competitive sport and competitive sales, the use of coaching for a sport business’ sales force leadership position appears very relevant.   Similar to how a coach impacts the development of an athlete under their charge, the sport franchise sales manager is in position to directly influence the selection, motivation and skill of the team’s sales representatives.  Criteria fundamental to creating an effective sport franchise sales department, created by Miller, Shaad, Burch, and Turner (1999), closely resembles those ingredients necessary to developing an effective athletic team.  
Whether salespersons are born or made is the subject of frequent debate. In the opinion of several experts, the naturally born salesperson is a myth: salespersons are made, not born (Churchill, Ford, Hartley and Walker, 1985; Staton, Buskirk, and Spiro, 1995; Stephens, 1997).   While this does not mean that anyone can become a successful salesperson, it means that prospects with basic talent, keen interest and aptitude can be trained to become successful salespersons.  It has been argued that most salespeople reach their full potential through effective training and supervision involving continual guidance and feedback from the sales manager (Good, 1993).  Therefore, coaching by the sales manager has been identified as one of the most significant opportunities available to an organization to influence sales performance (Corcoran, Peterson, Baitch, and Barrett, 1995; Johnston and Marshall, 2005).  

Despite the relative importance of sales and sales coaching, particularly in the sport industry, to date little academic attention has been directed at this topic.  Moreover, David Rubenstein, a highly respected sport sales trainer, is of the opinion that very few sales managers in sport franchises know how to build an effective sales representative (Irwin, Sutton, McCarthy, 2008).   Therefore, the purpose of this paper is provide insight into how professional sport franchise ticket sales managers can apply coaching theory on topics ranging from recruitment to retention as a means of building an effective sales force while offering suggestions on future research that can beneficially address this critical topic.  
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