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ABSTRACT

Inrecentyears, marketing practice has increased in complexity, becoming more challenging. This situation
demands that marketing professionals be better prepared to face the difficulties of the market. Business
schools play a key role in training marketing professionals. However, there is a strong divide between
the expectations held by marketing professionals and those held in academia. This chapter considers this
phenomenon from a theoretical point of view and explores its causes. The author argues that business
schools are able to play a key role in bridging theory and practice in marketing. The chapter closes by
offering several suggestions for how business schools might increase the relevance of marketing research
while reducing the gap between marketing theory and practice. In particular, the chapter offers a set of
policies that business schools can implement in order to close this gap.

INTRODUCTION

In 2017, the author of this chapter attended the First Congress of Portuguese Managers, promoted by the
Business Administrators Forum!, an entity that represents Portuguese professional management. This
event was attended by almost 300 professional managers (the majority of which were C-level manag-
ers). A handful of university representatives also attended the event. These attendees were in charge of
promoting executive education services, as the event was a welcome opportunity to network. No scholars
were to be found among the participants. The event had 19 speakers. Of these, only one cited data and
findings from scholarly research during his presentation.
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In parallel, the author has attended the Industrial Marketing and Purchasing Group annual conference
for the last 3 years. The Industrial Marketing and Purchasing Group assembles scholars concerned with
developing theoretical concepts and scientific knowledge in the field of business-to-business marketing
and purchasing. The Industrial Marketing and Purchasing Group annual conference (organized for the first
time in 1984) is the largest conference on marketing in a business-to-business context in the world. The
three annual conferences held in 2015, 2016 and 2017 were not attended by any professional managers,
with the exception of invited keynote speakers, who were present at the opening day of each conference
and delivered a talk featuring their entrepreneurial and business activities.

This is an odd setting for understanding the impact of management research on business practice and
evaluating the gaps and intersections between marketing education and practice. In fact, the two examples
cited above reveal the extent to which these two worlds remain apart: the world of business research and
the world of management practice. The same phenomenon takes place in the marketing setting, where
practice and scholarly research can be seen as independent activities.

The issue of rigour versus relevance has stimulated the academic community over the past few years.
Rigour has increasingly become the main driver for research in marketing, leading to the decreased
relevance of articles published by leading marketing journals (Lehmann, McAlister, & Staelin, 2011).
Kumar (2016) argues that rigorous research should go ‘hand-in-hand’ with relevant research to better
serve the practitioner community. This is why the Journal of Marketing selects articles with actionable
managerial implications and, at the same time, a rigorous approach to research—that is to say, articles
that employ clear and sound analytical and conceptual frameworks. Other scholarly publications in the
field of marketing have adopted similar editorial policies. This is true of the Journal of Business-to-
Business Marketing (Hutt & Walker, 2015), which is concerned with advancing theory and practice in
the business marketing arena whilst removing the boundary between scholarly and practical research.

According to Kumar (2017), lack of focus has made the marketing field irrelevant and has reduced
the quality of management education and research currently taking place at business schools. In fact,
the practical relevance of research is only realized when it moves beyond the academic community and
reaches practitioners and decision makers (Kumar, 2017). Resent research shows that the influence of
scholarly marketing research is greater when it comes to marketing topics that are important to practice,
such as brand management, new product development, marketing strategy, advertising, pricing, sales
and channel management (Roberts, Kayande, & Stremersch, 2014).

The way in which marketing is generally taught does not help students to grasp real issues that affect
management practice. To overcome this constraint, scholars should be able to bring relevant research
into the classroom. This strategy has been adopted at Arizona State University’s marketing department,
where corporate partners have provided empirical data and support for scholarly research over the past
15 years (Hutt & Walker, 2015). To successfully conduct this research (which has delivered more than
a dozen studies), several activities have had to be critically managed by scholars. These include: (1)
demonstrating the value of the research to sponsoring firms; (2) selecting a research theme that resonates
with managers’ concerns and that addresses the firms’ key priorities; (3) discussing business challenges
prior to undertaking research; (4) delivering on the promise to advance sponsoring firms’ performance,
and; (5) treating research as a process of exchange.

Other initiatives have been launched to bridge the academic-practitioner divide in the field of mar-
keting, such as establishing new editorial policies within academic journals (Holbrook, 1995), adopting
new approaches to solving marketing decision problems (Lilien, Rangaswamy, Bruggen, & Wierenga,
2002), and improving the quality of marketing management textbooks (Gummesson, 2002). The case

1371



14 more pages are available in the full version of this document, which may
be purchased using the "Add to Cart" button on the publisher's webpage:
www.igi-global.com/chapter/bridging-the-academic-practitioner-divide-in-

marketing/274432

Related Content

Small-Group vs. Competitive Learning in Computer Science Classrooms: A Meta-Analytic
Review

Sema A. Kalaianand Rafa M. Kasim (2015). Innovative Teaching Strategies and New Learning Paradigms
in Computer Programming (pp. 46-64).
www.irma-international.org/chapter/small-group-vs-competitive-learning-in-computer-science-classrooms/122195

Case-Based Teaching in Short-Term Management Development Programs: Opportunities and
Challenges

Pavel Lebedev (2017). Case Studies as a Teaching Tool in Management Education (pp. 278-292).
www.irma-international.org/chapter/case-based-teaching-in-short-term-management-development-programs/165210

The Transformation of Russian Business Education and Its Outcomes: How Russia Moved Away
from Marxism toward a Market Economy through Revitalized Business Education

Elise Kiregian (2018). Business Education and Ethics: Concepts, Methodologies, Tools, and Applications
(pp. 1083-1103).
www.irma-international.org/chapter/the-transformation-of-russian-business-education-and-its-outcomes/186622

Formative and Summative Evaluation in the Assessment of Adult Learning

James B. Martinand Royce Ann Collins (2011). Assessing and Evaluating Adult Learning in Career and
Technical Education (pp. 127-142).
www.irma-international.org/chapter/formative-summative-evaluation-assessment-adult/45370

Thoughtfully Preparing Business Students and Faculty for Study Abroad: Strategies for Making
the Connection

David Starr-Glass (2018). Business Education and Ethics: Concepts, Methodologies, Tools, and
Applications (pp. 872-894).
www.irma-international.org/chapter/thoughtfully-preparing-business-students-and-faculty-for-study-abroad/186612



http://www.igi-global.com/chapter/bridging-the-academic-practitioner-divide-in-marketing/274432
http://www.igi-global.com/chapter/bridging-the-academic-practitioner-divide-in-marketing/274432
http://www.irma-international.org/chapter/small-group-vs-competitive-learning-in-computer-science-classrooms/122195
http://www.irma-international.org/chapter/case-based-teaching-in-short-term-management-development-programs/165210
http://www.irma-international.org/chapter/the-transformation-of-russian-business-education-and-its-outcomes/186622
http://www.irma-international.org/chapter/formative-summative-evaluation-assessment-adult/45370
http://www.irma-international.org/chapter/thoughtfully-preparing-business-students-and-faculty-for-study-abroad/186612

