
Discover innovative ideas and techniques in sport 
sales, promotion, and sponsorship 

   

Champaign, IL-- Students in sport management and professionals in the sport industry will find 

Sport Promotion and Sales Management, Second Edition, brimming with fresh and innovative 

ideas and techniques in sales, promotion, and sponsorship. In keeping pace with the changing 

times in the sport promotion and sales industry, this book features much new material: 

• Two new chapters (and three total) on sport sponsorship that greatly expand the 

discussion in that critical area, including how to negotiate, nurture, and activate 

sponsorships 

• A detailed exploration of a nine-step "eduselling" process, an emerging sales model 

created by author William A. Sutton that will help readers increase product utilization and 

satisfaction by teaching how to use tickets and sponsorships to achieve business 

objectives 

• Greater emphasis on the roles of sales and sponsorship as integral parts of developing a 

successful sport business 

• A radically updated technology chapter that places great emphasis on e-commerce and 

gives an overview of the rapid changes that technological innovations are bringing to the 

industry 

The authors use their extensive academic and professional knowledge by providing numerous 

examples based on their own experiences in consulting with teams, events, and organizations in 

the NFL, NBA, NHL, and LPGA. In addition, the authors offer contemporary examples of sales 

and promotion management in practice, further illuminating successful practice for readers. 

  

Sport Promotion and Sales Management, Second Edition, presents a wide-ranging view of what it 

takes to be successful in the field. With its complete and current coverage of pertinent issues, this 

text is an invaluable resource for students and professionals alike as they prepare for or shape 

their careers in sport promotion and sales. 

For more information on Sport Promotion and Sales Management, contact Human Kinetics at 

800-747-4457 or visit www.HumanKinetics.com.  
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international journals and has presented his work at national and international conferences. A 
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