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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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> 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)
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Why does it matter?
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