
© Prof. J-B.E.M. Steenkamp
Not to be used or reproduced without permission

Jan-Benedict E.M. Steenkamp
C. Knox Massey Distinguished Professor of Marketing and 

Leadership

Editor-in-Chief Journal of Marketing

Presentation at the European Quant Marketing Workshop Series

December 16, 2025

Empirics-First Research



© Prof. J-B.E.M. Steenkamp
Not to be used or reproduced without permission

New submissions to JM and acceptance 
rate 2014-2025

Acceptance rate  
2014-2025

# accepted papers 
2014-2025

CAGR 
2014-2024

Total # new 
submissions 

2014-2025

Country

12.6%12013.7%9546USA

3.1%6419.7%2071China

9.9%170-2.8%1722Germany

9.5%1037.5%1089UK

8.4%696.2%823Australia

11.9%907.7%756Canada

7.3%416.1%563Hong Kong

16.2%8910.1%551Netherlands

6.4%3410.1%532France

8.3%134.1%157Belgium

14.6%273.1%185Austria
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Three Exciting New Journal of Marketing
Special Issues 
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Empirics First

 Grounded in a real-world marketing phenomenon, involves 
obtaining and analyzing data and producing valid marketing-
relevant insights without necessarily developing or testing theory 
(Golder et al. 2023).

 Empirics first does not mean empirics only. Starts with data in novel 
domains, domains untethered to existing theory, or domains with 
multiple relevant and possibly conflicting theories.

 Can apply to consumer behavior, strategy, and quantitative 
modeling research; also encourage papers that use multimethod 
approaches

 Editors: Marc Fischer, Kelly Haws, Jan-Benedict Steenkamp, 
Harald van Heerde

 Deadline February 1, 2026
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How to investigate this problem? Theory-First vs. Empirics 
First (Golder et al. 2023)
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Example of EF research to scientific development 
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Questions to ask when considering EF research

To sum up the most 
pertinent ones:

 Theory is incomplete 
and not in short supply

 Past findings are 
equivocal

 Intuition leads to 
multiple plausible yet 
conflicting outcomes

 Rich, high-quality data 
allow the researcher 
to probe unexamined 
relationships 
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Substantive significance is even more 
important in EF research
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Common effect 
size metrics
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Example: The Evolution of Price, Assortment, and 
Distribution Effectiveness: An Empirics-First Approach

Brand reality--Accelerating 
rate of change over time:
• New technologies
• Rise of e-commerce
• Rise of emerging markets
• Changes in consumer 

preferences, economic 
conditions, and global 
competitive landscape

• Entry of no-frills retailers
• Rise of PLs
• ….

Gaps in our knowledge:
 Past research almost 

exclusively focused on 
change in price

 Little research on sources of 
heterogeneity in evolution of 
MM effectiveness, even for 
price

 Do results for one country 
hold globally? Where does it 
change? Why?
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Framework for 
Analyzing 
Heterogeneity in the 
Evolution of Brand 
Elasticities: All but 
impossible to develop 
thoroughly motivated 
(rather than HARK-
ed) hypotheses
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Rich data

 34 countries

 16,000+ brands 

 85 CPG categories 

 Household panel 
data for 5-15 years
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Detailed 
rationale for 
adopting the EF 
approach


