
 

 

 

Tracing the Evolution of Sport Marketing and Sponsorship: A Bibliometric 

Analysis of Trends and Scholarly Impact in a Leading Journal 

 

Abstract 

Purpose: This study aims to explore the emerging trends in sport marketing and sponsorship research by 

examining theoretical, thematic, and methodological frameworks across time. Articles were classified based on 

their relevance to the evolution of sport business industry segments, conceptual, intellectual, and social structures, 

as well as their citation patterns. 

Design/methodology/approach: The investigation employs a multi-method analytical approach, focusing on 

research articles published in the prominent International Journal of Sports Marketing and Sponsorship (IJSMS) 

from 2016 to 2023. Data were obtained from Scopus and subjected to bibliometric analysis to elucidate scholarly 

contributions and thematic evolution over time utilizing R software. 

Findings: The findings indicated that a significant portion of the articles in the paradigm funnel classification 

were based on experimental observations and analytical methods. The topics covered ranged from sustainability 

and social media to esports, Twitter, football fans, loyalty, and spectators. Additionally, there was a focus on 

relationship marketing and service quality as emerging themes. Also, using quantitative methods, empirical 

observations, and analytical methods, as well as having multiple authors and longer titles, affected article citations 

positively. 

Research limitations/implications: This research will be helpful as a roadmap for researchers in sport marketing 

and sponsorship. As well as this, scholars will be able to discern how articles about a particular topic have evolved 

over time through this research. 

Practical implications: This research offers valuable insights for understanding how sport marketing and 

sponsorship research has evolved, providing scholars with guidance for future research directions by highlighting 

historical gaps and niche areas. 

Originality/value: This comprehensive historical review not only maps the significant themes in sport marketing 

and sponsorship research but also sheds light on the academic trends that have shaped the field. The findings can 

help guide scholars toward historically underexplored areas in the literature, aiding in the continued development 

of the field. While the study highlights key areas such as consumer behavior, sports marketing strategy, and service 

quality, there remains a lack of focus on interdisciplinary approaches combining sport marketing with emerging 

fields like sustainability, digital innovation, and social equity. Future research should explore how advanced 

technologies, such as blockchain, AI, and the metaverse, reshape fan engagement and sponsorship strategies. In 

addition, researchers could examine the role of sport sponsorships in promoting social equity, diversity, and 

inclusion, mainly through campaigns that address societal challenges or empower marginalized groups. 
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سنجی از روندها و تأثیر ردیابی تکامل بازاریابی ورزشی و حمایت مالی: یک تحلیل کتاب

 علمی در یک مجله برجسته
 

 چکیده

شناختی های نظری، موضوعی و روشپردازد و چارچوبهای بازاریابی ورزشی و حمایت مالی میاین مطالعه به بررسی روندهای نوظهور در پژوهش :هدف

اجتماعی، و وکار ورزشی، ساختارهای مفهومی، فکری و های صنعت کسبها با تکامل بخشکند. مقالات براساس ارتباط آنرا در طول زمان تحلیل می

 .بندی شدندشان دستههمچنین الگوهای استنادی

لی پیشرو الملگیرد و مقالات پژوهشی منتشر شده در مجله بیناین مطالعه از یک رویکرد تحلیلی چندروشی بهره می :شناسی/رویکردطراحی/روش

های ها از پایگاه اسکوپوس استخراج و با استفاده از تکنیکدهد. دادهرا مورد بررسی قرار می ۲۰۲۳تا  ۲۰۱۶های بین سال بازاریابی و حمایت مالی ورزشی

 .تحلیل شدند Rبا استفاده از نرم افزار  های علمی و تغییرات موضوعی در طول زمانسنجی برای ردیابی مشارکتکتاب

وضوعات های تحلیلی بوده است. مبر مشاهدات تجربی و روشبندی قیف پارادایم مبتنی نتایج نشان داد که بخش قابل توجهی از مقالات در دسته :هایافته

ای هاند. علاوه بر این، بازاریابی رابطبوده گرانهای الکترونیکی، توییتر، طرفداران فوتبال، وفاداری و تماشاهای اجتماعی، ورزشمطرح شامل پایداری، رسانه

های تحلیلی، همراه های کمی، مشاهدات تجربی، روشاند. همچنین استفاده از روشهعنوان موضوعات نوظهور مورد توجه قرار گرفتو کیفیت خدمات به

 .تر تأثیر مثبتی بر تعداد استنادات مقالات داشته استبا داشتن نویسندگان متعدد و عناوین طولانی

بازاریابی ورزشی و حمایت مالی مفید خواهد بود. عنوان یک نقشه راه برای پژوهشگران در حوزه این پژوهش به ی:ها/پیامدهای پژوهشمحدودیت

 .توانند با استفاده از این تحقیق، تکامل مقالات مرتبط با یک موضوع خاص را در طول زمان شناسایی کنندهمچنین، پژوهشگران می

ن دهد و با برجسته کردت مالی ارائه میهای ارزشمندی را برای درک تکامل تحقیقات بازاریابی ورزشی و حمایاین پژوهش بینش :کاربردیپیامدهای 

 .کندهای پژوهشی آینده به پژوهشگران ارائه میگیریهایی برای جهتهای خاص، راهنماییهای تاریخی و حوزهشکاف

، بلکه روندهای کندبرداری میتنها موضوعات مهم در تحقیقات بازاریابی ورزشی و حمایت مالی را نقشهاین بررسی تاریخی جامع نه ش:اصالت/ارز

 هایی که از نظر تاریخی کمتر بررسیتوانند به پژوهشگران کمک کنند تا به حوزهها میسازد. یافتهاند، روشن میآکادمیکی را که این حوزه را شکل داده

 یابیبازار یکننده، استراتژمانند رفتار مصرف یدیکل یهامطالعه حوزه نیکه ا یدر حال. اند توجه کرده و به توسعه مستمر این حوزه کمک کنندشده

 ینوآور ،یداریمانند پا ینوظهور یهانهیرا با زم یورزش یابیکه بازار یارشته نیب یکردهایعدم تمرکز بر رو کند،یخدمات را برجسته م تیفیو ک یورزش

مانند  شرفتهیپ یهایآورکه چگونه فنباید این نکته را مورد توجه قرار دهند  ندهیآ قاتیوجود ندارد. تحق کنند،یم بیترک یاجتماع یو برابر تالیجید

نقش  توانندیمآتی محققان  ن،ی. علاوه بر ادهندیم رییرا تغ یمال تیحما یهایو متاورس، تعامل طرفداران و استراتژ ،یهوش مصنوع ن،یبلاک چ

 هیبه حاش یهاگروه ای پردازندیم یاجتماع یهاکه به چالش ییهانیکمپ قیعمدتاً از طر ول،شمتنوع و  ،یاجتماع یبرابر یرا در ارتقا یورزش یهاتیحما

 کنند. یبررس سازند،یرانده شده را توانمند م

 .یمال یگرتیحما یتکامل پژوهش، روندها ،یسنجکتاب لیتحل ،یاستناد ریتأث ،یورزش یابیبازار :هاکلیدواژه

 

 

 

 

 

 

 

 

 



 

 

1. Introduction 

Scientific publications serve as a repository of knowledge regarding the development of a specific field 

by elucidating its historical progression and the continued evolution of key trends and issues that are of 

interest to scholars. According to Pitts et al. (2014), the primary themes or subject areas established 

through prior research in an academic discipline are reflected in the current body of literature within 

that field. Over time, the volume of publications dedicated to examining sport through diverse 

perspectives has increased to elucidate the industry's current state further. One such domain 

experiencing this growth is sport marketing, which has been driven by an increased recognition of the 

importance of sport from both economic and social perspectives, as well as the necessity to implement 

marketing strategies that maximize its potential. This increased research within sport marketing has led 

to the introduction of novel theories and concepts that have been applied within this context. 

Consequently, it is imperative to thoroughly examine the theoretical, thematic, and methodological 

frameworks employed in these studies to provide insights that can inform and shape future research 

endeavors (Moradi, 2023b). 

The significance of sports marketing studies is underscored by the dynamic interplay between sports 

and marketing strategies, which has evolved substantially over the decades. This evolution can be 

attributed to the increasing recognition of sports as a potent platform for marketing, leading to a 

proliferation of research in this field. The role of sports marketing has been elucidated as a dynamic 

subject area that interconnects academic research, marketing practitioners, and public policy planners, 

emphasizing its multifaceted nature and the diverse consumer behaviors it encompasses (Coutinho et 

al., 2021). The integration of marketing strategies within the sports domain has also become imperative 

for organizations aiming to leverage the expanding global sports industry, which has experienced a 

surge in sporting activities and consumer engagement (Cheong et al., 2018). 

Sports marketing encompasses diverse activities aimed at promoting sports events, teams, and products 

while leveraging fans' emotional connections with their preferred sports and athletes (Gupta, 2024; da 

Silva & Casas, 2020). This dual focus on promotion and emotional engagement is crucial for 

understanding consumer behavior in the sports industry, which has become a multi-billion dollar global 

market (Aghaei & Moradi, 2016). The evolution of sports marketing reflects broader trends in consumer 

behavior, technological advancements, and the globalization of sports, necessitating continuous 

research and adaptation by marketers to meet changing consumer expectations and preferences 

(Shekhar, 2023; Celik, 2023; Schwarz, 2010). 

Historically, sports marketing emerged as a distinct discipline in the late 20th century, coinciding with 

the rise of sports commercialization and media coverage. The introduction of television as a primary 

medium for sports broadcasting transformed the landscape, enabling marketers to reach wider audiences 

and create more sophisticated advertising strategies. This transition was marked by establishing 



 

 

sponsorship deals, which became a primary revenue source for sports organizations. The integration of 

sports into the marketing mix has allowed brands to capitalize on the loyalty and passion of sports fans, 

creating powerful brand associations that can enhance consumer engagement and drive sales (Meir & 

Scott, 2007; Cornwell & Kwak, 2015). 

On the other hand, the role of marketing in sports extends beyond mere promotion; it encompasses 

strategic brand management, consumer engagement, and the cultivation of community among fans. The 

concept of tribalism in sports fandom illustrates how personal identity and group affiliation can 

influence consumer behavior, providing marketers with insights into how to effectively target and 

engage specific demographics (Meir & Scott, 2007; Lupinek, 2019). Understanding these dynamics is 

essential for developing marketing strategies that resonate with fans on a deeper level, fostering loyalty, 

and encouraging participation in sports-related activities. Furthermore, the rise of digital marketing and 

social media has revolutionized how sports organizations interact with fans, allowing for real-time 

engagement and personalized marketing efforts that enhance the overall fan experience (Sreepada & 

Bagchi, 2020; Filo et al., 2015; Singh & Nimkar, 2020). 

Moreover, the advent of e-sports and the increasing popularity of virtual sports have introduced new 

dimensions to sports marketing. As e-sports continue gaining traction globally, marketers are exploring 

innovative approaches to engage with younger audiences who are more inclined to participate in digital 

platforms. This shift necessitates reevaluating traditional marketing strategies and developing new 

frameworks that address the unique characteristics of e-sports consumers (Raggiotto & Scarpi, 2022; 

Gawrysiak et al., 2020). The integration of technology into sports marketing strategies not only 

enhances fan engagement but also provides valuable data that can inform future marketing efforts and 

improve overall effectiveness (Yurtsızoğlu, 2024). 

The significance of sports marketing studies also lies in their capacity to inform policy and ethical 

considerations within the industry. As sports organizations increasingly engage in partnerships with 

gambling companies and other commercial entities, comprehending the implications of these 

relationships on consumer behavior and public health becomes paramount. Research in this domain can 

guide the development of responsible marketing practices that prioritize consumer welfare while 

simultaneously achieving business objectives (Deans et al., 2017; López-González & Griffiths, 2017; 

Hing et al., 2015). Furthermore, the examination of corporate social responsibility (CSR) within sports 

marketing elucidates the potential for sports organizations to contribute positively to society, fostering 

a sense of community and enhancing their brand image (Dimitropoulos & Vrondou, 2015; Kolyperas 

et al., 2016). 

Berthon et al. (2003) introduced the term "paradigm funnel," which aligns with Kuhn's three focal points 

of scientific inquiry developed in 1970: the identification of crucial observations (the identification of 

significant facts), the establishment of links between existing theory and observations (fact-theory 



 

 

correspondence), and the dissemination of ideas (the articulation of theory). In their work, Berthon et 

al.'s (2003) concept of the paradigm funnel represents a systematic framework for analyzing, 

categorizing, and critically evaluating literature. By applying this framework, the quality of previous 

contributions made specifically within the field of sport marketing can be assessed by examining current 

themes and trends. This approach facilitates the identification of gaps in the literature and the 

formulation of new research questions to provide the basis for further field development. Through the 

utilization of a bibliometric analysis (Donthu et al., 2021), central themes and trends are compiled to 

evaluate a field or journal's development, potential research prospects, and patterns (Moradi, 2023a). 

Furthermore, this methodology provides valuable insights into distinctive features and precise details 

regarding publishing trends (Donthu et al., 2021). 

Previous research has employed content analysis and bibliometric analysis in conjunction to facilitate 

the understanding of research and its evolution over time (Arnull et al., 2021; Goksu et al., 2020). 

Further studies have utilized the paradigm funnel framework to evaluate both specific journals, such as 

Daugherty et al. (2017) examining the Journal of Interactive Advertising, and topics of interest, 

including Confente (2015) analyzing word-of-mouth advertising in tourism research. Moradi (2023b) 

conducted a bibliometric study on the papers published in the SMQ journal between 2012 and 2022. 

The objective was to provide empirical evidence that could enhance the existing discourse on the corpus 

of knowledge in the field of sport marketing. Building upon this foundation, the present study aims to 

integrate all three techniques and apply them using the International Journal of Sports Marketing and 

Sponsorship (IJSMS) as the unit of analysis. This journal has been the subject of previous backward-

forward-looking reviews, such as a retrospective analysis of the state of sports marketing and 

sponsorship research within IJSMS from 1999 to 2015 (Jin, 2017) and an examination of the 

bibliographic data published in IJSMS since its inception (Nawaz et al., 2020). 

Although IJSMS has been subjected to bibliometric reviews recently (Nawaz et al., 2020), the insights 

derived from such reviews were less rigorous (e.g., absence of triangulation) than the present review 

(e.g., presence of triangulation). Therefore, this research aimed to address a gap by integrating 

bibliometric and content analysis techniques, paradigm funnel, and analysis of citation drivers. To 

achieve this, three objectives were pursued: (1) update Jin's (2017) retrospective review of articles 

published in the IJSMS in its first 17 years to provide insight into how the topics and trends have 

evolved, identify new themes in the theory and practice of sport marketing and sponsorship, and guide 

research, (2) compare the prior review results by adding in-depth analyses focusing on theoretical 

frameworks and methodologies and categorizing the collection of articles in the IJSMS based on sport 

business industry segment, conceptual, intellectual, and social structure analysis, and paradigm funnel, 

and (3) understand the drivers of citations by empirically investigating which factors affect the citation 

rates of publications in the IJSMS. In doing so, a comprehensive and multifaceted update and review 

of the sport marketing and sponsorship field was developed based on the publication data from IJSMS. 



 

 

This facilitated a more thorough comprehension of the scientific patterns and advancements delineated 

in the journal. Utilizing bibliometric techniques, content analysis, paradigm funnel, and regression 

analysis, as is conventional for retrospective reviews, the following research questions were established: 

RQ1. What is the status of collaboration (i.e., authors and institutions) for IJSMS? 

RQ2. What is the status of the research perspective and statistical methods in the IJSMS? 

RQ3. Which are the specific research topics published in IJSMS? 

RQ4. What is the relationship between main research topics and methodologies in the IJSMS? 

RQ5. How is the method of categorizing and distributing articles in the IJSMS based on the paradigm 

funnel technique and sport business industry segment? 

RQ6. What is the strategic map of research themes in the IJSMS? 

RQ7. How did the evolution of research topics happen for IJSMS? 

RQ8. What factors are contributing to IJSMS's growing impact in terms of citations? 

The findings of this study will provide valuable insights for authors, readers, and editorial board 

members, enhancing their comprehension of practical contributions to the IJSMS. The present 

investigation establishes a foundation for evaluating the knowledge domain of the journal by analyzing 

the connections between IJSMS and other relevant journals and elucidating its knowledge domain. 

Moreover, its utility for editors lies in its capacity to facilitate the formulation of policies to prioritize 

publications that have substantially influenced the journal's growth potential. Furthermore, it assists in 

developing future guidelines for contributors, delineating the specific topics of publications they should 

endeavor to produce. 

1.1. International Journal of Sports Marketing and Sponsorship 

In response to the recommendation of Pitts and Mahony (1997) for a specialized sport marketing 

journal, the International Journal of Sports Marketing & Sponsorship (IJSMS), published by Emerald 

Publishing, was established in 1999 to address the increasing demand for such literature in a global 

context. Since its inception, IJSMS has published articles that rigorously examine substantive issues 

related to sports marketing and sponsorship, encompassing a diverse range of research approaches 

across multiple subject areas, theoretical frameworks, research methods, and academic disciplines, 

yielding a broad spectrum of findings (Jin, 2017). According to information provided on the official 

IJSMS website, the journal serves as a crucial resource for both academic and industry experts. From 

an academic perspective, it offers an opportunity to publish high-quality, peer-reviewed research, while 

practitioners can utilize the findings to analyze critical data, develop strategies, create presentations, 

and comprehend the evolving industry. Consequently, the mission of IJSMS is to unite scholars and 

practitioners in a single forum to advance knowledge and understanding of sport marketing and 

sponsorship through rigorous research endeavors (Desbordes, 2015). 



 

 

In recent years, several achievements have further demonstrated the pursuit of this objective, including 

inclusion in the Social Sciences Citation Index (SSCI) and Scopus. According to the Journal Citation 

Reports of 2022, the impact factor of IJSMS stands at 2.527. Furthermore, the CiteScore of IJSMS in 

2022 was recorded as 4.7, and the Australian Business Dean Council (ABDC) has assigned a "B" grade 

to the journal (Emerald Publishing, 2023). A review of the Scimago report indicates that IJSMS had a 

h-index of 29 in 2021, demonstrating that authors have made a minimum of 29 citations to 29 articles 

published in the journal. Additionally, with a Scimago rank of 0.621, IJSMS is positioned within the 

second quadrant of the Business, Management, and Accounting domains, indicating a notable level of 

scholarly excellence (SJR, 2023). 

2. Methodology 

2.1. Data collection and analysis 

Scopus, a leading database for citations and abstracts within peer-reviewed literature and one of the 

most widely utilized databases globally, was employed to compile data. This resource provides peer-

reviewed publications and high-quality information online, as well as an extensive collection of 

available documents for review (Moradi, 2023a). The study conducted a search for "International 

Journal of Sports Marketing and Sponsorship" within Scopus, which yielded 481 publications. As this 

research only considered publications from 2016 through Volume 24, Issue 1 in 2023, articles published 

between 1999 and 2015 were excluded. Jin (2017) completed a similar comprehensive review of IJSMS 

via a bibliometric analysis for its first 17 years in publication (i.e., 1999-2015); consequently, those 

years were omitted from the current study. One of the primary objectives of this research was to provide 

an update to Jin's original work by incorporating several additional methods (e.g., content analysis, 

paradigm funnel, and citation drivers) to ensure a more comprehensive and multifaceted review of the 

key topics and trends featured in IJSMS. 

Following the initial search, the subsequent step involved the exclusion of editorials (n = 53) and notes 

(n = 10) from the document list, thereby reducing the total number of records to 253. The data were 

subsequently converted into CSV format to facilitate a more comprehensive analysis. The bibliometric 

and scientometric analyses were conducted using the bibliometrix R-package, selected for its robust 

statistical algorithms, access to advanced numerical routines, incorporation of data visualization tools, 

and array of analytical tools and data matrix construction capabilities for performing co-citation, 

coupling, scientific collaboration, and co-word analyses (Aria and Cuccurullo, 2017). 

Through the utilization of multiple methodologies and frameworks (i.e., bibliometric analysis, content 

analysis, paradigm funnel, and citation analysis), data compiled for this investigation from previously 

published articles within IJSMS underwent a comprehensive examination that provided insights into 

contemporary sport marketing trends and identified research gaps that indicate areas where further 



 

 

investigation should be considered in future studies. Moreover, intercoder reliability was implemented 

to verify the study's coding procedures and ensure the validity of findings within the data. 

2.2. Bibliometric analysis  

Bibliometrics employs data-driven and quantitative methodologies to elucidate a subject's intellectual 

framework. This approach enhances literature reviews by facilitating pattern identification and analyst 

evaluation (Moradi et al., 2023b). Durieux and Gevenois (2010) categorize bibliometric indicators into 

three distinct groups. The first category (i.e., quantity indicators) serves to quantify a researcher's 

output. The second category comprises quality indicators, which analyze the caliber of a researcher's 

work, while the third category consists of structural indicators, which assess the relationships among 

publications, authors, and areas of study. 

Citations and co-citations elucidate a field's intellectual foundations. Citation patterns in academic 

papers may reveal novel relationships and research trajectories, as well as facilitate the examination of 

connections between cited works (Hota et al., 2020). Like citation analyses, co-citation investigates 

source linkages to better comprehend an academic discipline's conceptual framework. Such an analysis 

is predicated on the premise that documents frequently cited together in bibliometric analyses are likely 

to share certain similarities (Benckendorff and Zehrer, 2013). Collaboration networks may also illustrate 

the interconnections among authors, institutions, and nations in research, such as universities, 

departments, and research centers (Aria and Cuccurullo, 2020). Furthermore, co-word analysis 

compares keywords in scientific journals to ascertain the field's current state and future challenges. This 

approach facilitates the identification of concepts that are present across multiple documents. 

The research design, as illustrated in Figure 1, encompasses the following methodological steps: (1) 

identifying articles published in IJSMS between 2016 and 2023 (i.e., Volume 24, Issue 1) and indexed 

in Scopus, (2) applying inclusion and exclusion criteria, (3) conducting a paradigm funnel analysis, (4) 

performing an intellectual structure analysis, (5) executing a social structure analysis, (6) undertaking 

an analysis of citations, and (7) interpreting the results. 



 

 

 

Figure 1. The research design of the study. 

3. Results 

This investigation sought a comprehensive review of the IJSMS to elucidate current trends within the 

sport marketing domain and identify future research opportunities to address existing gaps. Employing 

multiple data analyses and frameworks (i.e., bibliometric analysis, content analysis, paradigm funnel, 

and citation analysis), the subsequent findings delineate the multifaceted elements that reflect the most 

prevalent topics, methodologies, collaborations, and citations within the published research articles. 

3.1. The state of collaboration for the IJSMS 

Techniques for creating scientific maps, such as collaboration analysis (RQ1), represent effective 

methodologies for delineating the connections between researchers who have made significant 

contributions. Donthu et al. (2021) posited that collaboration networks constitute a leading approach to 

documenting scientific collaborations, as exemplified in Figure 2 illustrates the collaboration network 

among 21 universities worldwide. The University of Georgia, Florida State University, Seoul National 

University, and Nanyang Technological University were the four most substantial contributors to 

IJSMS, with the University of Georgia demonstrating the highest level of international cooperation 

among all universities. When considering the total scope of international cooperation, Nanyang 

Technological University from Singapore exhibited a greater degree than any other university through 

its collaboration with institutions such as Texas A&M University (USA), Loughborough University 

(England), and Hanyang University (South Korea). In the previous review conducted by Jin (2017), the 

predominance of publishing was represented by universities such as the University of Florida, the 

University of Massachusetts, Florida State University, and Indiana University. 



 

 

Furthermore, analyzing co-authorship patterns facilitates the identification of research groups 

commonly referred to as "invisible colleges". Based on data analysis efforts, the author's network 

contributing to IJSMS comprised six clusters, further illustrated in Figure 2. The developed map depicts 

relationships between authors who have collaborated on a minimum of two articles published in the 

IJSMS, with co-authorship represented as clusters of nodes in the same color within the network. 

Moreover, the line thickness indicates the extent of collaboration between authors. For instance, Dr. 

James Jianhui Zhang, Dr. Kevin K. Byon, and Dr. Jerred Junqi Wang have demonstrated significant 

influence in the scientific collaboration network of researchers and were among the prominent 

contributors in the clusters. 

 

Figure 2. Collaboration networks (authors and institutions) of IJSMS. 

Furthermore, Table 1 presents the authors' contributions based on the number of co-authorships (RQ1). 

The analysis revealed that publications in IJSMS were predominantly the result of three co-authors per 

article (32.41%). Between 2016 and 2020, there was a declining trend in articles published by single 

authors; however, this trend has exhibited exponential growth in the past two years. 

Table1. The state of collaboration for author per article per period. 

Note: %SA = percentage of single-authored documents; NA = No of authors; F = Frequency 

3.2. Research Perspective and Statistical Methods in IJSMS 

Addressing RQ2 required an analysis of the predominant research perspectives and statistical methods 

in IJSMS. Using the implemented data analyses, 253 articles were evaluated and further delineated in 

Table 2. Approximately three-quarters of the articles (i.e., 190) were classified as employing 

quantitative methods, while 18.97% (i.e., 48) were categorized as utilizing qualitative methods. These 

NA 2016 2017 2018 2019 2020 2021 2022 2023 F % 

1 3 4 4 4 2 3 5 0 25 9.88 

2 4 5 7 11 15 11 12 7 72 28.46 

3 7 10 8 9 17 9 19 3 82 32.41 

4 3 5 4 11 10 8 8 1 50 19.76 

>=5 3 3 4 3 4 1 5 1 24 9.49 

%SA 15% 14.81% 14.81% 13.79% 4.17% 9.38% 10.20% 0 253 100.00 



 

 

findings corroborate Jin's (2017) results regarding the apparent prevalence of quantitative research 

within the articles published in IJSMS. In this context, Abeza et al. (2015) emphasized that quantitative 

research has historically been more prevalent in sports marketing than qualitative research. 

Furthermore, less than 6% of the articles employed a mixed-method approach. Abeza et al. (2015) 

additionally noted that mixed methods in sport marketing are still nascent and have received limited 

scholarly attention. This observation was substantiated by the results presented in this study, as there 

appears to be a significant research gap in utilizing mixed research methods. 

From a statistical perspective, SEM/CFA (i.e., 28.28%), descriptive statistics (i.e., 22.73%), and 

correlation (i.e., 15.66%) were the most prevalent analyses in studies employing quantitative-predictive 

analysis. Furthermore, preferred methodologies within qualitative studies encompassed 

interviews/focus groups (i.e., 45.76%), literature review (i.e., 22.03%), and content analyses (i.e., 

11.86%). These findings contrast with the results of Jin's research (2017), which demonstrated the 

predominance of frequency description, correlation analysis, mean description, factor analysis, 

regression analysis, ANOVA, and SEM, respectively. 

Table 2. Research Method. 

Research Method Frequency Percentage Research Method Frequency Percentage 

Quantitative 190 75.1 Qualitative 48 18.97 

SEM / CFA 112 28.28 Interview / Focus group 27 45.76 

Descriptive statistics 90 22.73 Literature review 13 22.03 

Correlation 62 15.66 Content analysis 7 11.86 

Regression 44 11.11 Netnography 1 1.69 

T-test and ANOVA 41 10.35 Template Analysis 1 1.69 

MANOVA 8 2.02 Sentiment analysis 1 1.69 

ANCOVA 7 1.77 Fs/QCA 1 1.69 

MANCOVA 7 1.77 ISM 1 1.69 

Chi-square 4 1.01 Other 7 11.86 

Other 21 5.30 Total 59 100.00 

Total 396 100.00 Mixed Method 15 5.93 

Note: *Some articles have used multiple statistical methods simultaneously, so the total number of statistical methods in each section 

(quantitative, qualitative, and mixed methods) varies; Fs/QCA = Fuzzy-set qualitative comparative analysis 

 

3.3. Specific research topics in the IJSMS 

To identify the specific research topics highlighted within IJSMS articles (RQ3), the current trends 

receiving publication were analyzed utilizing the research topic classification developed by Jin (2017) 

in their review. As articles frequently encompass multiple topics, this study identified and considered 

only the primary objective of each study for evaluation. Table 3 provides a more detailed breakdown of 

the categories of most prevalent research topics. Through this analysis, the three most frequently 

researched topics in IJSMS during this timeframe were "consumer behavior," "sports marketing 

strategy," and "service quality." Compared to the results published by Jin, there has been a notable shift 



 

 

in the tendency of researchers to gravitate toward topics such as service quality and sports marketing 

strategy. While some topics (e.g., sponsorship effects, brand performance, sports event sponsorship) 

remain consistent with what Jin identified as the topics of interest for researchers in IJSMS, the leading 

research trends indicate that the most prominent topics have evolved slightly over time. 

Table 3. Categorizing the collection of articles 

Topics F % Topics F % 

Consumer behavior 38 15.02 Corporate sponsorship 8 3.16 

Sports marketing strategy 33 13.04 Venue sponsorship 8 3.16 

Service quality 20 7.91 Team sponsorship 7 2.77 

Sponsorship effects 17 6.72 Corporate social responsibility 6 2.37 

Brand performance 17 6.72 Relationship marketing 5 1.98 

Sports event sponsorship 15 5.93 Ambush marketing 4 1.58 

Sports and the internet 12 4.74 Regulation and laws 4 1.58 

Celebrity endorsements 11 4.35 League sponsorship 3 1.19 

Fan loyalty 11 4.35 Alcohol sponsorship 1 0.4 

Promotion and advertising 11 4.35 Corporate image 1 0.4 

Business performance 10 3.95 Sports broadcasting 

 

1 

 

0.4 

 Commercial sponsorship 10 3.95 

 

3.4. Research Topic and Methodology Relationship 

The methodological predispositions of various research topics were mapped utilizing the relationship 

between specific methods and topic indicators (RQ4). Figure 3 illustrates the relative positions of 

research topics in relation to a predisposition toward (or away from) quantitative and qualitative 

methods. Significant differences were observed between individual topics and the selection of research 

methods, with the issues categorized as quantitative dominant, qualitative dominant, mixed methods, 

and conceptual. Generally, topics exhibit a predisposition toward either quantitative methods (i.e., lower 

right quadrant) or qualitative methods (i.e., upper left quadrant) (Valtakoski, 2019; Moradi et al., 2024). 

For instance, a topic such as ambush marketing tended to employ qualitative methods. In contrast, brand 

performance, business performance, regulation and laws, consumer behavior, sports event sponsorship, 

and corporate sponsorship sports marketing strategy were balanced topics investigated using 

quantitative and qualitative methods. The predominantly quantitative topics included commercial 

sponsorship, relationship marketing, celebrity endorsements, league sponsorship, and sports 

broadcasting. 



 

 

 

Figure 3. Positioning of research topics according to research methods. 

 

To address RQ5, articles in IJSMS were analyzed utilizing both the paradigm funnel technique and the 

sport business industry segment established by Pedersen et al. (2011). Table 4 delineates how articles 

were categorized and distributed within this analysis, demonstrating that sport marketing was present 

in 48 of the 253 (17.98%) articles and represented the most prevalent segment among published studies. 

Professional sport (i.e., 35 articles, 13.83%) and participants sport (i.e., 33 articles, 13.04%) ranked 

second and third, respectively, differing from the order featured in previous research. For instance, Peetz 

and Reems (2011) identified sports marketing, professional sports, and intercollegiate sports as the most 

prominent topics within the sport business segment, while Pitts (2016), who examined the International 

Journal of Sport Management, found the order to be collegiate sports, professional, and sport 

management education. 

Furthermore, the articles reviewed in this section have been analyzed utilizing the paradigm funnel 

technique. According to Berthon et al. (2003), articles can be classified into four distinct categories, 

each representing a unique perspective on the subject matter being reviewed. The categorization ranges 

from explicit and observable facts derived from empirical observations to implicit and unobservable 

facts. This approach facilitates the depiction of knowledge dynamics by examining transitions across 

the four distinct categories. The initial level encompasses empirical articles that seek to establish 

fundamental truths through empirical observations of significant and enduring variables (Ziaee & 

Ferdowsi, 2020). Categorizing previous empirical research enables researchers to identify areas lacking 

knowledge or attention (Nairn et al., 2007). The subsequent tier pertains to scholarly investigations that 

employ analytical methodologies to establish connections between empirical evidence and theoretical 

frameworks (Berthon et al., 2003). At this stage, articles primarily focus on analyses that delve into 

contemporary perspectives on methodologies (Confente, 2015). The third level of analysis outlined by 



 

 

Berthon et al. (2003) involves formulating theoretical frameworks and examining empirical hypotheses. 

This category focuses on scholarly articles that explore specific concepts and the authors who contribute 

to the advancement of the theory (Ziaee & Ferdowsi, 2020). Finally, the last level of the funnel 

introduces skepticism toward the foundational assumptions, framework, knowledge, and techniques 

associated with a paradigm's values and beliefs (Berthon et al., 2003; Daugherty et al., 2017). 

Consequently, 11 articles were excluded from the review process for not conforming to the quadrilateral 

funnel paradigm described previously, as they were written by referring to archived texts with no 

empirical observation or analytical method. Therefore, 242 articles were classified into four categories 

using the aforementioned technique. 

One hundred and eight articles (44.63%) are situated within the most prominent section of the funnel. 

An examination of the articles at this level provides insight into the appropriateness of the funnel 

metaphor for this type of review. This level encompasses research focused on observing and 

documenting criteria or events within a paradigm. Shuv-Ami et al. (2020) characterized their work as 

the construction and validation of a novel love-hate scale for sports fans, as well as the testing of its 

antecedents and consequences through empirical research. Likewise, Liu et al. (2017) described their 

study as an empirical analysis of the effects of sports celebrities' image on consumer engagement via 

social media and with their endorsed brand. Furthermore, Amenta and Di Betta (2021) employed an 

empirical analysis to evaluate the effects of a systemic corruption scandal on demand in both the short 

and long term. Considering these previous studies, the upper portion of the funnel represents the 

experimental observations that initially draw attention to a phenomenon, and the IJSMS research 

provided evidence to support these observations. Consequently, each of the 108 articles at this level 

focused on data generation. 

The second level of the funnel represents research that connects data to theory utilizing analytical 

approaches. The focus here is on ascertaining whether the mechanisms employed to map data to theory 

are appropriate. Rather than categorizing data, this study examined relationships and identified patterns 

that could serve as predictors. Although advanced techniques are characteristic of this level, correct 

theory and order are essential. Ninety-seven articles (40.08%) were assigned to this category and 

focused on ordering, structuring, and manipulating data. For example, at this level, articles have used 

various analytical methods, such as two‐wave panel analysis (Kinoshita & Matsuoka, 2023), multigroup 

moderated-mediation analysis (Kim et al., 2022a), Ccmparative analysis (Han et al., 2016), interpretive 

structural modeling (Memari et al., 2022) importance-performance Analysis (Kim et al., 2016), fuzzy-

set qualitative comparative analysis (Ivens et al., 2020), and data envelopment analysis (Chen & 

Breedlove, 2020), to achieve the set objectives. 

According to Berthon et al. (2003), the third funnel level is devoted to research articulating theory 

development and testing empirical assertions. Given this, thirty-five articles (14.46%) were assigned to 



 

 

this level because the authors explicitly intended to investigate specific theories. Among the theories 

used by different researchers at this level are the attribution theory (Kim et al., 2020a), item response 

theory (Kim et al., 2020b), theory of goal-directed behavior (Yim & Byon, 2020), stakeholder theory 

(Oh et al., 2019), schema theory (Jensen et al., 2020), stimulus organism response theory (Teng & Bao, 

2022), comparative advantage theory (Wang et al., 2018), balance theory (Wang et al., 2022), signaling 

theory (Jensen et al., 2020), socioemotional selectivity theory (Icekson et al., 2021), social identity 

theory (Kim & Manoli, 2023b), organismic integration theory (OIT), theory of values-belief-norm 

(VBN) and gender schema theory (GST) (Channa et al., 2022). Researchers have used the above 

theories to design their research hypotheses, and the included articles focused on articulating theoretical 

generative mechanisms and associated empirical propositions. 

The fourth level challenges the assumptions associated with the paradigm's values and beliefs by 

critically examining the core framework, knowledge, or methods established by previous research. Only 

two (0.83%) of the articles included in the current study were categorized at this level. Zhang et al. 

(2018) advocated for scholarly inquiries to critically examine broad perspectives of marketing and 

business operations in the sports industry of emerging economies. In this research, the authors sought 

to identify the primary challenges in the sport industry of developing economies within a globalized 

market environment and advance the understanding of how to address such challenges. Wäsche et al. 

(2021) aimed to present a research approach that contributed to the sustainable development of urban 

spaces for sports and physical activity by encompassing theoretical reflections and directions for applied 

research. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

Table 4. Sorting articles by paradigm funnel levels and sport business industry segments. 

Paradigm funnel levels 
Sport business industry 

segment 
F % 

 Sport Marketing 48 18.97 

Professional Sport 35 13.83 

Participant Sport 33 13.04 

Event Management 21 8.30 

Sport Mktg / Mgmt business 20 7.91 

Sport Communications 17 6.72 

Sporting goods 17 6.72 

International Sport 15 5.93 

College Sports 13 5.14 

Other 8 3.16 

Sport Tourism 8 3.16 

Facility Management 7 2.77 

Health Promotion 7 2.77 

Campus Recreation 4 1.58 

 

3.5. Strategic Map of Research Themes in IJSMS 

A thematic mapping approach was employed to depict the prominent themes within IJSMS (RQ6). 

Figure 4 presents the strategic map, a graphical representation comprising two axes: the degree of 

development (i.e., density) and the degree of relevance (i.e., centrality), which generate four quadrants 

corresponding to distinct categories of themes. The connectivity between nodes and centrality indicates 

the overall significance of a topic. At the same time, the rate at which a network's underlying themes 

evolve depends on its density and network strengths (Yihua et al., 2022). 

Motor themes: The themes in the quadrant are well-developed and form the basis of the journal's 

research, with centrality and density high among these themes. This quadrant includes the following 

aspects: team identification, PLS-SEM, advertising, purchase intention, and sport sponsorship. 

Niche themes: Niche themes are well-defined, specific, and developed within a research area or journal. 

Positioned within quadrant two, these topics are experiencing rapid development. Based on the results 

presented in Figure 4, sustainability, social media, esports, Twitter, football fans, loyalty, and spectator 

sport are the journal's specialized research areas. 

Emerging or Declining themes: Emerging themes within IJSMS can be found in the third quadrant. 

These topics embody low centrality and low density and are experiencing a change within the research 

realm. This study's themes featured within this quadrant included relationship marketing and service 

quality. 

Empirical Observation 

Level 1 (n = 108, 44.63%) 

Analytical Methods 

Level 2 (n = 97, 40.08%) 

 

Specific Theory 

Level 3 (n = 35, 14.06%) 

 

Deep Assumptions 

Level 4 (n = 2, 

0.83%) 

 



 

 

Basic themes: Themes defined by low density and high centrality characterize the fourth quadrant. 

Despite their importance, these themes are not well developed and represent areas where additional 

research could be valuable to advancing understanding within these topics, comprised of consumer 

behavior, satisfaction, and motivation. 

 

Figure 4. Strategic map of sport marketing and sponsorship research themes in the IJSMS. 

 

3.6. Historical evolution of research in IJSMS 

The Sankey diagram examines the temporal movements of popular topics from one time period to 

another (RQ7) and is useful for understanding the historical evolution of research in a specific field 

(Bamel et al., 2022). To construct this diagram and depict the historical evolution of sport marketing 

and sponsorship research topics in IJSMS, this study considered author keywords with a minimum 

occurrence of two, a minimum cluster frequency of five, and a minimum weight index of 0.12 in the 

inclusion index weighted by word occurrences. Since the review considered IJSMS scholarship from 

2016 to 2023 (i.e., Volume 24, Issue 1), the trajectory was divided into two periods: 2016 to 2019 and 

2020 to 2023. The resulting diagram is presented in Figure 5. 

From 2016 to 2019, the primary topics within sport marketing and sponsorship articles featured in 

IJSMS comprised social media, attitude, CSR, sport sponsorship, esports, fitness center, service quality, 

and sports marketing. These topics represented the foundational research areas within the journal during 

the initial four-year timespan (i.e., 2016-2019) utilized in this analysis. 

Between 2020 and 2023, the major sports marketing and sponsorship topics within IJSMS articles 

included sports sponsorship, social media, esports, consumer behavior, loyalty, sports marketing, PLS-

SEM, and service quality. While some topics such as sport sponsorship, social media, esports, sports 



 

 

marketing, and service quality continued to be researched, other topics such as attitude, CSR, and fitness 

centers disappeared and merged with sport sponsorship and social media, respectively. New topics, 

such as consumer behavior, loyalty, and PLS-SEM, also emerged during this specific period. 

 

Figure 5. Historical evolution of sport marketing and sponsorship research topics in the IJSMS. 

3.7. Citations Analysis of IJSMS Articles 

In order to understand the factors contributing to the impact of IJSMS, this effort represents an attempt 

to explore various article-related characteristics explaining the citations of journal articles (RQ8). 

Researchers often use citations to determine the level of influence or attention an article has received, 

which suggests that citations are objective measurements of the impact of a research article within its 

field (Baker et al., 2021). Stremersch et al. (2007) proposed a theoretical framework founded on three 

perspectives: universalist, social constructivist, and presentation. Several studies (e.g., Meyer et al., 

2018; Stremersch et al., 2015; Valtakoski, 2019) have previously used this framework, which was also 

relied upon in the current research. To do so, independent variables were grouped according to these 

theoretical perspectives. Furthermore, the negative binomial regression model was implemented to 

investigate seventeen predictive variables. The conceptual framework used for this study is further 

captured in Figure 6. 



 

 

 

Figure 6. Study's conceptual framework. 

Furthermore, Table 5 provides a breakdown of the descriptive statistics and analyses conducted for the 

variables within this study. 

Table 5. Descriptive statistics of variables. 

Variable Minimum Maximum Mean Std. Deviation 

Dependent Variable 

Total citations 0 98 7.49 10.25 

Control Variables 

Article age 1 7 3.33 2.007 

Demeaned age squared 0.12 13.37 4.01 4.05 

Independent Variables 

Quantitative methods 1 32 8.30 7.31 

Qualitative methods 0 13 2.22 2.89 

Mixed methods 0 1 0.06 0.24 

Empirical observations 0 1 0.42 0.50 

Analytical methods 0 1 0.38 0.49 

Special issue 0 1 0.18 0.39 

Lead paper 0 1 0.12 0.32 

USA affiliation 0 1 0.48 0.50 

Number of authors 1 8 2.98 1.30 

Number of references 21 141 71.44 23.14 

Open Access 0 1 0.12 0.32 

Title length 4 28 13.75 4.11 

Abstract length 94 2019 242.34 144.64 

Total keywords 2 11 5.19 1.13 

Article length 8 30 17.45 3.49 

 

Two models were developed to analyze both the control variables in isolation and the relationship 

between the variables and the total citations. Model 1 reflected solely the control variables, with the 

negative regression analysis findings validating the possibility of a non-linear relationship between 

article age and citations. Specifically, the article age variable positively correlated with citation, while 

the demeaned age squared variable displayed a negative association. These findings are consistent with 

prior research (Donthu et al., 2021; Varma et al., 2022). In Model 2, the remaining variables were added, 



 

 

which facilitated examining the relationship between the variables and the total citations. Results 

indicated that only article length positively correlated with article citations, while quantitative methods, 

empirical observations, analytical methods, number of authors, and title length negatively correlated 

with article citations. For a full breakdown of the regression results, please see Table 7. 

Table 6. Correlations between variables. 

Variable 1 2 3 4 5 6 7 8 9 

1. Total citation 1         

2. Article age 0.407*** 1        

3. Demeaned age 0.012 0.223*** 1       

4. Quantitative 
methods 

0.457** 0.025 0.046 1      

5. Qualitative methods 0.160 0.402* 0.248 0.459** 1     

6. Mixed methods 0.001 -0.001 -0.045 -0.158 -0.167 1    

7. Empirical 

observations 
-0.065 0.081 -0.025 0.012 -0.129 -0.046 1   

8. Analytical methods -0.048 -0.037 0.064 -0.055 0.216 0.114* 
-

0.669*** 
1  

9. Special issue 0.017 -0.020 0.030 -0.229 -0.133 -0.032 -0.007 -0.075 1 

10. Lead paper 0.132** 0.084 0.056 0.446** .614** 0.063 -0.067 -0.035 -0.015 

11. USA affiliation -0.092 0.045 .128* 0.321 -0.050 -0.073 -0.083 0.001 0.002 

12. Number of authors -0.013 0.015 0.001 -0.161 0.219 0.069 -0.077 -0.005 0.139** 

13. Number of 
references 

0.023 
-

0.211*** 
-0.171*** -0.078 -0.212 0.054 -0.136** 0.138** -0.060 

14. Open Access 0.029 0.022 -0.001 0.154 0.481** 0.115* -0.042 0.066 -0.079 

15. Title length -0.092 -0.075 0.097 -0.437** -0.092 -0.009 0.005 0.028 0.113 

16. Abstract length -0.055 -0.059 -0.070 -0.146 0.064 0.021 0.098 -0.064 0.046 

17. Total keywords -0.076 -0.061 0.172*** 0.168 -0.109 0.001 -0.027 -0.062 0.064 

18. Article length -0.096 
-

0.238*** 
-0.079 0.104 -0.273 0.092 -0.056 0.079 -0.074 

Variable 10 11 12 13 14 15 16 17 18 

10. Lead paper 1         

11. USA affiliation -0.009 1        

12. Number of authors 0.120* 0.030 1       

13. Number of 

references 
-0.074 -0.049 0.114* 1      

14. Open Access 0.055 -0.131** 0.026 0.026 1     

15. Title length -0.091 -0.133** 0.069 0.106* -0.037 1    

16. Abstract length 0.057 -0.065 0.096 -0.132** -0.031 0.045 1   

17. Total keywords -0.020 0.025 -0.005 0.111* 0.013 -0.062 0.006 1  

18. Article length -0.125** 0.092 0.127** 0.610*** -0.016 0.141** 0.001 0.120* 1 

Notes: *, **, and *** indicate statistical significance at the 0.10, 0.05, and 0.01 levels of significance, respectively 

 

Table 7. Results of negative binomial regression analysis. 

Variables 
Model 1 (Control Variables) Model 2 (Total Citation) 

B Standard error B Standard error 

(Intercept) 2.102 (0.095)*** 3.809 (0.419)*** 

Article age 0.429 (0.039)*** - - 

Demeaned age 

squared 
-0.09 (0.018)*** - - 

Quantitative methods - - -0.200 (0.118)* 

Qualitative methods - - 0.327 (0.396) 



 

 

Mixed methods - - -0.05 (0.069) 

Empirical 

observations 
- - -4.370 (1.300)*** 

Analytical methods - - -6.375 (2.232)*** 

Special issue - - -0.592 (2.287) 

Lead paper - - 0.357 (2.313) 

USA affiliation - - -2.210 (1.361) 

Number of authors - - -1.210 (0.415)*** 

Number of references - - -0.020 (0.023) 

Open Access - - 1.084 (2.386) 

Title length - - -0.216 (0.107)** 

Abstract length - - -0.004 (0.007) 

Total keywords - - -0.320 (1.089) 

Article length - - 0.723 (0.269)*** 

Log Likelihood -722.185 -51.481 

Akaike's Information 

Criterion (AIC) 
1450.369 134.961 

Bayesian Information 
Criterion (BIC) 

1460.969 153.129 

Notes: *, **, and *** indicate statistical significance at the 0.10, 0.05, and 0.01 levels of significance, respectively 

4. Discussion  

To master a field, researchers must spend much time searching and reviewing its background. This type 

of research allows researchers to access articles in their field quickly (Abdollahnezhad et al., 2024). 

Through this multifaceted effort, findings elucidate how the journal has made substantial contributions 

to the sport marketing and sponsorship segments, providing a foundation for scholars to build upon and 

insights for practitioners to utilize in guiding their actions. 

With the increase in collaboration among authors and institutions, this context was examined within 

IJSMS publications (i.e., RQ1), with the University of Georgia, Florida State University, Seoul National 

University, and Nanyang Technological University emerging as the four most significant contributors 

to IJSMS. The University of Georgia has demonstrated the highest level of international cooperation 

among all universities. The University of Georgia has established partnerships with various institutions 

worldwide, resulting in diverse research collaborations. These collaborations have contributed to the 

University's prominent presence within the IJSMS publications. The University of Georgia has 

established itself as a global leader in sport management and marketing research through its active 

participation and engagement. It has set a benchmark for international cooperation among universities 

in the field. One notable partnership is with the Tokyo Institute of Technology in Japan, facilitating in-

depth studies on traditional Japanese sports and their marketing strategies. Another influential 

collaboration is with Shanghai University in China, which has enhanced cross-cultural research on 

international sporting events' marketing and sponsorship aspects. These diverse collaborations have not 

only enriched the University's knowledge base but also facilitated student exchange programs and 

internships, further solidifying the University of Georgia's reputation as a hub for global sport 

management and marketing research. Meanwhile, Nanyang Technological University in Singapore has 



 

 

exhibited the greatest diversity in international cooperation. When considering authors individually, Dr. 

James Jianhui Zhang, Dr. Kevin K. Byon, and Dr. Jerred Junqi Wang have played a prominent role in 

the scientific collaboration network of researchers. 

On the other hand, three co-authors represent the journal's publications most frequently (i.e., 32.41%). 

This supports the notion that the increasing difficulty of securing publication within high-quality 

journals has contributed to a substantially more significant proportion of authors collaborating. Indeed, 

a plausible explanation for the high percentage of three co-authors could be the necessity for diverse 

expertise and skills to address complex scientific problems. Additionally, the data revealed a significant 

increase in international collaborations, highlighting the global nature of scientific research and the 

importance of cross-cultural exchange in advancing knowledge. These findings underscore the evolving 

dynamics of scientific publication and the growing emphasis on teamwork and interdisciplinary 

approaches. 

The type of research perspectives and statistical methods also provide significant insight into the articles 

receiving publication in IJSMS (i.e., RQ2). These findings suggest that most articles published in IJSMS 

employ quantitative methods, indicating a preference for objective and measurable data analysis. The 

high percentage of articles utilizing interviews/focus groups as a qualitative method indicates the 

importance of gathering subjective perspectives and insights from individuals in the field. 

Current trends reflect the areas of focus within the research being conducted by scholars, as well as the 

priorities of journals. Therefore, efforts were concentrated on identifying the leading research topics in 

IJSMS (i.e., RQ3), with "consumer behavior," "sports marketing strategy," and "service quality" 

representing the three most frequently appearing topics. Furthermore, RQ4 examined the relationship 

between research topics and methodologies implemented in IJSMS. Through this analysis, findings 

demonstrated that specific topics can be positioned within particular categories, given the type of 

methodology used to examine them. For instance, an issue such as ambush marketing has typically been 

studied using qualitative methods. In contrast, dominant quantitative topics have included commercial 

sponsorship, relationship marketing, celebrity endorsements, league sponsorship, and sports 

broadcasting. Specific issues appear more amenable to qualitative research approaches, while others are 

more suitable for quantitative analysis. This insight is valuable for researchers and practitioners, 

enabling them to align their research questions with the appropriate methodology for a more 

comprehensive and insightful study. Additionally, it highlights the importance of considering the 

research approach when exploring specific topics in the field of sport marketing and sponsorship. 

To categorize and distribute IJSMS articles, the paradigm funnel technique and sports business industry 

segment were utilized (i.e., RQ5). Peetz and Reems (2011) and Pitts (2016) found that intercollegiate 

sports were among the most frequently studied segments in sports business literature. However, the 

results from this study challenge that assertion by demonstrating participant sport as one of the primary 



 

 

focus areas. This shift may indicate an increasing recognition of the significance of marketing strategies 

in the sport industry. Indeed, the inclusion of participant sport as one of the top-ranked segments 

underscores the importance of understanding the experiences and behaviors of amateur athletes in the 

field of sport business. Overall, this study's findings provide new insights into the distribution of IJSMS 

articles and identify emerging trends in the field. Furthermore, the paradigm funnel technique has 

facilitated identifying and highlighting articles that prioritize empirical analysis and data generation, 

thereby enhancing the body of knowledge in the IJSMS. 

Key findings from this study were further elucidated using mapping techniques that capture the most 

frequently appearing elements. The thematic map technique was employed to identify the main themes 

within IJSMS publications (i.e., RQ6). By visualizing the distribution and clustering of these themes, it 

became apparent which areas of sport marketing were receiving the most attention and research focus. 

This information can be valuable for academics and practitioners in the field, as it elucidates the current 

trends and areas of interest in sport marketing research. 

In addition to identifying the main themes within IJSMS articles, the evolution of research topics was 

also examined (i.e., RQ7). This analysis was conducted by dividing the timeframe of this study (i.e., 

2016 to 2023) into two smaller periods (i.e., 2016 to 2019 and 2020 to 2023). Findings indicate that the 

field of sports marketing has evolved over time to reflect the changing landscape of society and 

consumer behavior. The continued examination of topics such as sport sponsorship and social media 

suggests their enduring importance in the field, while the introduction of emerging areas like consumer 

behavior and loyalty highlights the necessity to adapt to new trends and demands. This dynamic nature 

of sports management research ensures that the field remains relevant and responsive to stakeholders' 

ever-changing needs and interests. 

Finally, utilizing a negative binomial regression, the factors associated with citations of IJSMS articles 

were identified to address RQ8. These findings indicate that older articles accumulate more citations, 

albeit with a diminishing effect as they age. Furthermore, longer articles are more likely to be cited, 

suggesting that the scholarly community values comprehensive and in-depth research. Specifically, the 

employment of quantitative methods, empirical observations, analytical approaches, and the presence 

of multiple authors and longer titles positively influenced article citations. These results underscore the 

significance of rigorous research methodologies and collaboration in producing highly cited articles. 

The findings suggest that articles with a robust empirical foundation and extensive analysis are more 

likely to garner attention and recognition from the scholarly community. Moreover, the involvement of 

multiple authors may potentially contribute to increased citations. 

5. Conclusion 

The objective of this study was to conduct a comprehensive and multifaceted review of the International 

Journal of Sports Marketing and Sponsorship to identify the primary topics receiving publication in 



 

 

research, as well as elucidate current research gaps that could serve as focal points for future studies. 

Data were compiled from Scopus and subsequently subjected to analysis through the bibliometrix 

software. Employing a bibliometric analysis, a content analysis, the paradigm funnel technique, and a 

negative binomial regression, a multi-method approach was implemented to provide in-depth insight 

into the journal's publication trends and consider areas for additional attention. Through this endeavor, 

context was provided regarding the topics that have maintained a consistent presence within the field, 

as well as the evolution of emerging areas over time and the relationship between those individual topics 

and the methodologies implemented. Consequently, further understanding was uncovered in the IJSMS 

articles, which received the highest number of citations within other journals and the journals in the 

field most frequently cited within IJSMS publications. 

The findings in this study provide valuable insights for scholars, readers, and IJSMS editorial board 

members by enhancing their understanding of the theoretical and practical contributions resulting from 

the research. Additionally, the utility of the results for editors lies in their capacity to facilitate policies 

that prioritize publications that substantially impact and contribute to the journal's growth potential. 

Furthermore, insight is provided to scholars regarding potential areas of focus for future research, as 

well as the value that derives from collaboration with others in the field. Through this comprehensive 

overview of sport marketing and sponsorship research in IJSMS, this work elucidates key trends and 

developments currently present within these segments to demonstrate how topics have evolved and 

identify niche and emerging themes that offer further opportunities for investigation. For instance, 

several recommendations based on emerging topics in sport marketing and sponsorship include: 

Sustainability and Environmental Responsibility in Sport Marketing: Investigating the incorporation of 

sustainability practices into marketing strategies by sports organizations and sponsors and examining 

the subsequent impact on consumer behavior. 

Digital and Social Media Influences on Fan Engagement: Analyzing the role of emerging technologies, 

such as augmented reality, virtual reality, and AI-driven personalization, in shaping fan experiences and 

engagement. 

Diversity, Equity, and Inclusion in Sports Sponsorship: Examining how sponsorship strategies address 

issues related to diversity and inclusivity to appeal to a broader audience. 

Impact of Athlete Activism on Sponsorship and Branding: Evaluating the influence of athlete-led social 

and political movements on consumer perceptions and sponsorship effectiveness. 

E-Sports and Virtual Competitions: Investigating the rapidly growing e-sports sector, sponsorship 

opportunities, and its unique marketing dynamics. 

 

 



 

 

6. Limitations and future directions of research 

Although the bibliometric approach benefits the current investigation's retrospective and prospective 

aspects, it is essential to acknowledge the presence of certain limitations. The primary constraint 

pertains to the sources utilized for data collection, as data obtained from extensive scientific databases, 

such as Scopus, are not exclusively designed for bibliometric analysis. Consequently, these datasets 

may contain unintentional errors that can influence research outcomes. Furthermore, citations extracted 

from Scopus also represent a limitation. Although Scopus is a reputable citation source, it only 

aggregates citations from sources that meet its stringent indexing criteria, which restricts the number of 

citations compiled. An additional limitation of this review is that it draws exclusively from articles and 

reviews published in IJSMS. While this study attempted to predict the future trends of IJSMS, it 

predominantly serves as a retrospective examination of the journal's development from 2016 to Volume 

24, Issue 1 in 2023 (i.e., Volume 24, Issue 1). Notwithstanding these constraints, meticulous efforts 

were employed within this review to substantiate the claims made regarding IJSMS and its anticipated 

future research agenda. 
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