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Overview: Quantitative Marketing and Economics (QME) publishes research in the intersection of 

Marketing, Economics and Statistics. Our focus is on important applied problems of relevance to 

marketing using a quantitative approach. We embrace a wide variety of research methods including 

applied economic theory, econometrics and statistical methods. Empirical research using primary, 

secondary or experimental data is also encouraged.  

Process: The journal has 1 coordinating editor (Pradeep Chintagunta) and 6 co-editors. These co-editors 

span the range of quantitative research in marketing – Wes Hartmann (Stanford), Dmitri Kuksov (UT-

Dallas), Sanjog Misra (Chicago Booth), Thomas Otter (Goethe), Catherine Tucker (MIT), Florian 

Zettelmeyer (Northwestern).  A co-editor and 2 reviewers make decisions on a submitted manuscript. So 

in all a maximum of 3 individuals will weigh in on a paper. 

Turnaround times: Days from submission to first decision – 47, days from acceptance to publication – 39 

Benefits: (i) There will be no attempt to re-write the paper for the author; (ii) Within reasonable limits, 

manuscript lengths are largely unconstrained; (iii) The QME conference held each year is a great 

complement to the journal. 

Dick Wittink prize for best paper: The prize was established to honor the memory of Professor Dick 

Wittink, George Rogers Clark Professor of Management and Marketing at the Yale School of 

Management, who died in June 2005. Winners receive $2000 and honorable mentions receive $500.The 

2014 recipient of the award was: The impact of search costs on consumer behavior: A dynamic approach 

by Stephan Seiler (Stanford GSB). Buying and selling information under competition by Yi Xiang and 

Miklos Sarvary received an honorable mention. 

Authors and papers: The authorship spans marketing, economics and statistics. Some papers published 

in 2014 are: 

Competition and product innovation in dynamic oligopoly by Ronald L. Goettler, Brett R. Gordon 

Estimating discrete-choice games of incomplete information: Simple static examples by Che-Lin Su 

Meta-analyses using information reweighting: An application to online advertising by Pengyuan Wang, 
Eric T. Bradlow, Edward I. George 

Online ads and offline sales: measuring the effect of retail advertising via a controlled experiment on 
Yahoo! by Randall A. Lewis, David H. Reiley 

Identification and counterfactuals in dynamic models of market entry and exit by Victor Aguirregabiria, 
Junichi Suzuki 

Survey data and Bayesian analysis: a cost-efficient way to estimate customer equity by Juha Karvanen, 
Ari Rantanen, Lasse Luoma 

The Joint identification of utility and discount functions from stated choice data: An application to 
durable goods adoption by Jean-Pierre Dubé, Günter J. Hitsch, Pranav Jindal 

http://link.springer.com/article/10.1007/s11129-013-9142-2
http://link.springer.com/article/10.1007/s11129-014-9144-8/fulltext.html
http://link.springer.com/article/10.1007/s11129-014-9145-7/fulltext.html
http://link.springer.com/article/10.1007/s11129-014-9146-6/fulltext.html
http://link.springer.com/article/10.1007/s11129-014-9146-6/fulltext.html
http://link.springer.com/article/10.1007/s11129-014-9147-5/fulltext.html
http://link.springer.com/article/10.1007/s11129-014-9148-4/fulltext.html
http://link.springer.com/article/10.1007/s11129-014-9149-3/fulltext.html
http://link.springer.com/article/10.1007/s11129-014-9149-3/fulltext.html

