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Abstract Ten years have passed since Van de Ven and Johnson published their
original Academy of Management Review article on engaged scholarship. With
over 1,000 citations, this article has gained significant attention. Yet questions
remain as to whether the behavior of the academic community has truly changed in
a manner that engages business community stakeholders with respect to creating
customer value through the co-creation of knowledge. While the engaged scholar-
ship approach faces many obstacles within academia, the current study explores the
external obstacles, specifically the degree to which top managers utilize published
research along with how manager’s attitudes about research impact this process. In
addition, this research explores business leader’s perceptions about what academics
do and what they should do from the practitioners’ perspective.

Positioning practitioners as the consumers of academic output, the current paper
explores the gap between academic knowledge and practitioner knowledge, and this
analysis shows evidence of a practitioner dissatisfaction effect. In addition, practi-
tioners perceive practitioner and academic knowledge to be distinct forms of know-
ing. However, there is also evidence of a knowledge transfer problem in the mediated
relationships between business press usage, applied research usage, and academic
research usage. This mediated effect is moderated by both practitioner expectations
of academics and practitioner perceptions of academics.
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