Marketing and Management of Innovations ISSN 2227-6718 (on-line)

Issue 1, 2020 ISSN 2218-4511 (print)
http://doi.org/10.21272/mmi.2020.1-10 JEL Classification: M31, 030, C44
Henryk Dzwigol,

Ph.D., Professor, Silesian University of Technology, Poland
INNOVATION IN MARKETING RESEARCH: QUANTITATIVE AND QUALITATIVE ANALYSIS

Abstract. 75is article focuses on the triangulation of research methods and techniques in the discussion on the
evaluation of marketing research. Research tradlifions in marketing can be referred fo the division of research
methodologies, according fo 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 methoas) are usead, with a primary focus on the analysis
of qualitative aspects of the studied processes, thus making litfle 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 fo 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 fo make conceptual models more probable. For the further
development of marketing, it becomes essential fo increase the scope of application of formal research
methodologies as well. The analysis of the liferature indicates the need for an in-aepth diagnosis of combined
methods in the research process in the broader context of management sciences. The aim of the arficle 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 studly 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 condifion allowing to combine science and management
practice, while methodological triangulation supports research processes. Concerning the preceding, the author
recommends in the present arficle 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;

— toincrease 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; Kwilinski, 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. ls 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.0

Is methodological triangulation a prerequisite for
research processes? Is methodological tiangulation a
prerequisite for research processes?

= Strongly agree

8.48% 2.24%

= Agree

= Neither agree or
disagree
Disagree

= Strongly disagree

Does a researcher affect the combination of
quanttative and qualitative methods in the research

process?
9.48°% 2-49‘% 0.00% = Strongly agree
= Agree
= Neither agree or
disagree
Disagree

= Strongly disagree

Does the methodological triangulation support
research processes?

1.25% . 0.25%
i = Strongly agree

= Agree

= Neither agree or
disagree
Disagree

= Strongly disagree

Is it necessaryto verify the developed methods,
procedures or models in practice to make the

research credible?
5.24% —0.50% = Strongly agree
9.48%
= Agree
= Neither agree or
disagree
Disagree

= Strongly disagree

Is averification of the developed methods, models
and procedures a necessary condition for combining
science and management practice?

574% - 1.75%

= Strongly agree

= Agree

= Neither agree or
disagree
Disagree

= Strongly disagree

Is it necessary, after defining a research problem, to analyse
selected qualitative and quantitative methods n orderto make a
100% preliminary selection?

— 0.25%
. = Strongly agree

= Agree

= Neither agree or
disagree
Disagree

= Strongly disagree

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?l

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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IHHOBAUii B MapKeTUHIOBUX JOCNIAXEHHAX: KINbKICHI Ta sIKICHi MeToau aHanisy

Y crarri po3rnsHyTo TPMAaHIYISLI METOZIB Ta 3aC00IB JOCITIKEHHS DU OLIHIOBAHHI MAPKETUHIOBUX JOCIIKEHb, ABTOpOM
343HAYEHO, 14O TDEANYIIHO — METOLOIIONS MAEDKETUHIOBUX LOCII[IKEHL PO3IOIAETLCS HA KOHLEMTYAllbHI, TEOPETHYHI,
MATEMATHYHI, EMITIPHYHI Ta QOPMAETbHI METOaN L[OCILKEHHS, B OCHOBI SKUX JIeXaTb KIIbKICHI MeTogy, Marematnywi 1a
crarcTudHi Mogesns. [lpn oMy y MapKeTUHrOBUX HayKoBuX [JOCITIIKEHHSX BUKODUCTOBYIOTLCS KOHLENTYalbHi MeTogn (Taki sk
EBTPECTHYHW T4 KDEATUBHIN) 3 OCHOBHIM aKLEHTOM HA GHA/I3 SKICHUX ACITEKTIB JOCIIKYBAHNX POLECIB, JELYO MOCHTIANCS
Ha eMrjpndHmi miaxi[. Tak, MeTogosora emmjpuyHux [OCIAKEHb LLIMPOKO BUKOPUCTOBYETLCS ¥ MAPKETUHIY, YO [O3BOSE
PO3POGUTH EMIPUYHI MOZEST], 3aBLSKU SKUM MOXITUBO BUSBUTH, HAMPUKIIAL, DEarl30BaHi MOZEs MapKeTUHIOBUX CTPpAaTeril, LYo
MOXYTb BIAIIOBIAATH TEOPETHYHIM MOJENSM 00 BIfPI3HATUCE Bl HUX. ABTOPOM HArOMIOLLIYEHO, L0 EMITIDUYHI MOLETT He 3aBXAN
MOXYTb ByTH Peasi3oBaHi, Tak Sk HaNqacTille MocunaoTsCs Ha TenepiluHi abo muHysi gawi. OnHak, BuLye3asHaveHi mogesni
MOXYTb ByTH npegmeTom beHYMapkeTwHry. bifibie Toro, emmjpnyHi Mogesi crpusiioTs GinbLuiii FIMOBIDHOCTI KOHLEMTYalTbHIX
mogened. Takum YuHoM, OGN POSBUTOK MAPKETHHIOBUX LOCITKEHb MEDEJ0AYAac pOSLIMPEHHS CREDHU 3aCTOCYBAHHS
DopMarbHUX METOLIB L[OCII[KEHHS. AHAII3 JITEPATYDHUX [IKEDES, CBIAYNTL PO HEOOXIGHICTL MOMBNIEHOI JiarHOCTHKM
KOMBIHOBaHNX METOLIB AOCITIXEHHS ¥ MPOLEC] JOCITIKEHHS B BiNbLL LIMDOKOMY KOHTEKCTI HayKk fpo ynpasiikHsg. Mera crarri
BUPEKAETLCH HACTYITHUM TUTAHHAM. Y41 € METOLOIIONYHA TOHAHIYIISLIS HEOOXJHOK YMOBOK HAYKOBO-LOC/IHNLLKNX POLECIB
701 OLJIHIOBAHHI  MADKETUHIOBUX  [OCITKEHb? ABTODOM 3a3HAYEHO, LYO OTOUMAHI PEe3ysIbTATH SBISKOTLCH  YACTHHOK
KOMITIIEKCHOTO LOCII[KEHHS METOLIB aHari3y. biriblue Toro, rpoBELEHe eMITpUYHE JOCIIIKEHHS MATBEDAXYE T4 TEOPETUYHO
[OBOANTb, IO METOLOJIONYHA TPIAHIYTISLS € HEOBX(GHOW yMOBOK 4715 AOCIAHMLEKUX DOYECIB, Tofi 5K EpeBjpka
3aCTOCOBYBaHMX METOLIB, MOJENEH Y rpoyesyp € HeoOX[JHOW YMOBOK, Ska L[O3BOSISE I0E4HYBATH HAYKY Ta DAKTUKY
YIPaBIIHKS, B TOA Yac K METOLO/ONYHA TOUAHTYIISLIS MIGTPUMYE JOCIAHNLEKT DOEKTH, SriAHO BULYE3Aa3HAYEHOMY, aBTOPOM
PEKOMEHAOBAHO LOKIIACTH MaKCUMyM HAYKOBUX 3YCurib, CIPAMOBAHUX Ha PO3POBKY IHCTPYMEHTIB, METOLIB Ta Mpoyesyp 4ns
34CTOCYBAHHS [OYITbHOO METOLY Ta MAXOLIB ¥ PAMKaX MAPKETHHIOBUX [OCITIIKEHD, 3 OCOBINBUM aKLEHTOM Ha QaKTopu, ki
BU3HAYAKOTb SKICTH POLIECY.
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