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This topic falls within the field of strategy-as-practice (or from a marketing 
perspective, marketing-as-practice), which in turn forms part of the broader 
practice turn in contemporary social theory and the management sciences. It 
seeks to identify the strategic or marketing activities reiterated in time by the 
diverse actors interacting in an organisational context. Practice research aims to 
understand the messy realities of doing strategy or marketing as lived 
experiences. The practice approach is concerned with studying strategy or 
marketing through the lenses of praxis, practices and practitioners. Praxis refers 
to the work that comprises strategy or marketing: the flow of activities such as 
meeting, talking, calculating, form filling and presenting in which strategy is 
constituted (Jarzabkowski & Whittington, 2008:282). Practices are routinised 
types of behaviour which consist of several elements, interconnected to one 
another and comprise forms of bodily activities, forms of mental activities, 
things and their uses, a background knowledge in the form of understanding, 
know-how, states of emotion and motivational knowledge (Reckwitz, 
2002:243). Practitioners are those people who do the work, which goes beyond 
senior managers to include managers at multiple levels of the firm as well as 
influential external actors such as consultants, analysts and regulators 
(Jarzabkowski & Whittington, 2008:282).  
 
In addition to the practice perspective we add a process perspective which is 
concerned with how key strategy and marketing processes happen in practice. 
Often, research follows a normative approach which prescribed set guidelines 
and standards. 
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Additional resources i.e. 
scholar and industry 
communities 

Academy of Management (AOM) (http://aom.org/) 
The mission of this interest group on strategising activities and practice (SAP) is 
to create a developmental community for academics and practitioners who 
wish to advance knowledge and understanding of strategy as something people 
do, rather than something organisations have. We aim to offer opportunities 
for lively and stimulating engagement to scholars sharing this interest. 
 
American Marketing Association (www.ama.org) 
The American Marketing Association (AMA) was established in 1937 by 
visionaries in marketing and academia. Today, the AMA has grown to be one of 
the largest marketing associations in the world, with over 30,000 members who 
work, teach and study in the field of marketing across the globe. 



As the leading organization for marketers, AMA is the trusted go-to resource for 
marketers and academics. We are counted on as the most credible marketing 
resource where our members can stay relevant with knowledge, training and 
tools to enhance lifelong learning and obtain valuable information and 
connections. 
The AMA is constantly innovating and evolving, helping to shape the field as 
well as keep abreast of the changing global marketplace to help our members 
excel in their careers.  
No other organization provides more ways for marketers and academics to 
connect with the people and resources they need to be successful. 
 
 
European Group for Organizational Studies (EGOS) (http://www.egosnet.org/) 
The “Strategising: Activity and Practice” research agenda reflects the turn 
towards practice-based theorising in contemporary social theory over the past 
20 years. Strategy research has been increasingly criticised on the basis that it is 
not relevant to practice, and that its contributions are paradigmatically 
constrained by the positivistic assumptions and research traditions of 
microeconomics, which avoid the messy realities of doing strategy. 
 
Strategy-as-practice International (http://www.sap-in.org/) 
The Strategy-as-practice International Network (SAP-IN) is a community of eight 
institutional members and more than 2 000 affiliated scholars and practitioners 
interested in the practice of strategy. As scholars, we are interested in a broad 
spectrum of issues concerned with the making and doing of strategy and 
strategic change in organisations. What we agree on is the importance of a 
focus on the processes and practices constituting the everyday activities of 
organisational life and relating to strategic outcomes if we are to move our field 
forward. If you would like to learn more about SAP-IN research, please visit our 
research agenda. The website of this community is designed to further 
disseminate SAP-IN research and to provide up-to-date information about 
practice-related research and events. It also offers a platform for affiliates to 
raise questions, share ideas and solve problems through interacting with the 
SAP-IN research community. 
 
Strategic Management Society (SMS) (http://strategicmanagement.net/) 
The Strategy Practice Interest Group unites both scholars interested in practice 
research and practitioners. The group views strategy as something that people 
do and not something that organisations have. It focuses on the doing of 
strategy. It is interested in all the activities, methods and tools that are 
employed in the doing of strategy and how the “strategy work” is linked to 
organisational outcomes and to the broader institutional and societal 
environment strategy that practitioners operate within. 
 

Potential research projects/topics/titles 
Strategy implementation processes (case research) 
Market segmentation implementation 
Performativity in strategy and marketing 
Sociomateriality in strategy and marketing 
Processes and practices of strategy and marketing decision-making 
Organisational hypocrisy  
Sense making and sense giving 

 


