Emerging trends in sport marketing research: 
A content analysis of Sport Marketing Quarterly (2002-2008)

Introduction

In 2002, a special issue of Sport Marketing Quarterly (SMQ) was published that included four articles as reflections on the state of the journal and the field. A historical review of scholarship, fulfillment of the mission, and perspectives on research and practice in sport marketing were central works included in this issue (Crow & Bradish, 2002; Branch, 2002; Pitts, 2002; Bradish & Crow, 2002). As leadership of the journal has changed, along with the growing sophistication of the sport marketing field, the need for an examination of the most recent contributions was warranted. The purpose of this study is to analyze qualitatively the sections of SMQ from the year 2002 through 2008, including scholarly article content and case studies. The analysis is intended to interpret these contributions as narratives that exist within, and thus reflect, the current state of sport marketing research. The following sections are provided: (1) content analysis; (2) subjects; (3) categories of content analysis; (4) data analysis; and (5) implications.
Content Analysis

A content analysis method will be employed to discern the characteristics of the published works featured in SMQ between 2002 and 2008. Content analysis has been referred to as a discreet process that enables a coder to make valid and replicable inferences from data to content (Krippendorf, 1980). Content analysis is an excellent means for assessing the characteristics of communication messages to learn about their content and structure (Rubin, Rubin, & Piele, 2000). Pedersen and Pitts (2001) used content analysis to examine eight years of SMQ “because it provides a full description of the subject within certain parameters” (p. 85). Therefore, content analysis was selected as the most useful method for conducting the study.  

Subjects
This research will be conducted by using published articles that appeared in SMQ between 2002 and 2008. The articles will be categorized based upon the section they represent such as scholarship or case study, as well as additional categories such as focus, sport marketing component, industry segment, and emerging trends. The years chosen cover the period following the most recent analysis conducted by Crow and Bradish (2002) and Pedersen and Pitts (2001). Archived electronic copies of all issues published between 2002 and 2008 will be retrieved and categorized in chronological order.
Categories of the Content Analysis

Content categories for this study will derive from previous research that examined SMQ content. In particular, Crow & Bradish’s (2002) retrospective piece along with studies specifically examining SMQ, such as Pedersen and Pitts (2001) and Bradish & Crow (2002) provided the framework for the units of analysis. The theories that shall provide the basis for the creation of units of analysis were derived from these previous works (Pedersen & Pitts, 2001; Pitts, 2002). Specifically, this study will utilize the segmentation of the sport business industry provided by Pedersen and Pitts (2001) in order to categorize the selected articles. However, additional segments will be created in a deductive way in order to reflect the accurate categorization of studies that are more contemporary (e.g., action sports, fantasy sports). Finally, information on the authors’ gender will be also acquired so as to create a gender profile of authors within SMQ for the timeframe 2002-2008.     
Data Analysis


Two trained coders with expertise in sport marketing research will examine the collected data. Coders will work independently to establish codes for each article. Data will be selectively examined for sport marketing component, business industry segment, focus within the segment, gender focus, and trends (Pitts, 2002; Bradish & Crow, 2002). Inter-rater reliability will be established by using percentage of agreement, as has been utilized in previous studies in the field (Cuneen & Claussen, 1999; Cuneen & Sidwell, 1998; Duncan & Sayaovong, 1990). The identified categories will be mutually exclusive and each category will represent a discrete variable. Inter-rater reliability will be tested by calculating the correlation coefficient of the selected scoring rule used for all the categories.

Implications


As one of the prominent journals in sport marketing research, SMQ is striving to extend the body of knowledge, both in an academic and practical perspective, as related to sport marketing research. The authors established the need to perform a study that would function as a follow up to two previous studies (Crow & Bradish, 2002; Pedersen & Pitts, 2001), which entailed a historical review of SMQ. Thus, results of the current study will provide extensive insight into the status of sport marketing research within a decade (1998-2008). As the field of sport marketing research evolves rapidly in a cross-disciplinary and multi-faceted manner, this study attempts to provide a historical review of SMQ, and most importantly, illustrate emerging issues and identified trends in sport marketing. Findings of the study will be presented based upon the critical analysis and will include information such as practitioner and scholar perspectives, theoretical advancements, evidence of developing bodies of knowledge, and evidence of responsiveness to industry advancements. Last but not least, three discussants with expertise in sport marketing research will be invited to share their perspective on the status of sport marketing research and their opinion on sport marketing trends. The overarching goal of the symposium is to generate a productive and enlightening discussion related to the evolving field of sport marketing.
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