
From insight to impact.
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> 80.000 business research articles per year

How can managers identify the ones of value to them among those?

Background

Selection Mechanisms

▪ No proxies, beyond journal and author assigned relevance tags

▪ Even cross-over journals have no validation processes in place

▪ Little incentive for researchers to validate such relevance

Accessibility & Form

▪ Research articles are rarely written for practitioners (jargon, concepts, 

format, length…)

▪ Paywalls provide additional barriers

▪ Only a small share of research articles gets prepared in a more digestable 

format (cross-over journals)

▪ Little incentive for researchers to extend effort toward this

CostPracitioner(Search, Access, Reading)  > Expected ValuePracitioner(Research Paper x)



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. 

5

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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Theoretical lens

Foundation

▪ Different perspectives: Lens Model (Brunswik, 1965)

▪ Estimation of preferences (Hoch, 1987)

Similar Fields: “Expert” estimations

▪ Marketers estimation of laypersons preferences (Hoch, 1987)

▪ Marketers estimation of customer preferences (Hattula et al., 2015)

▪ Architects estimation of laypersons preferences (Gifford et al., 2002)

→ Similarity is the best precondition for accuracy

→ Experts tend to overproject their own preferences

6

Source: Hoch, 1987

Similarity between researchers and practitioners?

▪ Application of systems theory to the research-practice relationship (Luhman, 1981)

▪ Self-referential in its essence (autopoiesis), highly distinct objectives (degree of self-referentiality itself as the 

key objective), unique means of communication (journals), lack in bidirectional sub-system communication 

and limited external incentives → Prototypical for two distinct sub-systems
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