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Often when people think of a sales person they imagine an aggressive, fast talker, forcing them to purchase 

an unnecessary product or service, who often disturbs them at the most inopportune moment. Many students, 

especially sport management students, when seeking employment in their first sports rodeo, see sales as an 

oxymoron similar to pro wrestling (Trailer, 2018). Many sport management students aspire to be a GM or an 

Athletic Director but relatively few understand the opportunities in sport and, even less, aspire to be in sales for a 

living.  

Given the number of people who make their living selling in sports, it is interesting that few started with 

this as a career objective.  Pierce, Petersen and Lee (2013) and Bae and Miller (2011) identified sales related positions 

as the top job positions in sport marketing. Pejorative labeling may reflect the game-playing and lack of transparency 

sometimes associated with sales which may have been experienced by individuals (Trailer, 2018). Students, as well as 

young professionals, often project onto the sport realm, other buyer-seller interactions that reflect  stereotypical 

views (Williams, 2017). Many assume sales people have negative intentions but, sales professionals are champions 

that prompt economic growth by serving the needs of businesses and consumers. Gluck (2017) notes that sales 

professionals produce the income that often pays the salary of others in an organization, ensuring that companies 

thrive. Generating income and revenue are the primary roles of a sales force. For sport organizations without a 

dedicated and trained sales team, the feast or famine cycle can be exhausting, as well as extremely tough on an 

organizations cash flow.  

Irwin, Sutton & McCarthy (2008) noted that recruiting, training and retaining high quality salespeople is an 

important managerial function for sport franchises. Sales professionals are often the starting point for customer 

engagement.  Whether making 100 calls per day or simply responding to requests for information, the sales 

department’s number one priority is customer interaction and business development (Williams, 2017). Ticket sales 
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are an extremely important sources of revenue for sport organizations and sales, whether it be of tickets, premium 

seating, suites or sponsorship, is fundamental to the financial viability of sport organizations (Pierce, et al, 2013).  

In many cases, sport management students “fell into” or “wound up” in sports sales, not as a first choice or 

but as an alternative.  If this is the case, it begs the question “what the likelihood of students becoming a sport sales 

professional is, and does this translate into long term employment in the industry. CSO Insights 2018 Sales Talent 

Study revealed that sales talent is a major, and missing, driver for a transformation strategy offering both pitfalls and 

opportunity. It typically takes more than a year to find and onboard a new salesperson to full productivity. Some 

organizations do not feel like they have the talent, and few have made  changes to their hiring profiles reluctantly 

relying on traditional criteria, such as industry expertise, business degree and emotional intelligence.  

However in today’s sport environment, some companies are focusing on analytical abilities, learning 

propensity and agility in their sales personnel recruitment process. However, hiring the right person is only part of 

the equation. Strong onboarding programs help sales personnel ramp up to full productivity nearly two months 

faster than less effective onboarding.  Enablement engagement, career pathing and exiting practices, are needed to 

maximize the potential of inbound resources (CSO Insights, 2018).  

So, are sport management professionals establishing standards that align with the sports sales industry? This 

study explores where educational programs and their aligned organizations have been, what emerging trends have 

developed in support of this evolution, and what things have remained the same. To date much of the research 

examining sales activities within the sport industry has been examined through content analysis of position 

announcements. To further understand the alignment of metrics in the industry this multifaceted study will: 

1) identify what the likelihood of students becoming sport sales professional is;  

2) assess whether this likelihood translates into longevity/employment in the industry;  

3) identify key metrics being deployed by industry professionals to further enhance engagement and training;  

4) explore the changes sport management programs have made to sports sales training and to the establishment of 

standards in the industry.  

A longitudinal data pool procured from a prominent NE Ohio sales conference dating back to 2012 will be 

used to identify likelihood measures and an exploratory analysis utilizing social media platforms will be deployed to 

identify the relationship between likelihood and employment/longevity.  In addition, an analysis of the sales 



2019 Sport Marketing Association Conference (SMA XVII) 

Chicago, IL November 6-8, 2019 

  

 

curriculums of North American Society for Sport Management (NASSM) identified sport management programs, 

from 2012 to 2019 will undertaken. All measures and outcomes of this analysis will be presented and additional 

metrics specific to skills, education, training, engagement, experience, and employment, as well as observations 

about current and future trends in sales education will be discussed.  

 

 


