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Abstract. This article focuses on the triangulation of research methods and techniques in the discussion on the 
evaluation of marketing research. Research traditions in marketing can be referred to the division of research 
methodologies, according to which the methods of conceptual, theoretical, empirical and formal research is 
distinguished, based on the use of quantitative methods, mathematical and statistical models. In scientific research 
on marketing, conceptual methods (i.e. heuristic or creative methods) are used, with a primary focus on the analysis 
of qualitative aspects of the studied processes, thus making little reference to empirics. The methodology of 
empirical research in marketing is used to a great extent. It allows developing empirical models, thus making it 
possible to recognize, e.g. actually implemented models of marketing strategies that may be consistent with or 
deviate from the theoretical models. However, it should be noted that empirical models do not always have 
implementation properties, as they most often refer to the present or past reality. Nevertheless, these models may 
be subject to benchmarking. Moreover, they serve to make conceptual models more probable. For the further 
development of marketing, it becomes essential to increase the scope of application of formal research 
methodologies as well. The analysis of the literature indicates the need for an in-depth diagnosis of combined 
methods in the research process in the broader context of management sciences. The aim of the article is therefore 
expressed as a research problem in the form of the following question: Is methodological triangulation a prerequisite 
for research processes in the management sciences? The research results presented in this article are a fragment 
of complex study on research methodology. Moreover, the conducted empirical research confirms and theoretically 
proves that methodological triangulation is a necessary condition in research processes. In contrast, verification of 
developed methods, models or procedures is an essential condition allowing to combine science and management 
practice, while methodological triangulation supports research processes. Concerning the preceding, the author 
recommends in the present article to make a scientific effort aimed at elaborating a tool, method or procedure to 
select proper research methods and techniques for the research process within the scope of management science, 
with a particular emphasis on factors determining the process quality. 
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Introduction. Multidimensionally determined changes occurring in marketing research refer not only 
to research methods and techniques but also occur in the cross-section of the subject of study and 
results – the effects of research, as well as the conditions of carrying it out (Avila-Robinson and 
Wakabayashi 2018). Moreover, these changes force the current research processes to combine 
qualitative and quantitative methods (Quach et al. 2019; Gordon et al. 2018). 

Triangulation is more and more often viewed as the use of a set of various methods so that to 
achieve coherent foundations for empirical inferencing (Kostera, 2003). Moreover, the selection of 
appropriate research methods and techniques for the research process is now becoming a challenge for 
researchers (Dzwigol, 2018; Dzwigol & Dzwigol-Barosz, 2018). The purpose of this article is to 
determine the impact of combined quantitative and qualitative methods on the research process in 
marketing. 

Literature Review. Research traditions in marketing can be referred to the division of research 
methodologies, according to which the methods of conceptual, theoretical, empirical and formal research 
is distinguished, based on the use of quantitative methods, mathematical and statistical models 
(Mazurek-Lopacinska, 2015). In scientific research on marketing, conceptual methods (i.e. heuristic or 
creative methods) are used. It with a primary focus on the analysis of qualitative aspects of the studied 
processes, thus making little reference to empirics (Quach et al. 2019) Theoretical models such as 
P. Drucker's business model, M. Porter's 5P model and H. Borden's marketing composition model 
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should also be indicated. The methodology of empirical research in marketing is used to a great extent. 
It allows to develop practical models, thus making it possible to recognize, e.g. actually implemented 
models of marketing strategies that may be consistent with or deviate from the theoretical models 
(Gordon et al. 2018). However, it should be noted that empirical models do not always have 
implementation properties, as they most often refer to the present or past reality. 

Nevertheless, these models may be subject to benchmarking. Moreover, they serve to make 
conceptual models more probable (Zabinski, 2006). For the further development of marketing, it 
becomes essential to increase the scope of application of formal research methodologies as well 
(Acharjya and Das, 2017). 

Multidimensionally determined changes occurring in marketing research refer not only to research 
methods and techniques but also occur in the cross-section of the subject of study and results - the 
effects of research, as well as the conditions of carrying it out (Avila-Robinson and Wakabayashi 2018). 
It should be underlined that the subject and objects of study are gradually becoming more and more 
complex. Moreover, the influence of volatile and difficult-to-measure factors on the behaviour of market 
players also aggravates the difficulties in the interpretation of research results. On the other hand, 
changes in the conditions for conducting research involve creating artificial and natural health for 
experiments, as well as requirements for learning about psychophysical reactions (Cunningham and 
Wallraven, 2011). Besides, the development of applications of new technologies brings about an 
evolution in marketing research, with a shift from classical analysis to study based on new technologies 
and multiple disciplines (Quach et al. 2019). More and more increased expectations regarding the 
results of marketing research make it necessary, on the one hand, to deepen the cognitive sphere. In the 
other hand, to reach the emotional area, as well as to reduce the gap between the respondents' 
declarations and the buyers' behaviour and to separate reliable information about facts and events from 
information that disturbs the image. 

The above indications directly urge, within the scope of the current research processes, to combine 
qualitative and quantitative methods (Dzwigol and Wolniak, 2018). It is due to the growth of the entity, 
the research object and the quality of the research process, which is determined by the continuity of 
changes imposed by the market, especially in management or marketing sciences. The use of a 
package of differentiated methods is gradually highlighted (Dzwigol et al. 2019) so that to achieve 
coherent foundations for empirical inferencing (Kostera, 2003), i.e. research triangulation. 

In social sciences, it is a mistake to use only one research method appropriate for a given research 
subject in the conducted research. 

M. Kostera points out that ‘the choice is always a derivative of the research problem, that is, 
depending on what you want to investigate, you decide how to investigate it in the best way’. Relying on 
only one research method does not instil trust as to the conclusions of the work. Besides, if the research 
method used in the dissertation were to be based on a literature-related analysis, then the research work 
would be strictly theoretical. In order to make the research more credible, the so-called triangulation of 
research methods should be applied: 

- to learn about the phenomenon in a broader perspective; 
- to increase in the quality of the tests carried out; 
- to reduce measurement errors. 
Thus, the development of research methods in the sciences of management and marketing is 

directly related to scientific and technological progress in various aspects of economic activity (Boiko et 
al., 2019; Dalevska et al., 2019; Dzwigol, 2019; Dzwigol & Wolniak, 2018; Kaminska, 2018; Kuzior et al., 
2019; Кwilinski, 2018a, 2018b; Kwilinski et al., 2019; Pajak et al., 2016, 2017; Savchenko et al., 2019; 
Tkachenko et al., 2019; Vasylieva et al., 2018), including neuromarketing (Lim, 2018; Sebastian, 2014)  
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and reflective management in communications (Bezchasnyi, 2018), which necessitates the use of new 
approaches to research and verification of its empirical data, one of which is triangulation. 

Triangulation is often viewed as the use of a set of various methods so that to achieve coherence 
between cognition and conclusions. D. Campbell and D. Fiske (1959) were forefathers of viewing 
triangulation as a blend of diverse methods in one single research. In other words, triangulation means 
the application of two or more independent processes to measure a phenomenon to reduce the 
interpretative uncertainty of the results obtained from the tests (Webb et al. 1966). The core of 
triangulation is the employment of two or more methods, based on which one can compare achieved 
results and derive conclusions related to the employed methods (Stanczyk, 2016; Venkatesh et al., 
2013). Combining qualitative and quantitative methods has been viewed as an example of best practice 
(Jick, 1979). Triangulation characterises, examines and analyses reality in many different dimensions; 
therefore, it is reasonable to use methods taken from two different sets. This approach to research is 
called: comprehensive, complementary or poly-methodical (Stanczyk, 2016). 

Triangulation is well established in the area of research methodology, whereas this knowledge is 
essential for all future research intentions using this research procedure (Kostera, 2003). Today, the 
growing popularity of triangulation among researchers can be seen. Still, it is used with varying degrees 
of success in terms of its correct use and understanding, with the risk of misinterpretation (Thomas, 
2017). 

Methodology and research methods. Conclusions emerging from a concluded literature analysis 
dealing with the research methodology in management sciences showed a need to review combining 
methods as part of research processes. The following research questions were adopted in the article: 

1. Is methodological triangulation a prerequisite for research processes? 
2. Is it necessary to verify the developed methods, procedures or models in practice to make the 

research credible? 
3. Does a researcher affect the combination of quantitative and qualitative methods in the research 

process? 
4. The research processes supported by methodological triangulation? 
5. As a result, defining a research problem, is it necessary to analyse qualitative and quantitative 

methods, to make them a preliminary selection? 
6. Is the verification of the developed methods, models and procedures a necessary condition for 

combining science and management practice? 
In order to answer the research questions posed, the research was carried out using a questionnaire 

(October 2016 to April 2018). 
The questionnaire was based on three parts:  
1. Questions about the importance of approaches, methods and techniques, in a research process 

within of management science.  
2. Questions related to the quality of the research process. � 
3. Demographics.  
The structure of the questionnaire part involved both questions based on the 5-point Likert scale 

(strongly agree (5), agree (4), neither agree nor disagree (3), disagree (2), strongly disagree (1), 
concerning each of proposed assumptions) and open questions (Dzwigol, 2018).  

Quantitative research (questionnaires) was directed to a target group consisting of management 
science theorists. The target group consisted of: 272 foreign universities units dealing with management 
sciences, 21,024 international academic staff connected to the management sciences, 93 polish 
universities units dealing with management sciences, 2,307 Polish academic staff related to the 
management sciences.� 
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Results. As a result of the research effort, 401 representatives of management science theorists 
were surveyed (Figure 1). The obtained results confirm the extensive literature research on research 
methodology, where it is noted that the use of numerous diverse methods in the research process allows 
for a comprehensive approach to the research problem and gives a complete picture of it.� 

 

Figure 1. Methodological triangulation versus research process – research findings 
Source: developed by the author. 
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When analysing the obtained results, it can be clearly stated that once the research problem is 
formulated, it is necessary to analyse selected quantitative and qualitative methods with the aim of their 
preliminary selection (Dzwigol et al. 2019). The above thesis can also be confirmed in the subject-related 
literature, where it is often indicated that to fully and thoroughly diagnose a research problem, it is 
necessary to apply diverse research methods providing a comprehensive response to the posed 
question. Furthermore, the very development of modelling, heterogeneous cognitive processes of 
organisation management has an impact on the necessity to combine numerous approaches and 
methods. According to the said approach, it is necessary to put designed methods, procedures and 
models into practice to make the research more credible. It is also essential, before undertaking the 
research study, to analyse selected processes in terms of the character of ongoing research 
(Thomas 2017; O’Leary 2017). 

The experts who completed the survey hold the opinion that combining qualitative and quantitative 
methods in research processes within the scope of management science significantly support the quality 
of the process itself, as well as make the research results credible. Moreover, the experts state that the 
division between qualitative and quantitative methods in the research-related practice is not always a 
clear one; it is not evident where to meet determined conditions, such as, e.g., an order of applying 
methods or maintaining objectivism in the research results. Furthermore, as it was emphasised by 
Professor K. Pajak (2010, p. 185 et seq.), qualitative research within management science should 
revolve around an extended analysis of a given phenomenon. The main emphasis is that unique 
research methods should encourage a better and more precise understanding of an analysed problem. 
Contrary to quantitative research, qualitative research is not particularly systematised. It lacks a 
quantitative approach, as statistical inference is not frequently employed there. In an ideal 
methodological situation, if a researcher wishes to discover or learn something, verify a posed 
hypothesis or a research question, then, in most cases, quantitative and qualitative methods 
complement each other. 

Functions and applicability of both methods and their blends have been diverse, mainly depending 
on a research subject and research goals, as well as on a phase the research process is currently. 
Nonetheless, should the researcher's attention start evolving around discovering and/or learning 
(including interpreting) cause-and-effect relationships, or mechanisms governing functions and 
processes, their underlying conditions and further consequences, and around setting research 
hypotheses related to the said assumptions, then, it should be necessary to complement quantitative 
methods with (additional) qualitative ones?� 

Conclusions. The following paper aimed to determine the impact of the combined qualitative and 
quantitative methods on how research processes go. The analysis of domestic and foreign literature on 
triangulation, combined with research conclusions unquestionably indicates that: 

- methodological triangulation is a prerequisite for research processes; 
- in order to make the tests credible, it is necessary to verify the methods, procedures or models 

developed in practice; 
- a researcher affects the combination of quantitative and qualitative methods in the research 

process; 
- verification of the developed methods, models and procedures is a necessary condition for 

combining science and management practice; 
- triangulation supports research processes. 
The theses mentioned above have been confirmed by the study by A. Bryman (2006). Mixed 

research studies have been commonly used in just a few disciplines. In contrast, valuable subject-
related works have been published mainly in the American papers when reviewing other subject-related 
research studies (by, among others, K. Niglas (2004), or S. Cisek (2010) one can conclude that mixed 
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methods have already become a considerable element of the management sciences; the authors have 
underlined that their condition is not satisfactory. 

Each type of integrating methodical approaches in marketing brings the synergy effect mentioned at 
the beginning. Thanks to the triangulation of methodological approaches, it is possible to collect data 
which allow shaping broad and deep knowledge at the same time. Such an approach minimizes the 
imperfections of both interpretative and positivist approaches - after all, there is no such thing as ideal 
methodology. However, it is worth bearing in mind that triangulation of methodological approaches is 
often complicated, time-consuming and costly. Applying an integrated method requires a plan based on 
pluralism, syncretism, i.e. constant compromise and balance between facts and values, knowledge and 
wisdom, rationality and emotional approach, idealism and materialism etc. (Johnson, Gray 2010, p. 90). 

Concerning the preceding, it shall be recommended to carry out extensive research studies as to the 
application of methods and techniques in the research process, as well as to attempt to make a scientific 
effort aimed at elaborating a tool, practise or procedure to select proper research methods and 
techniques for the research process within the scope of management science, with a particular 
emphasis on factors determining the process quality. 
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Генрік Двігол, Ph.D., професор, Сілезійський технологічний університет (Польща). 
Інновації в маркетингових дослідженнях: кількісні та якісні методи аналізу 
У статті розглянуто триангуляцію методів та засобів дослідження при оцінюванні маркетингових досліджень. Автором 

зазначено, що традиційно  методологія маркетингових досліджень розподіляється на концептуальні, теоретичні, 
математичні, емпіричні та формальні методи дослідження, в основі яких лежать кількісні методи, математичні та 
статистичні моделі. При цьому у маркетингових наукових дослідженнях використовуються концептуальні методи (такі як 
евтрестичний та креативний) з основним акцентом на аналіз якісних аспектів досліджуваних процесів, дещо посилаючись 
на емпіричний підхід. Так, методологія емпіричних досліджень широко використовується у маркетингу, що дозволяє 
розробити емпіричні моделі, завдяки яким можливо виявити, наприклад, реалізовані моделі маркетингових стратегій, що 
можуть відповідати теоретичним моделям або відрізнятись від них. Автором наголошуено, що емпіричні моделі не завжди 
можуть бути реалізовані, так як найчастіше посилаються на теперішні або минулі дані. Однак, вищезазначені моделі 
можуть бути предметом бенчмаркетингу. Більше того, емпіричні моделі сприяють більшій ймовірності концептуальних 
моделей. Таким чином, подальший розвиток маркетингових досліджень передбачає розширення сфери застосування 
формальних методів дослідження. Аналіз літературних джерел, свідчить про необхідність поглибленої діагностики 
комбінованих методів дослідження у процесі дослідження в більш широкому контексті наук про управління. Мета статті 
виражається наступним питанням: Чи є методологічна триангуляція необхідною умовою науково-дослідницьких процесів 
при оцінюванні маркетингових досліджень? Автором зазначено, що отримані результати являються частиною 
комплексного дослідження методів аналізу. Більше того, проведене емпіричне дослідження підтверджує та теоретично 
доводить, що методологічна тріангуляція є необхідною умовою для дослідницьких процесів, тоді як перевірка 
застосовуваних методів, моделей чи процедур є необхідною умовою, яка дозволяє поєднувати науку та практику 
управління, в той час як методологічна триангуляція підтримує дослідницькі проєкти. Згідно вищезазначеному, автором 
рекомендовано докласти максимум наукових зусиль, спрямованих на розробку інструментів, методів та процедур для 
застосування доцільного методу та підходів у рамках маркетингових досліджень, з особливим акцентом на фактори, які 
визначають якість процесу. 
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