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Self-reflection on knowledge generation in sport management is essential for continued growth and remains a prevailing topic for
recipients of the Earle F. Zeigler Award. To date, two perspectives largely guide such evaluation: What makes a theoretical
contribution and what constitutes new theory. The 2018 Earle F. Zeigler Address introduces a third perspective based on the
concept of diffusion to explore three elements: article innovation, communication channel, and social system that contribute to
producing and spreading new knowledge. This examination utilizes data and information collected from sport management
articles, journal citations, a case study, editorial board membership characteristics, and my coauthor network and publishing
experiences. Holistically, the evidence collected provides insight into how and why ideas could spread in sport management.
Unfortunately, for new and emerging scholars, spreading ideas through academic journals will be uncomfortably slow and
managing expectations important. However, by understanding the academic publishing ecosystem, scholars can improve
chances for idea diffusion through selecting appropriate journal outlets, establishing interpersonal connections, creating weak
and strong coauthor ties, and engaging in programmatic research. This address concludes with strategies to help navigate
spreading research ideas by setting realistic goals, optimizing the coauthor network, and reinvesting in the original idea.
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The ability to spread a new idea remains a key strategy for
organizations and individuals. Whether in business to increase
revenue, in politics to promote causes, or in health care to improve
patient well-being, spreading a new idea is important for success.
For new and emerging sport management scholars, success will not
only depend on developing a new idea but also getting that idea
seen and heard by other academics who will then use it in their
research and teaching, as well as industry professionals putting it
into practice. Whether the idea is a theory, concept, construct, or
method, getting the idea to spread is likely more important than
coming up with the original idea.

Publishing in academic journals remains a key metric with
career and personal implications. The ability to disseminate a new
idea has financial implications related to merit, promotion, and
tenure. Spreading an idea has social implications related to in-
creasing interpersonal connections and psychological implications
of improved self-esteem. As employees with highly specialized
expertise, we rely on journals to spread our intellectual property.
Unfortunately, spreading an idea through academic journals is an
uncomfortably slow process. The concept of diffusion provides an
instructive perspective to assess this spread and provides insights
for developing strategies.

Idea Diffusion: A Journal
Publishing Perspective

Much of the work on diffusion originates from Evert Rogers’s
efforts in communication. Rogers and others outline the process

of how a new idea or product gains momentum over time and
spreads through a specific population or social system (Bass, 1969;
Rogers, 2003). This idea of diffusion has been used and studied
across many fields including sociology, psychology, anthropology,
economics, and marketing. At the core of diffusion is the role of
human capital that helps explain why and when a certain percent-
age of people or organizations adopt a new idea. A graphic
illustration of the innovation adoption life cycle utilizes the normal
bell curve. In general, when new ideas are introduced, a small
group of early innovators and early adopters initially adopt them.
As the idea spreads to the early majority, it peaks at the top of the
bell curve and begins to decline as late majority and laggards begin
adopting the idea. Although instructive to understand innovation
and technology life cycles, does the adoption curve reflect how
ideas spread within academic journals?

One potential way to address this question is to examine the
life cycle of journals citations for academic articles. Research on
journal citations across dissimilar fields indicate that the number
of article citations increase after publication, then plateaus, and
then declines in a similar fashion as the adoption curve (Galiani &
Gálvez, 2017; Galvez, 2017). Across all fields, the same generic
shape emerges, with some differences in growth and decay rates by
disciplines. Based on this perspective, sport management article
citations are likely to follow similar general life cycle trends.

Theoretically, cumulative citations for a sport management
article should follow the S-Curve pattern. The S Curve represents
the relative speed as measured by length of time for a certain
percentage of academics to adopt and cite the article in the own
articles (see Figure 1). For example, once an article is published, it
will be cited at first by a relatively small number of researchers in
their own published research articles as illustrated by early adopters
on the left side of Figure 1. This indicates slow and gradual initial
adoption. If that article is going to be successful, then a rapid
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increase in the height of the S Curve occurs sending the curve
sharply upward as noted by diffusion in the middle of the S Curve
in Figure 1. At this stage, the article gains momentum as the
majority of researchers working in a particular area begin citing
the article in their own papers. The initial steeply rising part of the
S Curve in which citations increase rapidly represents the “tipping
point,” popularized in Malcolm Gladwell’s book. As article cita-
tions continue to increase, it reaches critical mass as late adopters
begin to cite the article. This occurs at the top of the S Curve in
Figure 1, when citations slow down and flatten out indicating the
rate of citations is reaching the maximum, and once 100% of all
researchers who would likely cite the article have now done so
indicating the article is self-sustaining.

The S Curve of cumulative article citations is useful to explore
how scholars through academic journals spread ideas. A key
assumption is that the idea will reach the tipping point indicating
a majority of scholars in a particular area of research are now citing
the article that introduced the original idea. However, this assump-
tion ignores the reality that some ideas will never reach the tipping
point, which would represent a relatively flat S Curve of citations.
In addition, the length of time it takes to reach the tipping point
varies indicating that some ideas could spread quicker, which
would yield a relatively elevated S Curve.

According to Rogers (2003), three elements will influence
diffusion or the shape of the S Curve. These elements are the
innovation, the channel, and the social system. As ideas are rarely
adopted instantaneously, a fourth element of time is also necessary.
Time is often used to categorize adopters and as such, there is an
inherent link with innovation, channel, and social system. Diffu-
sion of innovation researchers assume that over time innovations
will become adopted as they flow through communication channels
and reach a larger number of social systems (Obstfeld, 2005).
These three elements are instructive to explore how sport manage-
ment ideas spread from an academic publishing perspective.

Sport Management Idea Innovation

Innovation in sport management can represent knowledge pub-
lished in an academic article perceived as new by other scholars.
According to Rogers, key attributes of innovation such as relative
advantage, compatibility, complexity, triability, and observability
influence the rate of adoption. Within sport management articles,
innovation attributes are embedded in continued discussion of
theory development in terms of generating new insight into a sport

management phenomenon (Chalip, 2006, Fink, 2016; Slack, 1996;
Zhang, 2015). Such insight represents new knowledge driven by
two perspectives: What makes a theoretical contribution and what
constitutes a new theory (Sutton & Staw, 1995; Whetton, 1989).
These two perspectives are similar to the Derivative and Sport-
focused models Chalip (2006) highlighted and represent different
pathways scholars can take to develop a new sport management
idea.

The first perspective highlights how scholars apply theories
and concepts from broader disciplines such as sociology, psychol-
ogy, marketing, and economics into sport contexts. By following
this derivative path, scholars can assess whether a general theory
is valid in sport management. However, once applied or tested,
how findings make a contribution back to the original theory or
concept is rarely discussed and undetermined as noted by a panel
of scholars in the area of sport consumer behavior (Funk, 2017).

The second perspective calls for scholars to develop sport-
specific theories to examine the sport management context. Taking
this sport-focused path enables scholars to create new midrange
theories that are context specific and more limited in scope to sport
management (Henderson, Presley, & Bialeschki, 2004). Unfortu-
nately, this approach raises questions over whether sport manage-
ment is a unique discipline and importantly what constitutes a new
theory (Bacharach, 1989; Slack, 1996).

So which pathway to sport management article innovation
should a new and emerging scholar take? Apply an existing theory
from outside of sport management or develop a new sport-focused
theory. From a diffusion perspective, an obvious response is the
pathway that could lead to faster idea spread. Hence, applying an
existing theory may actually be faster to spread a new idea if this
approach leverages awareness and understanding of theories pre-
viously published in journals. In addition, getting other academics
to adopt a new sport-specific theory may take longer, given it will
take time to gain awareness and traction within and outside sport
management. However, is this response accurate for diffusion of
sport management articles?

Sport Management Article Diffusion

Data were collected for a select number of articles using the web of
science. The articles represent the eight most highly cited articles
published in sport management journals over a 15-year period.
Results are shown in Figure 2. The lines represent the cumulative
total citations over 15 years after the article’s publication. In general,
the data indicate that all eight articles follow a similar trajectory in
terms of diffusion and consistent with the left side of the S Curve of
cumulative adoption.1 Holistically, these articles receive relatively
few citations in the first 7 years and appear to hit the tipping point
between 8 and 10 years indicating the idea is spreading to a larger
percentage of researchers who are citing the article.

Based on this data, the tipping point for sport management
ideas appears to occur around 9 years. A few early adopters are
citing these articles, then on average at around 9 years, article
citations begin turning upward and spreading to most of the people
who are going to adopt it. Hence, emerging scholars should expect
a considerable lag time before an article starts being adopted by
others or having this idea spread through imitation and word of
mouth (Bass, 1969). Unfortunately, this chart does not show the
reality of academic publishing when the publication cycle is con-
sidered. For example, when you factor in the time required to
intellectually develop the idea and research design, collect and
analyze data, develop the manuscript for submission, the journal

Figure 1 — Sport management article citation diffusion.
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review process, having the article accepted and accessible, and then
having another researcher utilize the article and getting this article
accepted and published, it could take a minimum of 13 years and
likely longer until the article and idea hits its own tipping point.
Equally important to consider is that these articles represent highly
cited ideas in sport management and are unlikely to be representa-
tive of all articles. As a result, spreading an idea through academic
journals will be uncomfortably slow.

For new and emerging scholars, these results are less than
inspirational. However, it is important to manage expectations
regarding how long it could take an idea to start gaining traction
among scholars and cited in academic journals. Some good news
is that alternative methods exist to transmit scholarly ideas beyond
peer review channels. For example, Altmetrics consists of self-
publishing comments or explanations of a published article, seman-
tic publishing or nanopublication of reduced content from an
existing article, and open source sharing of data sets and designs
(Priem, Taraborelli, Groth, & Neylon, 2010). Utilizing these
techniques can increase the rate of idea spread by overcoming
limitations related to citation counting of peer-reviewed scholar-
ship. In addition, this evidence could be useful in terms of educa-
ting university promotion and tenure committees that evaluate
faculty research impact. From a diffusion perspective, publishing
an idea in an academic journal is just the beginning and whether or
not the idea hits a tipping point should depend on article innovation
type, the journal in which the article appears, and the author’s social
system. Embedded within the results shown in Figure 2, there are
positive aspects regarding innovation and channel.

Of particular relevance is that these eight articles represent
one of two pathways previously discussed and appeared in four
sport management–related journals. The articles designated by the
gray line applied existing mainstream theory to examine a sport
management phenomenon, whereas the articles designated in
black developed a new sport theory, concept, or construct in sport
management. Hence, from a diffusion perspective, the assumption
that applying existing theory to sport management is quicker for
spreading a new idea versus developing sport-specific theory
appears unsupported. In addition, the rate of diffusion is not journal
specific. Overall, it appears that understanding how and why ideas

spread becomes equally if not more important than which pathway
to innovation and journal channel is chosen.

These results introduce a third perspective to consider in our
academy’s continued self-reflection of knowledge and theory
development. Specifically, future discussion over whether sport
management scholars make theoretical contributions back to parent
disciplines (Inglis, 2007; Pitts, 2001) and whether sport is a unique
discipline requiring sport-specific theories (Chalip, 2006; Slack,
1996) should include this knowledge diffusion perspective. Spe-
cifically, how, why, when, and where sport management knowl-
edge is being adopted by scholars. This perspective also moves
the discussion beyond article innovation attributes (i.e., derivative
vs. sport specific) that influences rate of diffusion. As such, the next
section includes an examination of elements related to the com-
munication channel and social system to help scholars improve
their chances of having an idea reach a tipping point.

Idea Diffusion: Communication Channels

The communication channel represents the manner in which an
idea spreads from one individual to other individuals or organi-
zations. There are different communication channels with differ-
ent properties that influence rate of diffusion. Within these
channels, two distinct classes are particularly relevant for new
and emerging sport management scholars to consider; channels
which include academic journals and interpersonal channels that
include a scholar’s personal network (Burt, 1992; Rogers, 2003).
Academic journals are the primary distribution channel for
spreading ideas initially and creating awareness while personal
networks become more important over time as scholars rely on
opinions of colleagues to evaluate new ideas. Each of these
channels are examined as well as a case study, and personal
experiences.

Diffusion in Sport Management Journals

Academic journals play a pivotal role in spreading an idea to other
scholars. A key purpose of academic journals is identifying new

Figure 2 — Cumulative citations of eight sport management articles.
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knowledge and disseminating this knowledge (Serenko, Bontis, &
Hull, 2011). In general, respected journals provide more distribu-
tion and importantly citations, which capture the way ideas are
disseminated throughout scholarly ecosystems (Brouthers,
Mudambi, & Reeb, 2012). Data presented in Figure 3 include a
selected number of journals and the total number of times articles
in each journal were cited from 2015 to 2017 as of June 1, 2018.
The number of citations for three sport management journals are
shaded in black. Hence, if you want to spread your idea through a
sport management journal, selecting one that gives you the most
distribution is advantageous. Over the last 3 years, the Journal of
Sport Management (JSM) and Sport Management Review (SMR)
received the most combined citations.

The graph also shows how the three sport management
journals compare with related journals in terms of citations over
the same period. These academic journals were chosen as I have
published sport-related research in each and as such represent
potential outlets for new and emerging sport management scholars.
The data indicate that sport management journals are doing
reasonably well compared with leisure and recreation titles, but
other journals such as Journal of Business Research, Tourism
Management, and European Journal of Marketing would provide
considerably more distribution of an idea. Regardless of journal
channel, to get distribution, an author must first get published.

A common perception among new and emerging scholars is
that getting an article accepted is getting more difficult. However,
is this perception supported by data? Figure 4 reports the number
of articles published each year in four sport management journals
from 2015 to 2017. These journals represent the official journal
of academic scholarly associations. Overall, the data indicate the
number of articles published each year for each journal is relatively
stable with slight declines in JSM and SMR from 2016 to 2017.

This trend highlights a potential concern for scholars. If the
number of new PhD graduates entering the sport management
discipline with a desire to publish outpaces the number of existing
scholars who retire, there will likely be more scholars competing
for the same number of pages in each journal. In addition, if our
sport management journals become attractive to scholars from
other domains, then this will further increase competition for
space. Based on this evidence, the perception that getting an article
accepted is getting more challenging has some merit. Some po-
tential solutions to this could be for journals to (a) increase the

number of total pages allotted per issue given the shift toward
digital publication, (b) reduce the length of articles being published
allowing for more articles to appear in the same issue, and/or
(c) expand the number issues published each year by a journal.

An advantageous approach to increase diffusion within publi-
cation channels is to publish the idea in multiple journals within
and outside of sport management to increase diffusion. This
strategy would consist of initially publishing the idea in sport
management journals and then expanding the idea by publishing
subsequent articles using this idea in related and mainstream
disciplines (Galvez, 2017). A case study of one idea originating
in a sport management journal is used as an example of how an
idea spread through different journal outlets over time.

Psychological Continuum Model (PCM):
Case Study

The article used for this case study is the PCM originally published
in 2001 in the journal SMR. Broadly, the PCM is a stage-based
continuum model that accounts for an individual’s attitude forma-
tion and change toward a sport object (Funk & James, 2001). The
cumulative citations for this article since publication were shown in
Figure 2. Additional data were collected on this article to examine
diffusion within academic journals and is shown in Figure 5. As

Figure 4 — Number of articles published per year 2015–2017.

Figure 3 — Selected journal total citations 2015–2017.
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of June 1, 2018, the original 2001 PCM article has been cited in
138 unique journals covered by the Web of Science with 405 total
journal citations and received 821 total citations based on Google
Scholar. On average, the article is cited 48 times per year.

Figure 5 illustrates the diffusion of the PCM idea by scholars
within different journals over time. The black line on the bottom
indicates when the 2001 article was cited for the first time in a new
journal. For example, in 2002, the article was cited in two different
journals. In 2006, the article was cited in five new journals, and in
2015, 23 new journals included a citation of the article. The gray
line shows the total number of journal citations in a given year. For
example, 24 journals cited the article in 2008 and 50 journals cited
the article in 2015. When the two lines are considered together,
it provides insight into intrajournal diffusion as more authors of a
particular journal are citing the original article. For example, in
2002, it was cited twice and once in the two new journals. In 2008,
the PCM was cited 24 times, but only 11 of these were new
journals. In 2013, the PCM was cited 37 times, with 13 of these
being in new journals. Finally, in 2017, the PCM was cited 55
times, and 14 were new journals with first time citations.2 Although
this graph provides the overall diffusion trend of the PCM idea
within and among new journals, inspection of the actual journal
titles citing the article and year provides additional insight on how
the idea is spreading into different domains.

The shape of the cumulative citations in Figure 2 indicate the
PCM reached the tipping point around year nine and the rate of
diffusion is increasing. Based on the S Curve, journal innovators,
early adopters, and now early majority adopters are citing the idea.
This rate of diffusion can be used to organize journals into temporal
periods and domains. The journals were grouped into three periods
guided by the adoption curve percentages (innovators: 2.5%, early
adopters: 13.5%, and early majority remaining articles). Based on
journal purpose and scope, there would be approximately 445
potential journals in which researchers would likely use and cite the
PCM. Figure 6 presents an illustration of the PCM diffusion among
three groups of journal adopters.

The innovator group of journals consisted of nine journals
from 2002 to 2005 that first cited the PCM. The initial journals were
from sport management and closely related domains of leisure and

event management. The early adopter journal group contained 59
journals from 2006 to 2013 that included first time citations. This
group consisted of additional sport management and leisure jour-
nals, but in this period, broader journal domains appeared related to
business and management, tourism and hospitality, psychology,
sociology, communication, nonprofit, political science, and sport
sciences. The final group of early majority adopter journals con-
sisted of 70 new journals. Within this period, the majority of sport
management and leisure journals had now cited the PCM as well as
additional journals from previous domains within early adopters.
However, new journals began emerging in wider fields related to
health, exercise, and physical activity, education, sport medicine,
applied sciences, social sciences, law, mathematics, and biology.

Overall, the spread of the PCM citations based on unique
journal adoption and time indicate the idea is spreading to a wider
audience. Some potential reasons for this could be the multidisci-
plinary nature of the PCM and efforts in publishing the idea by the
original authors in journals outside the sport management disci-
pline. Previous Zeigler addresses have noted the benefits of
interdisciplinary research (Doherty, 2011) and the benefits of

Figure 5 — Unique and total journal adoption of 2001 psychological continuum model article.

Figure 6 — Journal diffusion of 2001 psychological continuum model
citations.
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conducting and writing sport management content in ways that will
be accepted for publication in other discipline journals (Inglis,
2007) and articulating how a research idea makes a contribution
back to related and parent knowledge disciplines (Pitts, 2001).

Diffusion Beyond Academic Journals

A second aspect of this case study is idea diffusion beyond
academic journal channels. The previous data utilized citations
as a proxy for idea diffusion; however, this proxy is not flawless.
Academic journals are not the only channel to spread an idea. For
example, within academia, many scholars might be aware of the
PCM from reading about it in journal articles, a textbook, or
attending a conference presentation, but if the idea is not relevant
to their research, they would be unlikely to cite the article.

Holistically, diffusion occurs when an idea has spread through-
out the general population, which extends beyond the academic
publishing ecosystem. There is evidence that the PCM has spread to
students, professional organizations, and general public. The idea
has been featured in prominent popular press including The New
York Times, sport blogs, and nonsport blogs. The PCM has also
been embraced by professional organizations including U.K.
Coaching and the Australian Football League. The idea has also
spread through education. For example, students can be reached by
incorporating the idea into textbooks that are then used to supple-
ment course instruction. A search for sport management textbooks
that incorporate the PCM returned 17 books—more than three
quarters of these textbooks were published 10 years after the initial
introduction of the PCM. Hence, the adoption of the idea in text-
books helps introduce it to new audiences. Other potential outlets to
increase rate of diffusion are through writing impact pieces for
popular media outlets and using TED Talk style videos.

Interpersonal Channels

An important feature of diffusion within academic journal channels
is interpersonal networks. Academic journals are important for
initially spreading ideas to many academics, but interpersonal
networks become more important over time to increase diffusion
(Obstfeld, 2005). One such aspect to consider is the institutions
in which the author of an idea has studied, worked, or is working.
The interpersonal connections made at these institutions go beyond
the sport management discipline. Returning to the PCM case study,
as one of the coauthors, I have been fortunate to work for some
outstanding universities: University of Louisville, University of
Texas, Griffith University, and Temple University. From these
experiences, I established personnel connections with colleagues
within and importantly outside of sport management. In addition,
I earned my PhD from The Ohio State University that allowed me
to learn from and later collaborate with influential scholars that also
graduated from this institution.

A pivotal point in my career was moving to Australia in 2004
and working at Griffith University. Prior to this point, my research
was focused in sport management and specifically spectator and
fan behavior. However, moving to another country broadened my
perspective of sport management as well as highlighted the rela-
tionship between sport and other disciplines. Working in Griffith’s
Business School and the Department of Tourism, Leisure, Hospi-
tality and Sport provided the opportunity to meet colleagues with
opinions on and evaluations of new ideas across a number of
disciplines. From these experiences, I was able to extend the PCM
to other disciplines through publishing in nonsport journals

through personal connections and collaborations. The value of
interpersonal connections to spread an idea should never be under-
estimated. These connections are also related to Rogers’s element
of social system that influences idea diffusion.

Idea Diffusion: A Social System

The social system is comprised of an interrelated network group
joined together to solve problems for a common goal. In general,
the social system is a combination of external and internal forces
that can influence the spread of a new idea. Members of a social
system can be individuals, groups, organizations, or systems.
Examples of social systems in sport management are academic
associations, such as the North American Society for Sport Man-
agement (NASSM), Sport Management Association of Australia
and New Zealand, European Association for Sport Management,
and Sport Marketing Association formed for a common goal. For
example, NASSM’s goal is to “promote, stimulate, and encourage
study, research, scholarly writing, and professional development in
the area of sport management.” One important aspect to achieve a
goal is an association’s official journal. Within each journal are
editorial board members that function as gatekeepers who make
judgments about the value of scholarship (Braun, Dióspatonyi,
Zádor, & Zsindely, 2007). As gatekeepers, they are critical to
spreading ideas, and there are many common perceptions of these
boards held by new and emerging scholars. The next section
provides some insight into whether these perceptions have merit
using data collected on editorial board membership.

Editorial Boards

The first perception is that editorial board members of sport
management journals review for multiple journals. This perception
deals with the notion that too many of the same people serve on
multiple boards (Baccini & Barabesi, 2014). As a result, if a
gatekeeper does not like your idea, getting published could be
more difficult. To address this perception, data from four journal
editorial boards were collected for a 7-year period from 2011 to
2017 and shown in Figure 7. The data reveal that 79% of the
reviewers for JSM, ESMQ, SMQ, and SMR served on only one
board in a given year with 18% serving on two boards. Based on the
data, this perception appears to be false, as each board’s member-
ship appears to be relatively distinct indicating that a diversity of
ideas would exist among reviewers.

A second perception is that the size of the editorial board
changes slowly. This perception deals with whether editorial
boards are changing and/or expanding over time allowing new
members to be added that bring a diversity of influential scholars
that help shape the type of research appearing in a journal (Fogarty
& Liao, 2009). To address this perception, data were collected on
editorial board size and tenure of four sport management journals
from 2011 to 2017 and shown in Figures 8 and 9. Since 2011, SMR,
Sport Marketing Quarterly, and European Sport Management
Quarterly have all shown growth in the size of their boards,
with SMR and ESMQ having the most noticeable growth. JSM
had the largest board over the period but showed a decline since
2013, likely due to a period in which JSM’s board grew signifi-
cantly to reach its present size. In terms of tenure, over the past 7
years, the average tenure for SMQwas 4.55 years, for JSMwas 4.34
years, for SMR was 4.29 years, and for ESMQ was 4.38 years.
There was a notable spike in 2017 in which all boards had 20–34%
of members whose tenure extended beyond 7 years. Holistically,
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this data indicate the perception is partially true but not for all
journals. On average, a reviewer is on a board for 4.5 years, but
given the tenure length of some members and relative size of the
boards, this may be problematic as larger boards that change more

often can bring diversity of research expertise among reviewers to
evaluate new ideas. In addition, whether the current board size is
adequate in terms of number and reviewers’ content expertise are
areas that need consideration.

Figure 8 — Editorial board size of journals.

Figure 7 — Reviewers serving on multiple boards.

Figure 9 — Editorial board tenure.
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Editorial boards are also reflective of processes by which
journals relate to academic organizations. Given the Zeigler Award
is the keynote address for NASSM, a more detailed analysis was
conducted for JSM. Data were collected on the editorial board
membership over the 30 years of the journal’s existence. Data for
board size are shown in Figure 10. The smallest board was in 1988
with 10 reviewers, and the largest board was in 2013 with 54
reviewers. The average tenure for editorial board members was
6 years.

Publishing in prestigious journals is also highly concentrated,
in terms of authors’ current institutional affiliations and doctoral
origins (Baccini & Barabesi, 2014; Fogarty & Liao, 2009). How-
ever, is this the case for JSM? Data reveal both good and not so
good news. The good news is the over the last 30 years, there were
94 unique universities represented on the JSM editorial board, with
most universities having one to two reviewers per faculty. There
were 52 unique PhD programs in a variety of different fields
including sport management, education, business and law degrees
with the majority of PhD programs having only one reviewer from
their program. The not so good news is that over the same period
certain institutions had multiple reviewers serve on the board:
Griffith University (6), Temple University (6), University of Illi-
nois (6), University of Alberta (7), University of Massachusetts (7),
and University of Michigan (7). In terms of PhD programs, three
universities stood out with the most PhD graduates who later
became reviewers: University of Michigan (5), University of
Alberta (8), and The Ohio State University (16). As a result, there
appears to be a number of reviewers that either studied or worked in
close proximity, which could introduce potential biases, for certain
theoretical and conceptual approaches as well as explain interper-
sonal connections.

Collectively, the data on editorial boards in general and JSM
in particular address common perceptions among scholars about
journals. Editorial board members as gatekeepers are critical to
spreading ideas and their composition is an important consider-
ation. An additional aspect of social systems is the composition of
coauthors that could influence idea diffusion: the structure of social
networks and reinvesting in the original idea through these net-
works. The next section provides insight into these aspects drawing
on my own publishing experience.

Coauthors: Strong and Weak Links

The notion that a strong coauthor network can help spread ideas
through publication is a common assumption. Establishing a net-
work of individuals to collaborate with for the production of journal
articles is advantageous, as this network supports each other’s
activities and forms a mutually beneficial relationship. However,
research on idea diffusion indicates the weak ties are also beneficial
and may even be more valuable (Granovetter, 1973). This per-
spective is based on observations that weak ties serve as a bridge
to help establish new contacts, bind strong ties, and are more
efficient to maintain by freeing up cognitive resources (Hansen,
1999; Obstfeld, 2005). To examine the presence of strong and weak
ties, I examined my coauthor network of publications to gain
insight. This information is shown in Figure 11.

The pie chart represents the number of coauthors I have
published with in my career. It also illustrates both strong and
weak ties. For example, I have published with 116 unique
coauthors. The larger wedges along the top right quadrant of
the chart represent strong coauthor ties in which I have published
four or more articles (21%), whereas the smaller wedges along the
bottom half represent coauthors in which I have published two
to three papers (17%). The smallest wedges in the left upper
quadrant represent weak coauthor ties in which I have published
only one article (62%). Overall, the presence of a large network of
weak ties among coauthors compliments a smaller network of
strong ties.

Further analysis of coauthors revealed the manner in which
the coauthor tie first developed differed. Among the top 24 strong
ties, 33% are with PhD students, 25% are with individuals met
at academic conferences, 25% are with faculty colleagues, and
17% are with individuals from my PhD program. Among the 60
weak ties, these connections and collaborations were initiated
through interpersonal connections and predominately through
existing strong ties. Holistically, the coauthor network highlights
the growth and diversity of the sport management academy, which
provides opportunities for new and emerging scholars to collabo-
rate to spread knowledge and ideas (Mahony, 2008), a situation that
historically was more difficult due to the size of the field and skills
and competencies of scholars (Chelladurai, 1992; Weese, 2002).

Figure 10 — Number of JSM reviewers. JSM = Journal of Sport Management.
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A second aspect related to spreading ideas through coauthor net-
works is the notion of reinvesting in the original idea.

Investing in Programmatic Research

The iPhone and the number of times Apple has reinvested in a new
model are a good approach for scholars to follow when spreading
an idea. From this perspective, an idea is like a product, which goes
through a life cycle. The idea is introduced and hopefully, will
reach a growth phase in which diffusion increases dramatically.
However, the idea will eventually mature or plateau, in which
adoption begins to decline. The key is to reinvest in the idea at the
maturity stage. In the world of academic publishing, this can be
done through programmatic research, which can revitalize the idea
and keep it spreading.

Programmatic research provides a useful mechanism to rein-
vest in the original idea and spread knowledge through additional
articles. Given one study is unlikely to fully explain a sport
management phenomenon or address a research question, program-
matic research allows a scholar to focus on publishing-related
articles and developing theory (Jacoby, 1978; Randolph-Seng,
2006). Programmatic lines of research helps emerging scholars
build their career and reputation by establishing a research identity
and narrative. In addition, conducting multiple studies can produce
incremental knowledge on a topic utilizing different research
designs to eliminate biases that help establish external validity
of the idea (Burton-Jones, 2009; Mentzer & Flint, 1997).

In terms of the PCM idea, my coauthors and I have published
41 articles using the original PCM as the conceptual foundation.
Such collaboration helps connect articles, which share semantic
content as well as utilize self-citation as a valid mechanism of
relevant knowledge diffusion (Gavlez, 2017). This practice appears
to be more prevalent over the last two decades especially among
male authors creating a potential gender imbalance to idea spread
(King, Bergstrom, Correll, Jacquet, & West, 2017). Notably, some
key articles have helped revitalized the PCM with conceptual
augmentation, extensions, as well as empirical validation published
in 2006, 2008, 2009, 2011, 2014, 2015, 2016, and 2017. In
addition, some of these articles appeared in journal channels
outside of sport management and were the result of collaboration
with existing and new coauthors that increased both strong and
weak ties.

Conclusion

This study address a knowledge diffusion perspective to consider
when discussing theory development in sport management. This
perspective compliments and informs two existing perspectives on
whether sport management scholars should apply theories and
concepts from broader disciplines or develop sport-specific theo-
ries and concepts. Regardless of which approach is used to develop
the original research idea, spreading the idea becomes as important
if not more important to advance sport management knowledge
and scholarship. Unfortunately, spreading a new research idea will
be uncomfortably slow requiring an understanding of the idea
diffusion process. For new and emerging sport management
scholars, technology and open source publishing should speed
up the process moving forward, but attention should be given to
communication channels and social systems. In line with these
elements, scholars can utilize strategies to help spread ideas and
optimize their academic publishing career. Three strategies are
discussed in the following sections to help with this endeavor: set
realistic goals, optimize the coauthor network, and reinvest in the
original idea.

Set Realistic Goals

The first consideration for new and emerging scholars to spread
ideas is to set realistic goals. Journals as the primary channel to
spread an idea will be uncomfortably slow so patience and
persistence is required. As you navigate the academic publishing
ecosystem, consider your strengths and weaknesses in terms of
writing skills, theoretical and methodological competencies, and
choice of topic. A useful strategy is to volunteer and review articles
for academic journals to better understand how to frame your
idea to gatekeepers reviewing your work. Resist the temptation
of chasing journal impact factors, rather find the journal channel
in which your idea will resonate with the readership. Academic
publishing is not for everyone nor is it the only way to achieve idea
diffusion. Other channels exist that can help with diffusion such as
interpersonal networks, social media, blogging, teaching and cur-
riculum development, working with industry partners, publishing
chapters in books and textbooks. In addition, there is a growing
need for scholars who can translate insight gained from academic
research to industry.

Figure 11 — Coauthor network.
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Optimize the Coauthor Network

Idea diffusion requires human capital, given the idea must be
widely adopted to be self-sustaining. An important aspect to con-
sider is the optimal size of your coauthor network, which contains
both strong and weak ties. In regards to strong ties, a team concept
is required with various people in the network playing different
positions based on competencies and skills. Publication syndicates
are useful for spreading ideas but can also create concerns over
scholarly independence when being considered for tenure and
promotion. In regard to weak ties, a beneficial approach is to
attend conferences both in sport and related disciplines. Attempt to
meet two new people each day and learn about their research
agenda. A good strategy is to write an article every year with a new
person who is not in your existing coauthor network.

Reinvest in the Original Idea

The final strategy is continual reinvestment in your idea. This
requires building mastery in a research area that helps develop a
narrative around your idea and how it fits within a collective body
of work. This process should be slow and steady utilizing pro-
grammatic research that replicates and extends the original idea. A
beneficial approach for reinvesting is to review limitation and
future direction sections of previous articles you have written
and reflect on whether these have been address in subsequent
articles you publish. Another key starting point is to focus on
solving real-world problems from an academic perspective. This
will help other scholars understand your idea as well as help make
your research relevant to industry. Although important to stay in
your research lane and establish your identity in sport management,
attempt to extend your idea outside of sport management journals
into relevant and related disciplines that could give you more
distribution. Context is important to demonstrate application but
generalizability beyond a singular sport context will help spread
your idea and extend the shelf life of your idea. Reinvesting can
also utilize techniques to increase diffusion beyond academic
journals by self-publishing comments on the original idea and
nanopublication of content from that article.
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Notes
1Article citations are used as a proxy for diffusion and idea adoption.
This proxy is not without limitations and underestimates idea spread since
scholars might be aware of the idea, and thus, it has diffused, but these
scholars do not cite the article in a published paper. In addition, new

scholars should be aware of alternative metrics beyond classic citations,
which are becoming more prominent.
2This graph shows citations for the original 2001 PCM idea, which does
not account for additional citations-related subsequent articles that have
revised or applied the original idea.
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