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Using Experiential Client-Based 
Projects in Sport Sales Courses
David  Pierce, Indiana University-Purdue University Indianapolis, Indianapolis, USA

ABSTRACT

Saleshasgraduallygainedtractioninthesportmanagementprogramsoverthepast
15years.Thisarticleexaminestheextenttowhichclient-basedexperientialprojects
areusedinsportsalescoursesanddeterminesifteachingpracticesaredifferentin
client-basedandnon-client-basedcourses.Onlinesurveyresponseswerereceivedfrom
36of85sportmanagementprogramsthatofferasportsalescourse.Resultsindicated
that58.3%of sport sales coursesutilizeda client-basedexperiential salesproject.
Thesportsproperties thatpartnerwithsalesclasses themostarecollegeathletics,
minorleagueteams,andBigFiveprofessionalsportsteams.Clientsprovidedstudents
with leads in55%of theprojects.Themostpopularorganizationalmodelwas the
independentmodel,whichwasemployedby70%ofthecoursesengaginginaclient-
basedproject,followedbytheon-campusandin-venuesmodels.Client-basedcourses
weremorelikelytousemocksalescalls,guestspeakers,andtheSalesHuddlegame.
Implicationsforteachingclient-basedexperientialcoursesareaddressed.
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INTRodUCTIoN
Using Experiential Client-Based Projects in Sport Sales Courses
Despitethefactthatsalesisacareerpursuedbymanymajorsoncollegecampuses,a
shortageofsalestalentexistsinmanyfields,includingsportmanagement(Cummins,
Peltier, Erffmeyer, & Whalen, 2013; Popp, Simmons, McEvoy, 2017). Within the
sportindustry,thegrowthofbusiness-to-consumerinsidesalesteamsinprofessional
sports and college athletics has created demand for qualified salespeople (Pierce,
Popp, & McEvoy, 2017). Sales positions outnumber all other types of entry-level
positionsbya3-to-1margin,accordingtodataavailableonleadingsportsjobsearch
siteTeamworkOnline.Forexample,ticketsalesandservicepositionsaccountedfor
34%ofallentry-leveljobsonTeamworkOnlineinOctober2017,andthisnumber
risesto41%whenincludingjobsinsponsorshipsales.Insum,ticketandsponsorship
salespositionsaccountedfor24%ofalljobsonthesite.Anotherleadingwebsitefor
jobsearches,WorkInSports,estimatedthat53%ofjobpostingsrequiresomelevel
ofsalesexperienceorcompetence(Clapp,2016).Despite theprevalenceofentry-
level jobs in sales, sportmanagementprogramshavebeen slow to respond to this
marketplacereality.Acomprehensivereviewofsportmanagementprogramsrevealed
thatonly22%ofundergraduatesportmanagementprogramshaveacourseinsport
sales(Pierce,inpress).Thisadoptionratemirrorsthe21%adoptionofsalescourses
inAACSB-accreditedinstitutionsinbusinessschools(Fogel,Hoffmeister,Rocco,&
Strunk,2012).Theunderrepresentationofsaleseducationinthesportmanagement
curriculumisproblematicgiventhesignificantquantityofentry-levelpositionsand
theabove-averagecompensationlevelsandupwardmobilityforthosesuccessfulin
thoseentry-levelpositions(Pierceetal.,2017).

Thepaucityofsaleseducationwithinthesportmanagementcurriculumhasresulted
in a void of sales talent prepared to fill the available positions. Compounding the
problemontheacademicsideoftheequationaretheineffectivesalesmanagement
strategiesusedtoprepareentry-levelsalespeopleforsuccess.Kirby(2017)notedthe
highturnoverratestemsfromforcingentry-levelsalespeopleintheirearly20s,who
rarelyusetheirsmartphoneforphonecalls,tomake100scriptedcallsperdayina
boilerroomenvironment.Thiscreatesatop-downindoctrinationstructurethatdoes
notallowforcreativethinkingandofferslittleprofessionaldevelopmentandtraining.
Infact,Poppetal. (2017)foundnearlyaquarterofsaleshires incollegeathletics
receivedfewerthantwohoursoftrainingbeforemakingtheirfirstsalescall.Even
moreshocking,halfof the respondents to thesurvey indicated that theiremployer
providedfewerthantwohoursofmonthlyon-goingtraining.Asaresult,entry-level
sportsalespositionshaveseenhighratesofturnover.Itisestimatedthatfiveoutof
sixentry-levelticketsalespeopleeitherchoosetoleavesalesorareletgofromtheir
positions(King,2010),aratesignificantlyhigherthanthe28%annualturnoverinother
businesses(Fogeletal.,2012).Therefore,itiscriticalthatsportsaleseducatorsprovide
studentswithhigh-qualitysaleseducationthatsimulatesreal-worldenvironmentsto
bestpreparethemtosucceedintheirfirstsalesposition.



International Journal of Marketing and Sales Education
Volume 1 • Issue 1 • January-June 2018

3

Sales educators are increasingly focused on linking theory to practice through
experiential learning (Irwin, Southall, & Sutton, 2007; Pierce & Petersen, 2015).
Because themostbasicpurposeof sales education is toprovide studentswith the
competenciesneededforsuccessinsales,saleseducationshouldutilizeanexperiential
approachwherefacultyserveasthecoach(Andersonetal.,2005).Studentscanget
experiencemakingactualsalescallsthroughclient-basedexperientialsalesprojects.
Professionalsalescoursesinthebusinesseducationliteraturehavepresentedsimilar
projectswithstudentssellingadvertisingfornewspapersormagazinesandattracting
studentstothebusinessmajor(Chapman&Avila,1991;Milner,1995).Theseprojects
movebeyondrole-playingandvideoanalysis,whichstopshortofgivingstudentsa
completesalesexperience,byofferingstudentstheopportunitytomakesalescalls.
Relianceonlecture,role-playing,andvideoanalysisdoesnotprovidestudentswitha
completesellingexperiencebecausestudentsmissprospecting,talkingtocustomers,
conductinganeedsanalysis,andfollowinguptoclosethesale.

Theextenttowhichclient-basedprojectsareutilizediscurrentlyunknowninthe
businessandsportmanagementliterature.Itisalsounknownhowteachingmethods
differforthoseusingclient-basedprojectsandthosenotusingclient-basedprojects.
Thepurposeofthisstudyistoexaminetheextenttowhichclient-basedexperiential
projectsareusedinsportsalescoursesintheUnitedStatesanddetermineifteaching
practices differ between client-based courses and non-client-based courses. To
accomplish this purpose, individuals leading sport management programs with
sportsalescoursescompletedanonlinesurveyregardingthepedagogicalstrategies
employedtoteachsportsalescourses.Specifically,thesurveyfocusedontheteaching
methodsthatundergirdclient-basedsalesprojects.Thisresearchisthefirstattemptto
examinetrendsinsportsalespedagogy.Itprovidesinstructorsanddecision-makers
withguidelinesforthesuccessfulimplementationofclient-basedsalescourses,which
canprovidestudentsastepping-stonetoacareerwithampleentry-levelemployment
opportunities,upwardmobility,andabove-averagecompensationlevels(Pierceetal.,
2017).ThisstudyheedstherecommendationofCumminsetal.(2013)toreporton
successfulpedagogyintheareaofexperientiallearning.

LITERATURE REVIEw

Experientiallearningprojectsthatsimulatereal-worldsalessituationshavereceived
attentionfromsalesscholarsinsalesandmarketingeducationjournalsinrecentyears.
Cumminsetal.(2013)foundthatexperientiallearningarticlesaccountforthelargest
percentageofresearcharticlesintheareaofsaleseducation.Experientiallearning
cantakemanyformsinsaleseducation,includingcasestudies,simulations,role-play,
videotaping,salespersonobservation,improvisation,competitions,andclient-based
projects.However,onlyclient-basedexperientialprojectsareauthenticbecausethey
simulateareal-worldsalesenvironmentwherestudentsengagewithrealcustomers
tosellrealproductsandservices(Chapman&Avila,1991;Rippe,2015).Cummins
et al. (2013) noted the need for integration of sales projects and classroom-based
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sellingexperienceswhensalescoursesarebeingdesigned.ChapmanandAvila(1991)
werethefirsttodevelopguidelinesforfacultyimplementinganexperientialproject
withinaprofessionalsellingcourse.Theydiscussedhowfacultycanprovidestudents
withsalesexperiencethroughsellingadvertisingforsportsteams,membershipsfora
bloodbankandBetterBusinessBureau,andnoveltyitemsforamanufacturer.Milner
(1995)explainedhowstudentscouldgainexperiencethroughatelemarketingproject
attractingpotentialundergraduatestudentstotheirownbusinessschool.Morerecently,
Rippe(2015)presentedthe“showandsell”conceptwherestudentssoldchocolate
bars to businesses and consumers. Bussiere (2017) discussed how an experiential
salesprojectwasdesignedtoselladvertisingspaceinaone-timenewspaperinsert.

Withinthesportmanagementliteratureonsaleseducation,threekeyframeworks
haveundergirded thedevelopmentofclient-basedexperiential sport salescourses.
The seminalpaper to set thepath for sport sales courses is thePentagon of Sport 
Sales Training Model (PSSTM)(Irwinetal.,2007).ThePSSTMadvocatedfor the
integrationof client-basedexperiential salesprojects tobe included in sport sales
courses.Inthesecourses,studentsmakesalescallsforsportspropertiesinanauthentic
experientialenvironment.ThePSSTMestablishedhowsportsalestrainingprograms
canpartnerwithclientstocreateanexperientiallearningenvironmentconduciveto
studentsmakingsuccessfulsalescalls.Itemphasizedfivemodules:theimportance
of exposing students to and embedding them in the client’s sales philosophy and
culture(philosophy);rigoroustrainingandtestingontheclient’sproducttoensure
studentshaveacompetentlevelofproductknowledge(product);providingstudents
withprospectsthathaveapreviousrelationshipwiththeclienttoavoidcold-calling
(prospect); having students practice their skills through script development and
rehearsal,role-playing,videoandaudioanalysis,andmocksalescalls(practice);and
executingthesalescallinanauthentic,real-worldenvironmentwhereperformance
isassessed(performance).

PierceandPetersen(2015)builtonthePSSTManddetailedfivestepsneededto
executeasuccessfulclient-basedexperientialsalesproject.Intheprojectinitiation
phase,facultysecuretheclientandanyinternalsupportneededsuchascomputeror
classroomspace.Next,thetypeofsalesprojectisselected.Thenatureanddistribution
ofleadsisakeydecisionatthispointintheplanning.Essentially,atthisstageitis
determinedwhothestudentswillbecallingandhowleadswillbeobtained.Options
areonacontinuumfromstudentsdoingtheirownprospectingwithnoleadstobeing
givenleadsdirectlyfromtheclient’sdatabase.Theotherdecisionatthispointiswhat
thestudentswillbeselling.Optionsareonacontinuumfromsinglegameeventsto
full-menumarketing,wherestudentscansellalloftheorganization’sinventorylike
seasontickets,groups,andcorporatehospitality.Third,PierceandPetersenoutline
salestrainingmethodsandtheuseofsitevisits,trainingmanuals,role-playing,mock
salescalls,salesgames,andproductknowledge.Fourth,theydiscussthreemodelsfor
executingprojects.Intheremotecallcentermodel,asalescenterisestablishedon
campusforstudentstoconductsalescallsinacallcenterenvironment.Theon-site
callcenterutilizesthetechnologyandresourcesoftheclient,andstudentsmakesales
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callsfromthefrontofficeoftheclient.Theindependentprojectrequiresstudentsto
makesalescallsontheirowntimewithnostructuredenvironmentintheclass.At
thisstageofexecutingtheproject,itisalsoimportantforclientandfacultytowork
together tobuildapositive salesculture in theclass tokeepstudentspositiveand
motivatedthroughouttheexperience.Finally,theauthorspresentedasalescompetency
dashboardthatcouldbeusedtomonitorandassessstudentperformanceandlearning
outcomesintheproject.

While the PSSTM and the paper by Pierce and Petersen provided a robust
framework for executing client-based experiential sales projects, a void existed in
whatcompetenciesstudentsneededtodemonstratetobesuccessful.Whilerevenue
generationistheeasiestmetrictouse,itmaynottellthemostcompletestoryofstudent
growth, learning,andperformance(Pierce&Irwin,2016).Asa result,Pierceand
Irwin(2016)developedthesportsalescompetencymodelusingtheDelphimethod
with feedback from sport sales managers. The model presented holistic rubrics to
definelevelsofperformanceforninecompetencies:communicationskills,opening,
knowledgeandskilldevelopment,relationshipbuilding,needsanalysis,overcoming
objections,presentingsolutions,closing,andmaximizingthesale.Thiscompetency
modelwithclearlyarticulatedlevelsofperformanceaddsdepthandsubstancetothe
practicemoduleofthePSSTMandthetrainingstageofPierceandPetersen’s(2015)
modelwhilealsoprovidinganevaluativeframeworktoassessstudentperformance.

Measuresofdirectlearningandotherattitudinaloutcomesinclient-basedsport
sales courses have also been examined. Pierce and Petersen (2010) confirmed the
hypothesis of Chapman and Avila (1991), who hypothesized that giving students
actual salesexperiencewillhelp themmakebettercareerchoices resulting froma
moreinformedexpectationaboutwhatasalescareerislike.“Itmayalsohelpweedout
studentswhohadunrealisticexpectationsofasalescareer,thus,reducingemployee
turnoverbyimprovingstudents’attitudesandjobpreparation”(Chapman&Avila,
1991,p.58).PierceandPetersen(2010)foundthatstudentssignificantlydecreased
their expectation for a career in sport sales after the completion of a client-based
salescourse.Theyconcludedthatcompletinganexperientialsalesprojectservedas
arealisticjobpreviewthatloweredinitialjobexpectationsandlikelyincreasedthe
numberofstudentswhowouldnotpursuesalesasacareer.Wanless,Brewer,Johnson,
andJudge(2016)alsofoundthatofferinganexperientialsalesprojectprovidesstudents
witharealisticcareerpreview.Pierce,Petersen,andMeadows(2011)conductedan
authenticassessmentofstudentsalescallsinacontrolandexperimentalgroupand
foundthatstudentsinasportsalesclassimprovedtheirabilitytoopenthesalescall
andexudeenthusiasmcomparedtothecontrolgroup,buttherewasnodifferencein
thestudents’abilitytoaskprobingquestionsordemonstrateconfidence.

Whilethereisresearchonthedesignandoutcomesofclient-basedexperiential
coursesinthesalesliterature,theextenttowhichclient-basedexperientialprojects
are utilized is unknown in both business and sport management sales education.
Unfortunately,themostrecentreviewofsaleseducationinbusinessschoolsconducted
byDeeter-Schmelz andKennedy in2011didnot include client-based experiential
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learningasoneoftheeleventeachingmethodsexaminedinthestudy.Thus,itisnot
knownhowwidelyclient-basedprojectsarebeingadopted,norhowsalescoursesare
beingtaught.Asaresult,thefollowingresearchquestionsweredeveloped:

• Towhatextentand inwhat formareclient-basedexperientialprojectsused in
sportsalescourses?

• Are teaching practices different for client-based courses than non-client-based
courses?

Given the challenges facing entry-level salespeople in the sport industry, it is
important for sport management programs to make curricular decisions based on
establishedbestpractices.Theresultsof thisstudyprovideanoverviewofcurrent
teachingpracticesinsportsalescourses.Theadvantagesanddisadvantagesofthese
approachesarediscussedinlightofbestpractices.

Methods
UndergraduatesportmanagementprogramsintheUnitedStateswereidentifiedusing
thelistingprovidedonthewebsitedegreesinsports.com,whichisrecognizedasthe
mostcrediblerepositoryforinformationonsportmanagementprogramsbasedonits
endorsement from the North American Society for Sport Management. University
websiteswereusedtoexaminetheprogram’scurriculumtodetermineiftheprogram
offeredasportsalescourse.Coursesthatincludedthetermssales,selling,orrevenue
generationsomewhereinthetitlewerecountedasofferingsales,inadditiontocourses
that identified the sales process in the course description. Eighty-five sport sales
courseswereidentified.Twocodersindependentlycodedthecoursesandagreedon
all85courses.

Participants
University Internet sites were used to obtain individual e-mail addresses for the
populationof85programsofferingasportsalescourse.Theprimarytargetwasthe
undergraduatesportmanagementprogramdirector.Ifthewebsitedidnotlistasport
managementprogramdirector,ane-mailwassenttothedepartmentchair.Department
chairsandprogramcoordinatorswereencouragedtoforwardthesurveylinktothe
sportsalesinstructor,ifappropriate.Responseswerecollectedviaanonlinesurvey
system.Potentialrespondentsweresentane-mailrequestingvoluntaryparticipation
inthestudy.Alinktothesurveywasincludedinthee-mail.Afollow-upe-mailwas
sent the followingweek.Thirty-sixof the85programswith sales responded fora
42.4%responserate.Themajorityoftherespondentsweresalescourseinstructors
(55.6%), followed by sport management program directors (50%), and department
chairs(8.3%).Thesenumbersexceed100%becauseanindividualcouldholdmore
thanonetitle.
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Table 1. Client-based experiential survey questions

Doestheclientprovidethestudentswithleadstocallon?(selectone)

Yes(studentsaregivenleadsfromtheteam’sCRMordatabase)

No(studentsprospecttheirownleads)

Both(itdependsonwhichprojectorsemester)

Notsure

Researchhasshowntherearethreeprimarywaystoimplementasalesprojectforaclient.Whichofthese
modelsisusedbyyoursalesclass?(selectallthatapply)

On-campus sales center(yourdepartmenthasdedicatedspaceoncampusforstudentstomakesalescalls
supervisedbytheinstructor)

In-venue sales center(studentstraveltothesportorganizationhomeofficestomakecallssupervisedbythe
instructorandtheteam’ssalesstaff)

Independent(studentsprimarilymakesalescallsthroughcontactingpeopleintheirownpersonalnetworkon
theirowntimenotsuperviseddirectlybytheinstructor)

Table 2. Client-Based Experiential Learning

Survey Item N Pct.

LeadDistribution(n=21)

Studentsdoownprospecting 9 42.9%

ReceiveleadsfromCRM 4 19.0%

Studentsreceivedleadsanddotheirownprospecting 7 33.3%

Notsure 1 4.8%

SalesProjectExecution(n=20)

Independent 14 70%

On-campussalescenter 7 35%

In-venuesalescenter 6 30%

PartneringOrganizations(n=21)

Athleticdepartmentathomeinstitution 11 52.4%

Minorleagueteam 11 52.4%

BigFiveprofessionalsportsteam 10 47.6%

Athleticdepartmentatanotherinstitution 6 28.6%

Non-profitorganization 6 28.6%

Spectatorevent(i.e.,golf,autoracing) 4 19.0%

Campusgroupororganization 4 19.0%

Sportmarketingagency 2 9.5%

Participantevent(i.e.,roadraces,marathon) 2 9.5%
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Nonresponse Bias
Nonresponsebiaswasassessedbyensuringtherewerenodifferencesbetweenthe36
institutionsthatcompletedthesurveyandthe49institutionsthatdidnotcomplete
thesurvey.

CharacteristicsabouttheinstitutionwerecollectedfromtheCarnegieClassification
ofInstitutionsofHigherEducationwebsite(carnegieclassifications.iu.edu).Variables
examinedincludedsizeof theuniversity(large,medium,small), residentialnature
of the campus (highly residential, primarily residential, non-residential),Carnegie
classification(doctoral,masters,baccalaureate),selectivity(mostselective,selective,
inclusive),whethertheschoolispublicorprivate,andtypeofgeographiclocation(city,
suburb,town).Achi-squaretestwasconductedforeachvariable,andnosignificant
differencewasfoundbetweeninstitutionsthatcompletedthesurveyandthosethat
didnotcompletethesurvey.

Measures
The first question confirmed the sport management program offered a course
predominantlydevotedtoteachingstudentshowtosellwithinthesportindustry(i.e.,
prospecting,opening,needsanalysis, presenting solutions,overcomingobjections,
closing, upselling, referrals, service after the sale). The next question determined
whetherthecourseusedclient-basedexperientiallearningbyaskingwhethertheclass
partnerswithaclienttostudents’experienceselling.Iftherespondentansweredyesto
thisquestion,theyreceivedquestionsaboutthetypesoforganizationsservingasthe
client,howthestudentobtainedleads,andhowthesalesprojectwasexecuted.The
definitionsprovidedbyPierceandPetersen(2015)wereusedtocreatethesequestions.

Finally,allrespondentswereaskedwhatsalestrainingandassessmentmethodsare
usedinthecourse.ThislistwasbuiltfromtheworkofDeeter-SchmelzandKennedy
(2011)andaddedtheuseoftheSalesHuddlegameandmocksalescallstothelist
ofteachingmethods.TheSalesHuddlegame,nowcalled1-Huddle(www.1huddle.
co),waslaunchedin2013asasalestrainingtoolforsportsproperties.Sportsales
instructorshavealsoadopteditasawaytoengagestudentsinagamifiedenvironment.
Studentscompeteagainsteachotheronasalesleaderboardbyansweringquestionson
amobiledevice,andthencompetein-personagainstotherstudentsusingajeopardy-
stylegamethatfocusesheavilyontheuseofrole-play.InstructorsthatusetheSales
Huddlegamewould,bydefinition,alsouserole-playastheSalesHuddlegameuses
role-playing.MocksalescallswereaddedtothesurveybaseduponIrwinetal.’s(2007)
differentiationbetweenrole-playandmocksalescalls.Theynote that role-playing
pairsstudentstogetherassellerandcustomertopracticevariousstagesofthesales
process,but“rarelysimulatesthedynamiccaller-receiverinteractionencounteredina
real-worldsalesenvironment”(p.34).Therefore,anadditionalmodeofpracticecalled
themocksalescallisrequired,wherestudentsengageinamocksalesconversation
withamemberofthesportproperty’ssalesstaff.

Demographic information about the program was also collected, including
questionsaboutthenumberofstudentsinthemajor,typicalclasssize,distancefrom

http://www.1huddle.co
http://www.1huddle.co
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theclosestBigFive(MajorLeagueBaseball,NationalFootballLeague,MajorLeague
Soccer,NationalBasketballAssociation,andNationalHockeyLeague)professional
sports team,andwhetherdata from theclass isused instudent learningoutcomes
assessmentreporting.

data Analysis
Chi-squaretestswereemployedtoexaminetherelationshipbetweenteachingmethods
usedintheclassandwhetherornotthesalesclasscollaboratedwithaclient.T-tests
were used to compare the difference between client-based and non-client-based
coursebasedonsizeof themajor, typicalclasssize,anddistancefromaBigFive
professionalsportsteam.

Results
Twenty-one of 36 sales courses (58.3%) utilized a client-based experiential sales
project as a key component to the sales course. The three most common types of
sports properties that partner with sales classes are college athletic departments
(52.4%),minorleagueteams(52.4%),andBigFiveprofessionalsportsteams(47.6%).
Studentswerenotgivenanyleadsbytheclientanddidtheirownprospectingin9of
the21programsthatusedclient-basedprojects.Studentssoldexclusivelyfromthe
customerrelationshipmanagement(CRM)infourprograms,andstudentscoulddoa
mixofcallingfromCRMleadsandtheirownprospectinginsevenoftheprograms.
Insum,clientsprovidedstudentswithleadsin52%oftheprograms.Themostpopular
organizational model for the sales project was the independent model, which was

Table 3. Comparison of Sales Training and Assessment Methods

Method Client-
Based 

(N = 18)

Not Client-
Based 

(N = 15)

Study 
Total 

(N = 33)

χ2 Results Deeter-Schmelz, 
& Kennedy 

(2011) 
(N = 92)

n Pct. n Pct. n Pct. χ2 p n Pct.

Lecture 18 100% 14 93.3% 32 97.0% 1.2 .455 84 91.3%

Guestspeakers 18 100% 11 73.3% 29 87.9% 5.5 .033 78 84.8%

Role-Playing 15 83.3% 13 86.6% 28 84.8% 0.1 .591 87 94.6%

Salespresentations 16 88.8% 11 73.3% 27 81.8% 1.3 .242 65 70.7%

Mocksalescalls 15 83.3% 6 40% 21 63.6% 6.6 .013 -- --

Writtensalesproposals 10 55.5% 10 66.6% 20 60.6% 0.4 .386 34 37.0%

Studentlearningoutcomes
reports

9 50.0% 6 40.0% 15 45.4% 0.3 .565 -- --

Videorecordedsales
presentations

8 44.4% 5 33.3% 13 39.4% 0.4 .386 60 65.2%

Watchingvideos 9 50% 3 20% 12 36.4% 3.2 .077 51 55.4%

SalesHuddlegame 7 38.8% 0 0% 7 21.2% 7.4 .007 -- -

Computersimulation 2 11.1% 2 13.3% 4 12.1% 0.1 .626 6 6.5%
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employedby70%oftheprogramsengaginginaclient-basedproject.Theon-campus
modelwasusedby35%oftheprograms,whilethein-venuemodelwasusedby30%.
AsummaryofresultsisfoundinTable2.

Eighteenof21respondentswithclient-basedsalescoursesansweredquestions
aboutteachingandassessmentmethodsinthecourse.Lecture,guestspeakers,role-
playing,andpresentationswereusedbyover80%of theclient-basedcourses,and
mocksalescallsandwrittensalesproposalswereusedbynearly66%ofclient-based
courses.Theuseoftechnologythroughvideorecordedsalespresentations,theSales
Huddlegame,andcomputersimulationswereusedwithmuchlessfrequency.Three
methodsweremorelikelytobeusedbycoursesusingaclient-basedsalesproject,
asmeasuredbysignificantchi-squareresults.Client-basedcoursesweremorelikely
thannon-client-basedcoursestousemocksalescalls,guestspeakers,andtheSales
Huddlegame.AsummaryofresultsisfoundinTable3.

No significant differences existedbetween theuseof client-based experiential
projectusageorsizeofthemajorortypicalclasssize.However,therewasasignificant
difference in miles from the nearest Big Five professional sports team. Programs
adoptingaclient-basedexperiential learningprojectresidedclosertoacitywitha
BigFiveprofessionalsports team(M=51.1miles,SD=10.3) thanprogramsnot
utilizingthispedagogicalmethod(M=86.1miles,SD=20.4),t(34)=1.67,p<.01.

dISCUSSIoN

Coursesdevotedtosaleshavegraduallygainedtractionwithinthecurriculumofsport
managementprogramsover thepast15years (Pierce, inpress), and thosecourses
haveembraced theappliednatureofsalesasevidencedby thepredominantuseof
client-basedexperientialsalesprojects.Resultsofthisstudyshowedthatnearly60%
ofsportsalescoursesplacethestudentintheroleofsalespersononbehalfofaclient.
ItappearsthatthePentagon of Sport Sales Training Model(Irwinetal.,2007)and
the framework described by Pierce and Petersen (2015) have established a usable
pedagogical framework for instructors choosing to use a client-based experiential
salesprojectinasportsalesclass.

Incomparingdifferencesbetweenprograms thatusedclient-basedexperiential
salesprojectsandthosewhodonot,theresultsshowedthatprogramandclasssize
didnotaffecttheadoptionofclient-basedcourses.Thismaymeanthatuptoacertain
class size, client-based sales projects are a scalable experiential project. Once the
infrastructureforthesalesprojectsisestablished,theadditionofadditionalstudents
maynotproveburdensome, at least to a certainpoint. Instructorshave the luxury
ofaddingmorestudentstothecourseprovidedtheyhaveaccesstoenoughspaceto
houseallstudentsmakingsalescalls,receivesupportintheformofprojectmanagers
fromtheclient,andcantapintoapoolofstudentpeermentorswhohavesuccessfully
completedthesalesclassinapastsemester.

While class and program size was not significant, distance from a Big Five
professionalsportsteamwassignificant.Programsadoptingaclient-basedexperiential
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projectresided35milescloseronaveragetoacitywithaBigFiveprofessionalsports
team thanprogramsnotutilizing thispedagogicalmethod.Programs locatedat an
institutionwheretheathleticdepartmentlacksasaleableproduct,orprogramsdistant
fromaprofessionalsportsteam,facechallengestothesuccessfulimplementationof
aclient-basedsalesprojects.However,theresultsofthisstudyshowthatthereare
otherpartnersavailabletogivestudentssalesexperience.Non-profitorganizations,
spectatorsportingevents,campusgroups,andparticipant-basedeventscanallprovide
students with an authentic experience in sales. For example, a sport management
programatanNCAADivisionIIIinstitutionlocated200milesawayfromtheclosest
BigFiveprofessionalsportsteammaywanttopartnerwitharunningorcyclingrace,
triathlon,warriordash,orsomeothertypeofparticipant-basedevent.Lookingtothe
literatureonprofessionalsellinginbusinessschoolcourses,studentscouldalsopartner
withtheathleticdepartmenttosellcorporatesponsorshipandadvertisinginsteadof
ticketpackagestogames.Forexample,McKelveyandSouthall(2008)discussedhow
studentspartneredwithalocalcollegiatebaseballteamtosellsponsorship.

Prospecting and Lead distribution
Courseswithaclient-basedexperientialprojecthavefoundwillingpartnerswithintheir
ownathleticdepartment,BigFiveprofessionalsportsteams,andminorleagueteams.In
developingtheseprojectswithclients,thefirstdecisionthathastobemadeiswhether
ornottheclientisgoingtoprovidestudentswithleadsfromtheorganization’sCRM
system.Programswereessentiallysplitontheiruseofleadsfromthesportproperty’s
CRM.Excludingtheonerespondentwhowasnotsurewhichmodelwasusedinthe
program,clientsprovidedleadsin55%oftheprogramsanddidnotprovideleadsin
45%oftheprograms.Itisimportanttorealizethatthedecisiononwhetherornotthe
organizationprovidesleadsisnotmutuallyexclusive.Itispossibletohavestudents
dotheirownprospectingandreceiveCRMleadsduringthesameproject.Themost
robustandreal-lifeexperienceforstudentsistohavethemmakecallstopeoplethey
donotknowfromtheCRM,butalsoleveragetheirownpersonalnetworktobuilda
broaderbaseofprospects.Toensurethebestexperienceforthestudent,facultyshould:

1. Ensurestudentsreceivewarmleadsfromtheclient’sCRMsystem.Havingstudents
makecoldcallstocustomersonapurchasedlistisnotadvisableduetothehighrate
ofrejectionthatstudentswillexperience.Instead,studentsshouldbecontacting
prospectswhohaverecentlyengagedwiththeclient’sproductorservice.Anideal
scenarioisthattheteamhasusedanotherdirectmarketingtactictocommunicate
withtheprospectintheweeksleadinguptothestudentsmakingsalescalls.

2. Createclearlinesofcommunicationwiththeclientregardingbusiness-to-business
(B2B)prospectsthatshouldnotbecontacted.Relationshipscanbedamagedwhen
studentstrytosellasmallgroupoutingtoabusinessprospectthatisalreadya
season ticket holder or corporate partner. If students are doing their own B2B
prospecting,theyneedclearguidelinesonwhoispermissibletocontact.
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3. Utilize a real-time collaborative platform like Google Drive to manage the
thousandsofcontactsstudentsaremaking.Facultyneedtohaveallofthecontacts
andcallresultsaccessibleinoneeasy-to-findlocation.

Independent Project Model
Themostcommonmodelforexecutingclient-basedsalesprojectsistheindependent
projectmodelwherethere“isnostructuredcallcenterenvironmentandstudentsmake
thesalescallsontheirowntimeandusetheirowntechnology”(Pierce&Petersen,
2015,p.69).Byand large, studentscallon theirownnetworkof leadswith these
projects,althoughsixprogramsreportedusingthismodelwithstudentsalsoobtaining
CRMleadsfromtheclient.Theindependentprojectmodelisattractivebecausethe
organizational burden on the instructor is minimal and students can work around
theirpersonalscheduletomakesalescalls,butthereareimportantdisadvantagesto
consider.Perhapsthebiggestdrawbacktotheindependentprojectmodelistheconcern
thatlow-incomestudentsareatadisadvantagebecausetheydonothaveapersonal
networkthatcanaffordtobuytickets.Studentsthataremoreaffluentcanmoreeasily
accesspeoplewithbuyingcapacityintheirpersonalnetwork(Mueller,2014).

Inadditiontoequityconcerns,theeffortexertedbythesportorganizationtocreate
apositiveexperienceforthestudentscanalsobeproblematic.SheptakandMenaker
(2016) found that students felt isolated from theorganization if the salesmanager
demonstratedlowlevelsofengagementwiththestudents.Slowresponsetimesfrom
thesalesmanagertostudentquestionsresultedinhighlevelsoffrustration.Thisleft
studentsfeelingthattheorganizationdidnotcareabouttheirsuccess.Studentsfelt
as if theywerebeingusedby theorganizationwithno thoughtfor theeducational
valueoftheexperienceorprofessionaldevelopmentofthestudent.Thisfeelingwas
compoundedbythefactthatstudentsdidnotfeelthatthecoursecontentpreparedthem
tobesuccessfulsellingtheteam’sticketsandpackages.Itisrecommendedinstructors
dothefollowingtoalleviatetheseproblemsintheindependentsalesproject:

1. Deliversalestrainingpriortothestartofthesalesprojecttoensurethatstudents
candemonstratesalescompetencies.Ensureatightlinkbetweencoursecontent
andcompetenciesthatstudentswillneedtodemonstrate.Thisstudyfoundthat
mock sales calls and the Sales Huddle game were more likely to be used by
instructorspreparingtheirstudentsforaclient-basedexperientialproject.Both
of thesemethodsprovide studentswith theprerequisiteknowledgechecksand
experiencetobesuccessfulinasalesprojectenvironment.

2. Developacommunicationplatformthatfacilitatestimelycommunicationbetween
students,faculty,andtheorganization.Forexample,theorganizationshouldanswer
studente-mailswithin48hours,andcompletedsalesshouldbeupdatedonthe
classsalesboardwithin24hours.Theuseoftechnologytocompletethesale,like
aWeblinkcustomizedtoeachindividualstudent,facilitatesfasterclosingtimes
thanpaperformsandcollectingcashandchecks.
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3. Provideopportunitiesduringthesemesterforface-to-faceoronlineguestlectures
fromtheprojectmanagerorothersalesrepresentativeswiththesportorganization.
Engagementbetweentheteamandstudentsshouldoccurmorethanonceatthe
beginningoftheproject.

4. Createsmallincentivesthatcreateapositivesalesculturethroughouttheproject.
Adding weekly goals keeps all students engaged throughout the course of the
project.

5. Provideadequatetrainingonprospectingforleadsoutsideofyourownpersonal
networkandleveragingsocialmediatohelplower-incomestudentsidentifyleads
withthecapacitytopurchasetickets.

Followingthesefiveguidelineswillsignificantlyenhancethestudentexperience
onanindependentsalesprojectwherestudentsdotheirownprospecting.

Calling warm Leads From the CRM
Themostauthenticor“real-life”approach toclient-basedsalesprojects is tohave
studentsworkinacallcenterenvironmentmakingwarmcallsfromtheCRM.This
modelwasusedatapproximatelythesamerateastheindependentmodel.Sixty-five
percent of programs responding to the survey said theyuse either the in-venueor
campus-basedsalescentermodel. It is important tonote thatprogramscanutilize
bothofthemodelsifdifferenttypesofprojectsareusedindifferentsemesters.The
in-venueoron-campus sales center experience replicates the jobof an entry-level
insidesalespositionincollegeandprofessionalsports.Theadvantagetothismodel
isitsauthenticity,connectiontotheorganization’ssalesculture,andopportunityfor
assessment. Instructors and salespeople with the partnering organization directly
assesseachstudent’scompetenceinkeyareaslikeopeningthecall,conductinganeeds
analysis,presentingsolutions,overcomingobjections,closing,andupselling(Pierce&
Irwin,2016).Programdirectorswithclient-basedexperientialprojectsshouldconsider
addingsalestotheprogram’sassessmentplan,particularlyinlightofthefactthatonly
halfofexperiential-basedsalescourseswereincludedintheprogram’sassessment
plan.Thedisadvantagetothecallcentermodelisitdoesrequiremoreorganization
by the faculty member and typically places additional time requirements beyond
thenormallyscheduledclasstimeforstudents.Inadditiontotherecommendations
alreadyprovidedabove,facultyshoulddothefollowingincallcenter-basedprojects
toprovidestudentswiththebestexperience:

1. Recruitstudentsfrompastprojectstoserveasprojectcoordinatorstoassistwith
callcenterlogisticsandcommunicationbetweenstudentsandclient.

2. AdoptthecompetencyframeworkfromPierceandIrwin(2016)toassessstudent
salescallsperformedinthesalescenter.

3. Ensurestudentshaveaccesstothetechnologicaltoolstobesuccessfulinthesales
center.Wi-Fishouldbereliableandfast.Studentsalsoneedtoknowhowtoutilize
applicationslikeGoogleVoicetomakefreecallsusingtheirsmartphone,secure
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aphonenumberthatmatchesthemarketinwhichtheyareselling,andmakecalls
fromtheirsmartphone,tablet,orlaptop.

4. Utilize just-in-time teaching methods to provide the class with short bursts of
trainingandfeedbackthattheycanimmediatelyincorporateintotheircalls.

Teaching Methods
Asnotedearlier,adirectcomparisoncannotbemadebetweentheuseofclient-based
sales projects in sport and business contexts, as the Deeter-Schmelz and Kennedy
(2011)paperdidnotincludeclient-basedprojectsasoneofthe11teachingmethods
under investigation. The addition of mock sales calls and the Sales Huddle game
provedrelevantasbothoftheseteachingmethodsweremorelikelytobeusedina
client-basedsalescoursethananon-client-basedsalescourse.Infact,allsevenSales
Huddlegameadoptionscamefromcourseswithclient-basedprojects,whilethegame
wasnotadoptedbyanycoursethatdidnothaveaclient-basedproject,andmocksales
callswereusedin83%ofclient-basedcoursescomparedto40%ofnon-client-based
courses.Guestspeakerswerealsomorelikelyusedbyclient-basedcoursesasallof
theclient-basedcoursesusedguestspeakers,comparedto73%ofnon-client-based
courses.Theclient-basedcourseslikelyhaveguestspeakersfromtheclienttoaddress
issuesandtrainingrelatedtotheproject.

There were more similarities than differences when comparing the teaching
methods insport salescourses tosalescourses inbusinessschools.Lecture,guest
speakers,role-playing,andsalespresentationsareastapleofsportsalesclassesin
muchthesamewaytheyareforprofessionalsellingcoursesinbusinessschoolsettings,
asnotedinTable3.Over80%ofsportsalescoursesusedtheseteachingmethods.
Theonlytwomajordifferencesinteachingmethodsbetweensalescoursesinsport
andbusinesswereintheareasofwrittensalesproposalsandtheuseofvideotaping.
Sportsalescoursesutilizedwrittensalesproposalsatahigherratethansalescourses
inbusiness(61%to37%).Onecommonwayforasportsalescoursetoincorporate
a written sales proposal is for students to create a sponsorship proposal. Business
school-basedcoursesusedvideotapingmoreoftenthansport-basedcourses(65%to
39%).Videotapinghasalonghistoryofusageandscholarshipinprofessionalselling
courses,similartotherichhistoryofclient-basedexperientialprojectsinsportsales
courses.

RESoURCES ANd IMPLEMENTATIoN

Forsaleseducatorsconsideringtheadoptionofaclient-basedsalescourse,itisvital
tosecurethesupportoftheacademicdepartmentandthesportorganizationpriorto
initiatingtheproject.Ontheacademicside,approvalforasportsalescourserequires
thesupportofcurriculumcommitteesatvariouslevelsandthedepartmentchairand
dean.Thefiscalofficeralsoplaysanimportantrole toensure that theuniversity’s
contractsandgrantsofficeprocesses thecontractbetweentheuniversityandsport
organization in a timely fashion.Sixmonthsof lead timemaybeneededbefore a
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contractcanbeexecuted,especiallyifitisthefirstcontractofitskindintheuniversity
system. Key elements to the contract include number of sales calls made by the
students,howtheleadswillbegenerated,andhowcommissionwillbehandled.Various
university regulations can dictate how commissions can be paid, but two primary
optionsincludepayingdirectlytostudentsorpayingonelumpsumtotheuniversity
foruseinastudentorganizationaccountorscholarshipfund.Carefulconsideration
shouldalsobegiventowhowillteachthecourse.Intheeventaqualified,full-time
facultymemberisnotavailabletoteachthecourse,anadjunctfacultymemberwith
salesexpertiseshouldbeidentified.However,iftheadjunctprofessoralsoworksfor
thepartneringorganization,adequatesupervisionfromthedepartmentshouldensure
thatstudentsdonotperceiveaconflictofinterestonthepartoftheinstructor.One
potentialnegativeconsequenceinthisscenarioistheadjunctfacultymemberplacing
toomuchemphasisontheprojecttothedetrimentofotherstudentlearningoutcomes
expectedinthecourse.

Supportisalsorequiredfromtheclient,particularlytheDirectorofTicketSales.
Inadditiontoafinancialcommitmentspelledoutinthecontract,theclientneedsto
provideadedicatedprojectmanagerresponsiblefortheproject.Theprojectmanager,
typicallyanaccountexecutivewithafewyearsofsalesexperience,iswellpositioned
to provide leadership and establish a positive sales culture within the class. This
personalsoprovidestrainingontheproductduringatleastoneclassperiod,answers
allstudentquestionsduringtheproject,processesallsalesformsandcompletessales
transactionsintheclient’sticketingsystem,andmakesanynecessarychangestothe
packages and products students are selling. Facility space is also necessary when
projectsoccuratthesportsvenue.Makingsalescallsfromtheclient’sfrontofficeor
stadiumcanenhancethesalescultureforthestudents.Thefeelingoflegitimacyand
connectiontotheteamisenhancedwhenstudentsareintheclient’ssalesenvironment.
Finally,animportantdetailthatneedstobeclarifiedbytheclientandtheuniversity
istheexactprocessbywhichasalecanbe“closed”orprocessed.Providingstudents
withaccesstocreditcardnumbersisasignificantriskmanagementconcern.Oneway
toalleviatethisproblemisfortheclienttoprovideeachstudentwithaspecialURL
thatservesasatrackinglink.Thismodeliscommonlyusedintheindependentproject
model.Thestudentsendsthelinktothecustomerbye-mailortext,andthecustomer
completestheorderonline.Ifthestudentcompletestheformonapaper-basedsales
orderform,itisimportantforthestudenttosubmittheformimmediatelytothesales
supervisortoreceivecreditforthesale.Thismodeliscommonlyusedinthevenue-
in-venueprojectmodel.Themostchallengingscenarioistheon-campussalescenter
wherestudentsarecallingwarmleadsbutmaynotbeabletoimmediatelytransfer
theformtotheclientbecausefilesharingplatformsande-mailarenotappropriate
tosendtheformstotheorganization.

Timing is also an important consideration in the establishmentof client-based
salesprojectsinsport.Teamsandleaguesneedtobeintheirsellingseasonwhenthe
courseisinsession,andinstructorsneedenoughtimetocompletethesalestraining
portionofthecoursewithstudents.Forexample,sellingfullseasonticketpackages
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foracollegefootballteamwouldbedifficultforaclassinthefallsemesterthatstarts
inthelastweekofAugust.However,sellingbasketballseasonticketsinOctoberor
November gives the students enough time to complete an adequate sales training.
Primecandidatesforthefallsemesterincludebasketballandhockey.Idealcandidates
forthespringsemesterincludebaseballandsoccer.Footballworksbestforasummer
course.Othercampusevents,spectatorevents,andparticipanteventscanfitanyof
thesemestersdependingonthedateoftheevent.

Limitations
Thisstudyhasseveral limitations.First, thisstudyfocusesexclusivelyonstudents
makingoutboundsalescalls.Itshouldberecognizedthat this isnot theonlyform
ofsalestrainingthatreplicatestheauthenticrealworldofinsidesales.Forexample,
socialsellingisnotincludedasasalestrainingmethodinthisstudy.Otherclassic
salestrainingmethodslikevideotapingandrole-playingarealsonotincluded.Second,
theresponseratewaslowerthantheidealresponserategiventhefacttherewereonly
85membersofthepopulation.Thisdecreasesthepowerofthechi-squareandt-test
results.

CoNCLUSIoN

Salescoursesthatengageindustrypartnerstogivestudentsrealexperienceselling
in the sport industryprovide studentswith a realistic jobpreview that helps them
determineifacareerpathinsalesisafitmovingforwardintheircareer.Itisimportant
forstudentstobeeducatedaboutthenatureofsalescareerstoavoidpursuingajob
thatisnotafit.Unfortunately,thereisamisconceptioninsportmanagementeducation
that thebestway for students to“get their foot in thedoor” in sports is througha
jobinticketsales(Hamer,2017;Manteau,2017;Pierceetal.,2017).Thiscanlead
tostudentspursuing jobs insaleswhen theyshouldbeenhancing their skill set in
anotherarea.Salesisaspecificcareertrackintheindustry,notacatchallforeveryone
wantingtoworkinthesportindustry.Aclient-basedsalescoursehelpsstudentsbuild
askillsetinafieldthatoffersanabundanceofentry-leveljobopportunityandupward
mobility,especiallyforthosewhoaresuccessfulinthoseentry-levelpositions(Pierce
etal.,2017).Saleshiringmanagersalsobenefitbecausecandidateswithexperience
duringaclient-basedsalescourseshouldbemoreexperiencedandcommittedtosales
thancandidateswhohavenotcompletedsuchanexperienceintheirundergraduate
coursework.Insum,successfulimplementationofclient-basedsalescoursesprovides
studentswitharealisticjobpreviewofacareerinsales,preparesthoseinterestedin
asalescareer tosucceeduponentry to the industry,providesorganizationswitha
mechanismtoidentifytopsalestalent,andinsomecasesoffersmoresalestraining
thanentry-levelsalespeoplereceivefromtheorganization.

Theresultsofthisstudyprovidedataandrecommendationsforsaleseducators
andsportmanagementprogramdirectorsusingclient-basedsalesprojects.First,many
differenttypesofclientspartnerwithsalesclasses.Whilethemostpopularclients
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areincollegeathleticsandprofessionalsports,non-profits,agencies,andparticipant
andspectatoreventscanalsoproviderelevantprojects.Second,instructorsneedtobe
awareofthepitfallsinvolvedinconductingtheindependentprojectmodel.Withnearly
halfofallclient-basedsalesprojectsusingthismodel,ariskexiststhatstudentswill
formanegativeperceptionaboutsalesbasedonapoorlyadministeredclassproject,
which defeats the purpose of exposing students to an authentic sales experience.
Third,mocksalescallsand theSalesHuddleGameare twoteachingmethods that
differentiateaclient-basedcoursefromanon-client-basedcourse.Botharerooted
intheimportanceofhavingstudentspracticesalescallsbeforegettingonthephone
witharealcustomer.Mocksalescallsrequire theparticipationofsalesemployees
fromtheorganizationtoactasthecustomer,andtheSalesHuddleincorporatesrole-
playingbetweenstudentsasafundamentalpartofitsgamifiedenvironment.Finally,
theresultsdemonstrate that thePSSTMandPierceandPetersenmodelshaveseta
frameworkforthedevelopmentandimplementationofclient-basedsalesprojects.

Professional selling courses in business schools can also utilize those two
frameworksandtheresultsofthisstudytoprovidefurtherrefinementtoreal-world
salesprojectsdescribedbyBussiere(2017)andRippe(2015).However,inlightof
thesignificantinvestmentoftimeandeffortthatundergirdstheimplementationof
client-basedexperientialsalesprojects,futureresearchshouldexaminetheextentto
which students completing theseprojects differ from studentswhodon’t complete
suchanexperiencewithrespecttotheirattitudetowardsales,intenttoenterthesales
profession,andperformanceuponenteringanentry-levelsalesposition.Suchresearch
couldprovidedatatosupportthedevelopmentofsalescoursesandprojectsinmore
sportmanagementprograms,orcouldprovidefeedbackonhowtoimprovethestudent
experienceon futureprojects to better prepare students for sales positions.Future
research could also examine the outcomes of client-based courses in professional
sellingcoursesinbusinessschools.



International Journal of Marketing and Sales Education
Volume 1 • Issue 1 • January-June 2018

18

REFERENCES

Anderson,R.,Dixon,A.,Jones,E.,Johnston,M.,LaForge,R.,Marshall,G.,&Tanner,
J. Jr. (2005).The scholarshipof teaching in sales education.Marketing Education 
Review,15(2),1–10.doi:10.1080/10528008.2005.11488899

Bussiere,D.(2017).Understandingthesalesprocessbyselling.Marketing Education 
Review,27(2),86–91.doi:10.1080/10528008.2017.1314188

Chapman,J.,&Avila,R.(1991).Salestrainingforstudents:Anexperientialapproach.
Marketing Education Review,1(2),54–59.doi:10.1080/10528008.1991.11488303

Clapp,B.(2016).53% of jobs in the sport industry require this skill.Retrievedfrom
http://www.workinsports.com/blog/53-of-job-in-the-sports-industry-require-this-skill/

Cummins,S., Peltier, J.,Erffmeyer,R.,&Whalen, J. (2013).A critical reviewof
the literature for sales educators. Journal of Marketing Education, 35(1), 68–78.
doi:10.1177/0273475313481157

Deeter-Schmelz,D.,&Kennedy,K.(2011).Aglobalperspectiveonthecurrentstate
of sales education in the college curriculum. Journal of Personal Selling & Sales 
Management,31(1),55–75.doi:10.2753/PSS0885-3134310104

Fogel,S.,Hoffmeister,D.,Rocco,R.,&Strunk,D.(2012).Teachingsales.Harvard 
Business Review,90(7/8),94–99.

Hamer, B. (2017). Three reasons you’re struggling to get a job in sports. Sports 
Business.Retrievedfromhttps://sportsbusiness.solutions/3-reasons-youre-struggling-
to-get-a-job-in-sports/

Irwin,R.,Southall,R.,&Sutton,W.(2007).Pentagonofsportsalestraining:A21st
centurysportsalestrainingmodel.Sport Management Education Journal,1(1),18–39.
doi:10.1123/smej.1.1.18

King,B.(2010).Alwaysbeclosing.SportsBusinessJournal.Retrievedfromhttp://
www.sportsbusinessdaily.com/Journal/Issues/2010/03/20100315/SBJ-In-Depth/
Always-Be-Closing.aspx

Kirby, T. (2017). Ticket markets in sport: Is the secondary market becoming the
primarymarket? InC.K.Harrison&S.Bukstein (Eds.),Sport business analytics
(pp.35–52).BocaRaton,FL:CRCPress.

Manteau,C.(2017).Sport management professors: Please stop!Retrievedfromhttps://
www.linkedin.com/pulse/sport-mgmt-professors-please-stop-carl-manteau/

McKelvey, S., & Southall, R. (2008). Teaching sport sponsorship sales through
experiential learning. International Journal of Sport Management and Marketing,
4(2/3),225–242.doi:10.1504/IJSMM.2008.018650

Milner,L. (1995).Telemarketingfor thebusinessschoolasasalescourseproject.
Journal of Marketing Education,17(3),73–79.doi:10.1177/027347539501700309

http://dx.doi.org/10.1080/10528008.2005.11488899
http://dx.doi.org/10.1080/10528008.2017.1314188
http://dx.doi.org/10.1080/10528008.1991.11488303
http://www.workinsports.com/blog/53-of-job-in-the-sports-industry-require-this-skill/
http://dx.doi.org/10.1177/0273475313481157
http://dx.doi.org/10.2753/PSS0885-3134310104
http://dx.doi.org/10.1123/smej.1.1.18
http://www.sportsbusinessdaily.com/Journal/Issues/2010/03/20100315/SBJ-In-Depth/Always-Be-Closing.aspx
http://www.sportsbusinessdaily.com/Journal/Issues/2010/03/20100315/SBJ-In-Depth/Always-Be-Closing.aspx
http://www.sportsbusinessdaily.com/Journal/Issues/2010/03/20100315/SBJ-In-Depth/Always-Be-Closing.aspx
https://www.linkedin.com/pulse/sport-mgmt-professors-please-stop-carl-manteau/
https://www.linkedin.com/pulse/sport-mgmt-professors-please-stop-carl-manteau/
http://dx.doi.org/10.1504/IJSMM.2008.018650
http://dx.doi.org/10.1177/027347539501700309


International Journal of Marketing and Sales Education
Volume 1 • Issue 1 • January-June 2018

19

David Pierce is an Associate Professor and Director of the Sports Innovation 
Institute in the Department of Tourism, Event, and Sport Management at Indiana 
University-Purdue University Indianapolis. 

Mueller,B. (2014).MarketingstudentsatMetroStateU.ofDenveraregradedon
ticketsales.The Chronicle of Higher Education,60(3),10.

Pierce,D.,&Irwin,R.(2016).Competencyassessmentforentry-levelsport ticket
salesprofessionals.Journal of Applied Sport Management,8(2),54–82.doi:10.18666/
JASM-2016-V8-I2-6460

Pierce, D., & Petersen, J. (2010). Experiential learning in sport sales: Student
perceptionsof sport salesexpectations, skills,andpreparation.Sport Management 
Education Journal,4(1),49–59.doi:10.1123/smej.4.1.49

Pierce,D.,&Petersen,J.(2015).Integratingaclient-basedticketsalescenterintoa
sportsalescourse.Sport Management Education Journal,9(1),66–72.doi:10.1123/
smej.2014-0018

Pierce,D.,Petersen,J.,&Meadows,B.(2011).Authenticassessmentofexperiential
learninginsportsales.Sport Marketing Quarterly,20(2),75–83.

Pierce,D.,Popp,N.,&McEvoy,C.(2017).Selling in the sport industry.Dubuque,
IA:KendallHunt.

Pierce,D.A.(inpress).Thestateofsportsaleseducation.Sport Management Education 
Journal.

Popp,N.,Simmons,J.,&McEvoy,C.(2017).Sportticketsalestraining:Perceived
effectivenessand impacton ticket sales results.Sport Marketing Quarterly,26(2),
99–109.

Rippe,C.(2015).Showandtell:Teachingsalesthroughhands-onselling.Marketing 
Education Review,25(1),15–19.doi:10.1080/10528008.2015.999595

Sheptak, R., & Menaker, B. (2016). Learning and working with the pros: Student
perspectivesonanembeddedexperiential learningproject.Journal of Hospitality, 
Leisure,Sport & Tourism,19,104–114.

Wanless, E., Brewer, R., Johnson, J., & Judge, L. (2016). Ticket and sponsorship
sales: Student perceptions of learning through revenue generation projects. Sport 
Management Education Journal,10(2),115–126.doi:10.1123/smej.2015-0016

http://dx.doi.org/10.18666/JASM-2016-V8-I2-6460
http://dx.doi.org/10.18666/JASM-2016-V8-I2-6460
http://dx.doi.org/10.1123/smej.4.1.49
http://dx.doi.org/10.1123/smej.2014-0018
http://dx.doi.org/10.1123/smej.2014-0018
http://dx.doi.org/10.1080/10528008.2015.999595
http://dx.doi.org/10.1123/smej.2015-0016

