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Important: Definition of Managerial Relevance

“Managerial relevance is defined as the degree to which a specific manager in an organization perceives

academic knowledge to aid his or her job-related thoughts or actions in the pursuit of organizational goals.”

( Jaworski, 2011, p. 212, Journal of Marketing
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Why does it matter?
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Managerial Relevance – Can Researchers estimate it?

The assumption underlying all this: 

Researchers can evaluate the value of articles to practitioners. 
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Reviewer resource JM

“JM papers should focus on real-world marketing topics and problems 

that have relevance to firms, consumers, policymakers, and/or societal 

stakeholders engaged in or influenced by the practice of marketing.”

Reviewer resource JAMS

“accepts articles on the basis of 

their based on their potential 

contribution to the advancement 

of the science and/or practice of 

marketing.”

Reviewer resource JMR

“seeks papers that make theoretical, substantive, and/or 

methodological contributions <…> a substantive contribution should 

provide insights into marketing phenomena, and discuss their 

implications for practitioners, policy makers, and customers, among 

other stakeholders
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