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The State of Sport Sales Education  
 
The sport industry has challenged academia to meet the demand for sales talent as business-to-consumer inside sales 
teams have grown over the past 15 years in professional and college sports (Pierce, Popp, & McEvoy, 2017; Popp, 
Simmons, & McEvoy, 2017). The result has been a fertile supply of entry-level job opportunities for students 
graduating from sport management programs, as evidenced by data available on the industry’s two leading job 
search sites. For example, ticket and sponsorship sales positions accounted for 41% of all entry-level positions on 
Teamwork Online in late 2017, representing 24% of all jobs on the site. Work In Sports estimated that 53% of job 
postings require some level of sales experience or competence (Clapp, 2016). Sales positions offer an abundance of 
entry-level job opportunity and upward mobility for successful salespeople (Pierce, Popp, & McEvoy, 2017).  
 
To date, little research has assessed the extent to which sport management education has reacted to meet demand 
for sales talent. Eagleman and McNary (2010) found that 61 of 227 (26%) undergraduate sport management 
programs in the United States offered a course in “sales/promotion.” However, since this study was published, the 
number of undergraduate sport management programs has increased by 70% to 386. Also missing from the 
literature is an analysis of which programs are adopting sales courses, the administration of sport sales courses, or 
the attitudes and opinions of programs who have not included sales. This presentation will examine the current state 
of sales education in undergraduate sport management programs in the United States.  
 
Sport management curricula were examined to determine if a sport sales class was offered. All undergraduate sport 
management programs in the United States were identified using the listing provided by NASSM on 
degreesinsports.com. University websites were used to examine the program’s curriculum, and course titles were 
examined to determine whether a program offered a sales course. Eighty-five of the 386 (22%) undergraduate sport 
management programs offer a course in sport sales. Of the 85 programs offering a sales course, 66 (77.6%) required 
the course in its program of study, while 19 (22.3%) offered it as an elective or special topics class. Forty-five of the 
85 programs offering a sport sales class (53%) have the terms sales, selling, or revenue generation as the singular 
focus in the title of the class. Compared to the results of the Eagleman and McNary (2010) study, the number of 
sport sales courses has grown 39% from 61 courses in 2010 to 85 courses in 2017, which represents an average of 
three courses added per year. However, because the number of sport management programs has increased by 70% 
at the same time, the percentage of programs offering a sport sales course has decreased from 26.8% to 22%, 
meaning sport sales course adoptions have not kept pace with growth in programs. Only 15% of the sport 
management programs started since 2010 have included sport sales in the curriculum. 
 
Second, data was collected from a sample of program directors and sport sales instructors to examine how sport 
sales courses are administered and to understand the perceptions of programs not offering a sport sales course. One 
hundred and four usable questionnaires were returned, for a total response rate of 28.4%. Responses were received 
from 36 programs offering a sales course (34.6% of survey respondents). All respondents reported offering the sales 
course in a face-to-face environment. The mean class size was 27 students with 94% of programs enrolling less than 
40 students per class. The class was predominantly taught by a full-time faculty member in sport management 
(77.8%). The most common offering for the course was once per academic year (58.3%), followed by twice per year 
(27.8%), and three or more times per year (13.9%).  
 
The most prevalent required textbook, adopted by 36.1% of the sample, was Selling in the Sport Industry (2017) 
authored by Pierce et al. The next most popular method of requiring textbooks for the class is for the faculty 
member to develop a custom set of materials without relying on a single textbook (13.9%). The most common 
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reason cited for adding the class was the demand from the industry for qualified salespeople (73.5%), followed 
closely by the positive employment outlook for students pursuing jobs in sales with respect to job opportunity, 
upward mobility, and salary (52.9%).  
 
Sixty-eight respondents indicated a sport sales course was not offered in their program (65.4% of survey 
respondents). Even though a sales class was not offered, respondents nearly universally recognized the importance 
of students demonstrating competence in sales by the time they graduate. In fact, 97% of respondents indicated that 
it was at least moderately important for students to do so, including 29.4% believing it was extremely important and 
38.2% believing it was very important. Without a sport sales class, sport management programs relied on other 
means to address sales competencies. In fact, 73.5% reported that sales competencies are covered elsewhere in the 
student’s plan of study, while only 26.5% indicated sales competencies are not addressed anywhere in the 
curriculum. A variety of challenges or obstacles may stand in the way of adopting a sport sales class in the 
curriculum. The most relevant obstacle impeding the growth of sales according to the 68 respondents from 
programs without a sales program is the constraint posed by credit hour limits for graduation (M = 1.94, SD = .84). 
The second most relevant challenge is finding a qualified instructor to teach the class (M = 2.47, SD = .99) with 
53% of respondents noting this was a relevant challenge for their program. 
 
While sales education has reached a stage of legitimacy within the academic field of sport management, the meager 
adoption of sport sales courses at the rate of three per year makes it questionable as to whether the discipline will 
meet the industry’s need for sales talent. Despite employment data pointing toward entry-level job opportunity, the 
percentage of programs offering sales has not kept pace with the addition of new programs and dropped from 
26.8% to 22%.  
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