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Abstract

There is an intriguing emphasis in management accounting research (and practice) on the ‘new’. Yet at the same time, academics and many practitioners disdain fads and fashions, whether they relate to new theories or new MA practices. My presentation takes this paradox seriously- focusing both on the ‘new’ (and in what ways new ideas and practices are made use of) and on the ‘enduring’ features of MA. Drawing on case study research, the sociology of translation and institutional theory (research conducted with Ezzamel and Qu), I examine the appeal of the ‘new’, through exploring how ‘new’ MA ideas travel internationally and how ideas are ‘made practical’ in practice. I further argue that MA research needs to take case (or field) research more seriously, not simply to explain and uncover actual practices, but to help develop an ‘epistemology of professional practice’ (Schon, 1983).

My presentation will include examples of the appeal of the new in theory and in practice, and offer a number of (not so new!) exhortations relating to the appeal of the new and the value of continuity in research:
Let’s play more attention to MA as an international phenomenon- different approaches are too often regarded as deviations form an Anglo- Saxon ‘norm’. A business systems approach (Whitley, 1999) suggests a more macro contingency theory to understanding MA and an appreciation that dysfunctional practices may exist where one approach is imposed on others. 
Let’s pay more attention to the links between MA (theory and practice) and areas of organizational life such as governance, internal audit, industrial relations and strategy. I encourage re- conceptualizations of  many organizational practices in ways that may appear foreign (challenging and stimulating) to practitioners (including management consultants and professional accounting associations). 

Let’s pay more attention to MA design- making MA ‘better’. Design requires values to be incorporated into our research (eg., supporting innovation, healthy workplaces, ecological sustainability etc). 

Let’s learn more about how MA ideas and practices are ‘spread’ through the interaction of the global and local. This will involve paying more attention to the role of consultants, textbooks, professional syllabi in perpetuating the old and encouraging a pre-occupation with re- presenting ideas and practices as ‘new’. 

But in all this, I encourage researchers to reflect on why MA should be any different than clothing, music, design and other aspects of culture? Fashion is part of the game, and we would do well to better understand this game, and acknowledge there are always losers and winners in the game!
