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Abstract
Frame of the research: New methodological approaches and massive amounts of
collectible data call for the definition of the state of the art of qualitative research in
marketing and management studies.
Purpose of the paper: We provide an overview of qualitative research in the most
recent literature in order to detect patterns and shared practices. Our results provide
insight to researchers approaching qualitative data analysis.
Methodology: A total of 87 papers, published from 2017 to 2021 in 10 high-ranked
international marketing and management journals were collected and analyzed.
Information on the sub-components of our analysis was coded, summarized, and reelaborated to better highlight the research findings.
Results: Following an ideal data flow, our study focuses on specific issues about
the data types and sources that were used, the application of analysis techniques, and
the sharing of data, thus re-interpreting them in terms of their specific importance to
qualitative research.
Research limitations: A major limitation lies in the fact that papers from some
top journals were not reviewed. Moreover, some main topics in qualitative research,
e.g. research questions, methodologies, and procedures, were deliberately overlooked,
as we hope to analyze them in further studies.
Practical implications: We offer input to scholars as we introduce some useful
automated and online tools for data collection, analysis, and sharing in qualitative
research. The information we produced is of the utmost usefulness for researchers who
want to open their study perspective by using less investigated data.
Originality of the study: We raise some challenging questions on the possibility of
a synthetic and parsimonious approach to qualitative research and leave scholars with
an open question on the evolution of qualitative studies in future research.
Key words: qualitative data analysis; data availability; data analysis techniques

1. Introduction
The ongoing discussion on the methodologies applied in qualitative
research, and on its rigor, validity, and generalization, can be examined from
a data-driven perspective. By definition, quantitative analysis incorporates
a higher level of accuracy because it deals with numerical data and
consolidated, shared analysis techniques. In some ways, the quantitative
research method is contained within the analysis and the researcher’s
subjectivity is restricted, but not eliminated, by data. Conversely, qualitative
data analysis, due to its undefinable nature, is still suffering from a lack of
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shared methodologies and community-accepted practices on the surface
(Corbetta 2014). The massive availability of data of diverse and different
nature, type, and format has led the scientific community toward more
complex research approaches involving work on qualitative along with, or
as an alternative to, quantitative data.
One of the most widely accepted definitions of qualitative research is
provided by Wolcott (1994), who identifies it through the three steps of
data description, analysis, and interpretation. Wolcott’s research phases
can be reinterpreted along a data work continuum, where analysis is a
step torward total adherence to the information provided by data and
is preparatory for the formulation of a construct or final theory based
on data. Nevertheless, it is challenging to give a general definition of
qualitative analysis, as this type of work is strongly bound to its research
context, as well as to the data. For this reason, Gibson and Brown (2009)
prefer to define contextualized analysis as a qualitative research procedure
that relates data with conceptual problems in the context of social science
and that can trigger different methodological approaches. “The focus on
data type is largely a distraction from the more important distinction of
inductive versus deductive forms of inquiry (Eisenhardt and Graebner,
2007)” (Nowell and Albrecht, 2019, p. 4).
Qualitative research lays its foundation on three modes of logical
reasoning: deduction, which is the formulation of hypotheses that are
later tested on data; induction, which is the building of a general theory
from particular observations; abduction, which is reasoning toward
meaning that explains exceptions in the data with plausible explanations
(Given, 2008). The distinction among modes of reasoning in qualitative
research is not definitive, as induction may result from a previous
deductive approach, while abduction uses both deductive and inductive
methods to build and demonstrate theories (Saetre and Van De Ven,
2021). Grounded Theory (GT) initially asserts that theory emerges from
data, and considers the researcher a reflexive scientific observer (Glaser
et al., 1967). Constructivist grounded theory assumes that the researcher
participates in generating data and theories (Timonen et al., 2018). The
most recent developments in GT include the alignment of the GT method,
which involves a combination of induction, deduction, and abduction
in order to gain conceptual clarity about phenomena (Reichertz, 2010;
Timonen et al., 2018). Nevertheless, some scholars agree that “abduction,
rather than induction, should be the guiding principle of empirically
based theory construction”, (Timmermans, 2012, p. 167). Abduction is
a generative process of new ideas based on the researcher’s hunches and
creativity (Saetre and Van De Ven, 2021), where theory neither presides
over nor derives from data; rather, research hypotheses and evidence go
hand in hand with data to develop a new theory or to expand an existing
one (Conaty, 2021). The logical nature of abductive reasoning answers the
needs of management scholars against the variability and anomalies typical
of a rapidly changing social and organizational context (Saetre and Van De
Ven, 2021). Moreover, this approach has proven to be more suitable than
others in facing the challenges of the qualitative analysis of multiple and
numerous data produced within the infosphere.

The constant connectivity that characterizes our lives allows a
continuous interaction of virtual and physical environments (Bresciani et
al., 2021) and the production of onlife information, narratives, contents,
and communities (Floridi, 2017) that participate in the delineation of socalled Big data. A classical, yet not conclusive, definition of big data is “the
datasets that could not be perceived, acquired, managed, and processed by
traditional IT and software/hardware tools within a tolerable time”, (Chen
et al., 2014, p. 173). This data is described through the 4Vs model, whose
elements are: the great Volume of available information; the Variety of
data types and formats; the Velocity in data generation, acquisition, and
management; the Value extracted from the information collected (Chen et
al., 2014; AGCOM, 2020). Volume and variety of accessible data present the
researchers with “questions [...] about the accessibility, ethics, and utility of
big data”, (Mills, 2018). This entails the decision on the quality and scale of
information that is needed to understand a phenomenon of interest or to
demonstrate a theoretical construct, namely which data has value within
the research context. Indeed, “each type of data and how it was collected
has different strengths and weaknesses in relation to the research questions
and analysis techniques” (Given, 2008). On the other hand, the richness of
information can lead to new and comprehensive theoretical developments
if researchers are willing to open to the complexity of data and employ
their creativity in the data analysis. Moreover, variety is an added value not
only as an input but also as a research output, as it carries a perspective in
the information that is beyond neutrality. Within an abductive perspective,
data availability can trigger a virtuous circle where more information
generates more theories, together with new data that can provide hunches
and ideas for further research in marketing and management. This scenario,
where new methodological approaches and massive amounts of collectible
data meet, calls for the definition of the state of the art of marketing and
management studies.
This work places itself within the ongoing discussion on qualitative
research as a convincing option to quantitative research in business,
management, and accounting. Data availability and technical progress
provide substantive challenges and opportunities in marketing and
management studies (Grewal et al., 2021; Dźwigoł, 2019 and 2020). We
provide an overview of qualitative data research through the most recent
literature in order to detect patterns and shared practices from a datadriven perspective. Our results provide insight to researchers approaching
qualitative data analysis. Starting from the 87 papers that were collected
and analyzed, we report data collection methodologies (data source; the
number of samples collected; collection time span), the use of dictionaries
(dictionary type; name for standardized and previously used dictionaries;
validation method), software applied to the analysis of data, and availability
and storage of collected data (see Paper supplementary materials). The
information we produced is of the utmost usefulness for researchers who
want to open their study perspective by using less investigated data.
Findings show an intensive use of data, which is mainly textual and
analyzed through dictionaries, together with a trend toward data sharing
practices in a research reproducibility logic. We collected papers published
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in a 5-year time span from high-ranked journals in marketing and
management. Following an ideal data flow, our study focuses on specific
issues pertaining to the data types and sources that were used, the application
of data analysis techniques such as dictionaries and Computer Assisted
Qualitative Data Analysis Software (CAQDAS), the sharing of acquired
or resulting data, and re-interprets these in terms of specific importance
to research. We also present some automated and online instruments that
can support qualitative data research. The rest of the paper is organized as
follows: section 2 is about tools and methodologies; section 3 describes the
topics of the study in the considered literature; theoretical contributions,
limitations, and further studies are presented in section 4.
2. Methodology
In order to provide an overview of qualitative research through recent
literature, papers were selected from the highest-ranked international
journals in 2020 according to the Scimago Journal & Country Rank1. A total
of 10 journals were shortlisted in the subject area Business, Management,
and Accounting and in the Marketing category. The selected ordering
criterion was the SCImago Journal Rank (SJR) indicator, described on
the Scimago web portal as “a measure of journal’s impact, influence or
prestige. It expresses the average number of weighted citations received in
the selected year by the documents published in the journal in the three
previous years”2 and developed by Guerrero-Botea and Moya-Anegónb
(2012). The list was last consulted on 21 October 2021. This is the full list
of selected journals, ordered according to the Scimago Journal & Country
Rank:
1. Journal of Consumer Research - Oxford University Press
2. Journal of Marketing - American Marketing Association
3. Journal of Marketing Research - American Marketing Association
4. Marketing Science - INFORMS
5. Journal of the Academy of Marketing Science - Springer
6. Journal of Consumer Psychology - John Wiley & Sons
7. Journal of Public Administration Research and Theory - Oxford
University Press
8. Journal of Supply Chain Management - Wiley-Blackwell
9. International Journal of Research in Marketing - Elsevier
10. Journal of World Business - Elsevier
A time span of five years (2017 - 2021) was decided on a priori to
focus our efforts on the latest qualitative studies and to limit the amount
of research material to analyze. Papers from the selected timeframe were
searched in the Google Scholar database by using the advanced research
function to find the string “qualitative analysis” in the titles, abstracts,
and keywords of each selected journal. In some cases, the publisher was
also added to strenghten the correspondence of the results. However, a
visual double-check the collocation of a paper into the journal of interest
1
2
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was also needed. We considered all papers regardless of the nationality of
the studies and authors’ affiliation. The Google Scholar database was last
consulted on 7 November 2021. A total of 87 papers were collected and the
full list of references per journal is displayed in Table 1.
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Tab. 1: Full list of collected papers
Journal
International Journal of Research
in Marketing
Journal of Consumer Psychology

Papers
Gerrath and Usrey (2021); Deng (2021)

Consiglio et al. (2018); Mukhopadhyay et al. (2020);
Teeny et al. (2020)
Journal of Consumer Research
Humphreys and Wang (2018); Netemeyer et al.
(2018); Liu et al. (2019); Bellezza and Berger (2020);
Coskuner-Balli (2020); Melumad and Pham (2020);
Borghini et al. (2021); Dinnin et al. (2021); Mimoun
(2021); Wieser et al. (2021)
Journal of Marketing
Nam (2017); Johnson and Matthes (2018); Colm et al.
(2019); Molner et al. (2019); Chapman (2020); Singh
et al. (2020)
Journal of Marketing Research
Van Den Bulte et al. (2018); Fournier and Eckhardt
(2019); Zyung et al. (2020)
Journal of Public Administration
Destler (2017); Ulibarri and Scott (2017); Nowell and
Research and Theory
Albrecht (2018); Whetsell et al. (2020); Lavee (2021);
Buntaine et al. (2021); Barnes (2021); Woodhouse et
al. (2021)
Journal of Supply Chain
Brito and Miguel (2017); Stolze et al. (2018); Hardy et
Management
al. (2020); Marques et al. (2020); Carter et al. (2021);
De Vries et al. (2021); Krause and Pullman (2021)
Journal of the Academy of
Guo et al. (2017); Homburg et al. (2017); Malshe and
Marketing Science
Friend (2018); Zhang et al. (2018); Hamilton and Price
(2019); Arunachalam et al. (2020); Gupta (2020);
Nenonen et al. (2020); Pedada (2020); Ahearne et al.
(2021); Keller et al. (2021); Peterson et al. (2021)
Journal of World Business
Borda et al. (2017); Mbalyohere et al. (2017);
Peltokorpi and Yamao (2017); Buchanan and Marques
(2018); Gaur and Kumar (2018); He et al.(2018); Khan
et al. (2018); Mullner and Puck (2018); Nielsen and
Raswant (2018); Santangelo (2018); Teagarden et al.
(2018); Tupper et al. (2018); Yakovleva and VazquezBrust (2018); Yang and Sonmez (2018); Zeng et
al. (2018); Gamso and Nelson (2019); Lunnan and
McGaughey (2019); Makela et al. (2019); Dau et
al. (2020); De Beule et al. (2020); McWilliam et al.
(2020); Outila et al. (2020); Xing et al. (2020); Barnard
and Mamabolo (2021); Buciuni and Pisano (2021);
Chakravarty et al. (2021); Elo et al.(2021); Kafouros
et al. (2021); Knoerich and Vitting (2021); Martin et
al. (2021); Nyamrund and Freeman (2021); Pasquali
(2021); Tolstoy et al. (2021); Zao et al.(2021)
Marketing Science
Liu et al. (2018); Timoshenko et al. (2019)
						
Source: our elaboration

Numerical data allows the detection of publication patterns among
the journals. Fig.1 shows an evident discrepancy within our sample on the
percentage of papers that deal with qualitative research in each journal.
Most of the qualitative studies were found in Journal of World Business
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(34 papers), followed by Journal of the Academy of Marketing Science
(12 papers), Journal of Consumer Research (10 papers), Journal of Public
Administration Research and Theory (8 papers), Journal of Supply Chain
Management (7 papers), Journal of Marketing (6 papers), Journal of
Consumer Psychology and Journal of Marketing Research (3 papers each),
Marketing Science and International Journal of Research in Marketing (2
papers each).
Fig. 1: Papers on QA research per journal
Source: our elaboration
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Anyway, the overall number of published papers per year demonstrates
a seesawing yet growing interest in, and application of, qualitative analysis
in consumer research, with 27 papers in 2021, 20 papers in 2020, 9 papers
in 2019, 22 papers in 2018, and 9 papers in 2017. The pattern of qualitative
research papers per year is shown in Fig. 2.
Fig. 2: Papers on QA research per year
Source: our elaboration
30

27

25

22

20

20
15
10

9

9

5
0

2017

2018

2019

2020

2021

After an exploratory inspection of our research material, we formulated
the coding scheme displayed in the Paper supplementary materials.
Information on the type and quantity of data that was gathered with the
data sources and collection time spans, along with the dictionaries and
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automated qualitative analysis software that were used and the acquired
or resulting data that was made available for future research was coded in
Google Sheets, summarized, and re-elaborated to better highlight research
findings. The coding phase consisted of three steps: in the first step, all the
journal papers were collected and numerical data, together with abstracts
and keywords, were stored; in the second step, each paper was read and
analyzed individually to detect our topics of interest; finally, all data was
thematically aggregated to show differences, similarities, and patterns
in the literature. The whole process was carried out manually by the two
authors.
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3. Findings and discussion
The purpose of this review is to map qualitative data analysis in
marketing and management research from a data-driven perspective. The
acquired literature is extensive enough to provide a thorough overview
of the various sub-components that constitute the focus of our analysis.
Our research path follows an ideal flow of the data from its acquisition,
to its analysis techniques, and finally to a resulting sharable output that
can provide material for further research. Along this itinerary, we also
point out some useful automated and online tools to enhance qualitative
research. The introduced research path is mapped in Fig. 3.

• Survey, interview, text, User
Generated Content (focus group,
consumer panel, oral reviews on
Amazon, autobiographic surveys)
• Experimental acquisition (in store
videos, recruited influencers,
speeches, experimental scenarios,
partecipant observations, data from
partecipants on MTurk)
• Media, tv, radio (articles, review
blogs, product reviews, audio
transcripts, records of meeting
attendance and meeting minutes)
• Institutional/Business data (archival
data and documents, paper of top
journals, case studies, field notes,
panels, email data)

Data
Source
Data
Processing

Output
Data

• Appendix to paper
• Online platforms for
scientific research
(Harvard Dataverse, Open
Science Framework)
• Other digital repositories

Fig. 3: Our data-driven research path
Source: our elaboration

3.1 Data type and source
The review of recent literature disclosed a highly articulated scenario:
the majority of the papers leveraged variate data sources and a multilevel
data collection methodology. Against the general criticism of a lack of rigor
in qualitative analysis, the data collection methodologies are accurately
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described in their variety of data, sources, and the acquisition procedure.
The concept of qualitative data and its comparison to quantitative data
is actually opaque. The definition of qualitative data as all the information
that cannot be numerically coded and statistically analyzed is not always
verified. Indeed, the two kinds of data are not mutually exclusive in the
research, as “it is common for quantitative research to produce some
qualitative data [...] and for qualitative research to generate data that can
be described numerically and analysed statistically” (Gibson and Brown,
2009, pp. 8-9). Moreover, nonnumerical data can be analyzed statistically,
if it is re-coded in a numerical scale (e.g. a Likert scale to rate verbal
statements) (Given, 2008). In addition to traditional offline sources of
qualitative data such as surveys/interviews, letters, reports, diaries, field
notes for verbal data and pictures, maps, print advertisements, diagrams,
art, or films for nonverbal data, sources from the digital world, in the form
of content creation and sharing platforms, forums for consumers, and
social media, need to be considered. In this scenario, text-based data is a
central object in social and consumer research. Moreover “researchers can
combine the analysis of big data patterns with interviews, focus groups,
and ethnographic observations of online users to make the connections
between large data trends, and rich complementary data from individual
users or cases” (Mills, 2017, p. 598).
As confirmed in the literature and consulted manuals, most qualitative
research works with textual data. The importance of text is underlined
in Humphrey’s work, where a roadmap for automated text analysis is
proposed along with a focus on research questions that lend to text analysis
(Humphreys and Wang, 2018). Except in cases when data retrieval is not
considered (Humphreys and Wang, 2018, Mukhopadhyay et al., 2020), and
in a single case in which text and numerical data are derived from in-store
video recordings (Zhang et al., 2018), the totality of our sample of papers
gather text as the main type of data. In some cases, text and numerical data
are combined in mixed analysis methodologies. The origin of numerical
data can be either from the text itself, using word count, occurrences, and
other techniques (Peltokorpi and Yamao, 2017; Nielsen and Raswant, 2018;
Zeng et al., 2018) or interviews with a Likert scale response (Guo et al.,
2017; Zyung et al., 2020; De Vries et al., 2021; Martin et al., 2021), or from
unconnected data sources, such as institutional databases, firms’ internal
reports, and statistics (e.g. Borda et al., 2017; Martin et al., 2021; Santangelo,
2018; Tupper et al., 2018; Gamso and Nelson, 2019; Pasquali, 2021; Zao,
2021). With the exception of literature reviews, editorials, commentaries,
and methodological overviews (e.g. Zao, 2021; Chakravarty et al., 2021;
Elo, 2021; Kafouros et al., 2021; Dau et al., 2020; Gaur and Kumar, 2018;
Nielsen and Raswant, 2018; Zeng et al., 2018; Teagarden et al., 2018;
Hamilton and Price, 2019; Ahearne et al., 2021; Chapman, 2020; Hardy et
al., 2020; Carter et al., 2021; Humphreys and Wang, 2018; Mukhopadhyay
et al., 2020), interviews, questionnaires, and surveys are the most used
methodologies to collect data (62% of our sample). This primary source of
data is integrated with different data sources, which are either secondary
or on the same level, to collect more text data (e.g. Knoerich and Vitting,
2021; Buciuni and Pisano, 2021; Nyamrund and Freeman, 2021; Xing et

al., 2020; Lunnan and McGaughey, 2019; Khan et al., 2018; Yakovleva and
Vazquez-Brust, 2018; Mullner and Puck, 2018; Mbalyohere et al., 2017;
Peterson et al., 2021; Colm et al., 2020; Molner et al., 2019; Krause and
Pullman, 2021; Borghini et al., 2021; Wieser et al., 2021) or numerical data
(Martin et al., 2021; Zao, 2021; Santangelo, 2018; Tupper et al., 2018; Borda
et al., 2017; Singh et al., 2020; Nam et al., 2017). Other textual data sources
include, but are not limited to, institutional, business, or internal databases,
archival data, media (tv, radio, books, websites, newspapers), and online
(social media, online platforms) sources. A pattern of the data sources that
were used in our sample is mapped in Fig. 4.
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Interviews, questionnaires, surveys
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Interviews, questionnaires, surveys + other text data sources
Interviews, questionnaires, surveys + other numerical data
sources
Other text sources
Other numerical sources
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0

5

10
15
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Fig. 4: Data sources in qualitative research
Source: our elaboration

In some longitudinal studies, archival data may cover a very long time
span, e.g. in McWilliam et al. (2020), the collected data covered a 32-year
period of time, 31 years in Coskuner-Balli (2020), 30 years in Yang and
Sonmez (2018) and Mimoun (2021), 27 years in Zeng et al. (2018), just
to cite the most impressive. The data recollection process itself can take
more rounds or longer periods to be completed or to fulfill research
requirements. This especially happens in experimental studies, e.g. for the
experiment in Bellezza and Berger (2020), participants were recruited from
2015 to 2019. As far as experiments are concerned, information is only
partially acquired from an existing source, while the primary data emerges
during experimental studies (Gupta, 2020; Melumad and Pham, 2020; Van
Den Bulte et al., 2018; Consiglio et al., 2018; Teeny et al., 2020). In some
studies, and mainly those published in the Journal of Consumer Research,
some automated instruments and online platforms, such as Amazon
MTurk (Melumad and Pham, 2020; Coskuner-Balli, 2020), Qualtrics or
Delicious (Nam, 2017; Borghini et al., 2021; Deng, 2021; Woodhouse et
al., 2021), and web scraping techniques (Borghini et al., 2021), were used
for data recollection. In Bellezza and Berger’s phenomenon-based research
on the relationships between low and high status (2020), all the previously
mentioned instruments were applied to data recollection.
This overview of data collection procedures in the recent literature,
far from being exhaustive, serves as an example of how the scientific
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community applies different strategies to face the challenges of data volume
and variety. Indeed, this trend proves the willingness of researchers to
reinforce qualitative analysis studies with more data and to generate more
comprehensive theory through the aggregation of data from different
sources. Despite their careful attention and detailed description of data
collection methodologies, lengthy and complicated retrieval processes
make research reproducibility difficult to obtain. The delineation of
shared practices and the use of automated tools could partially reduce
such limitations, notwithstanding the highly contextualized nature of
qualitative research.
3.2 Research techniques
Following our ideal data flow, this overview focuses on two techniques
in qualitative research, namely the categorization (or coding) phase, with
the dictionaries adopted in this process, and the use of CAQDAS for
textual analysis. We also provide a brief description of some interesting
tools for data analysis that were found in the considered literature.
As pointed out by Grodal et al. (2021), the coding phase is essential
for qualitative analysis and preliminary to theoretical and empirical
studies applying both top-down and bottom-up approaches. Coding data
into categories helps researchers make sense of the variety of retrieved
information. Such a process informs theory testing and building, thus
organizing data into a certain level of parsimony and consensuality
(Corley and Gioia, 2011). This can be seen in the most recent literature in
marketing and management as, regardless of the logical reasoning applied,
almost the entire selected sample (75.8%) claims to use categorization at
least as a first-level analysis. Some exceptions where categorization is not
applied, or not declared, are represented by literature reviews (Teagarden
et al., 2018; Hamilton and Price, 2019; Ahearne et al., 2021; Carter et al.,
2021), methodological overviews (Humphreys and Wang, 2018; Hardy et
al., 2020; Borghini et al., 2021; Nowell and Albrecht, 2018), one editorial
(Mukhopadhyay et al., 2020), and some theory building (De Vries et al.,
2021; Liu et al., 2019 and 2018) and experimental studies (Bellezza and
Berger, 2020; Van Den Bulte et al., 2018; Buntaine et al., 2021; Woodhouse
et al., 2021). As information is grouped in categories, categories are
likewise organized into dictionaries. Fig. 5 shows the distribution of the
dictionaries that were applied to categorization in our sample and divided
into standardized dictionaries, dictionaries used in previous studies,
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approaches with multiple levels of categorization.
Fig. 5: Distribution of dictionaries
Source: our elaboration

Scholars emphasize the importance of carefully building or selecting
a reference dictionary. Dictionaries that are created by authors contain
categories emerging from data, making them more compliant towards
the context, methodology, and purpose of the study, while “generic
dictionaries may perform poorly in a given domain” (Chapman, 2020, p.
84). Dictionaries that are retrieved from previous work can contribute to
placing a study within a specific branch of research acknowledged by the
scientific community. In both cases, to guarantee methodological rigor and
scientific validity, the process leading to the choice, merging and removal
of categories should be, and usually is, accurately described (Grodal et
al., 2021) and validated (Humphreys and Wang, 2018). An alternative or
concurrent approach to obtain methodological rigor consists in using a
standardized list of categories. Against Chapman’s reluctance (Chapman,
2020), standardized dictionaries cover different domains and, in general, it
is advisable to use an available, tested, and scientifically approved dictionary
when it fits the dataset and the goals of the research. Nevertheless, a
standardized dictionary was used only in 9.2% of our sample.
From the substantial list of standardized dictionaries provided in
Humphreys and Wang (2018), only the Linguistic Inquiry and Word Count
(LIWC) (Pennebaker, 2015) dictionary was used in our sample (CoskunerBalli, 2020; Singh et al., 2020; Dinnin et al., 2021; Mimoun, 2021). LIWC
is a general dictionary that includes approximately 90 categories (divided
into summary language variables, general descriptor categories, standard
linguistic dimensions, word categories tapping into psychological
constructs, personal concern categories, informal language markers, and
punctuation categories) and 6,400 English words (it is also available in
languages other than English). It can be easily applied in the analysis of
massive textual data through a software that is commercially distributed
on the LIWC website3.
3

https://liwc.wpengine.com/
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In spite of the difficulties in collecting, managing, analyzing, and
interpreting growing amounts of data, the use of automated tools in
qualitative research studies is still relatively scarce. Only 22.7% of the
analyzed literature leveraged a CAQDAS, even though this kind of
automatic tool, in most cases, was specifically developed for human
scientists and does not need programming skills. In the section of the New
York University Libraries’ website that is dedicated to Qualitative Data
Analysis, a list of, and comparison between, CAQDAS is provided4. Within
this 7-item list, NVivo was by far the most used in our sample (used in 12
papers), followed by QDAMiner, Atlas.ti, Dedoose and Leximancer. The
usage of automated analysis tools is summarized in Table 2.
Tab. 2: Automated analysis tools used
Software
NVivo

QDAMiner
Atlas.ti
Single-used CAQDAS
Other text analysis tools or ML
SEM and statistics

Papers
Mbalyohere et al. (2017), Ulibarri and Scott (2017),
Gaur and Kumar (2018), Johnson and Matthes (2018),
Malshe and Friend (2018), Yakovleva and Vazquez-Brust
(2018), Liu et al. (2019), Marques et al. (2020), Nenonen
et al. (2020), Barnes (2021), Knoerich and Vitting (2021),
Krause and Pullman (2021), Nyamrund and Freeman
(2021), Tolstoy et al. (2021)
Buchanan and Marques (2018), Stolze et al. (2018),
Arunachalam et al. (2020)
Lunnan and McGaughey (2019), Outila et al. (2020),
Lavee (2021)
Bellezza and Berger (2020), Coskuner-Balli (2020)
Nam (2017), Peltokorpi and Yamao (2017), Chapman
(2020), Melumad and Pham (2020), Singh et al. (2020),
Martin et al. (2021)
Peltokorpi and Yamao (2017), Singh et al. (2020),
Whetsell et al. (2020), Deng (2021), Woodhouse et al.
(2021), Martin et al. (2021)

Source: our elaboration

NVivo5 is an acronym for Nud+IstVivo (Non-numerical Unstructured
Data*Indexing, Searching, and Theorizing Vivo) and is a CAQDAS that
was first developed at Trobe University in 1981 by Tom and Lyn Richards
and then promoted by Qualitative Software Research (QSR) (Coppola,
2011). The latest version of NVivo (released in March 2020) does not have
an identification number, but follows NVivo 12 and is downloadable for
Windows and Mac. The advantages of working with NVivo include, but are
not limited to, data management (working with large datasets and different
data types in a more organized way, storing and retrieving data among
team members and projects), remote team collaboration, and visualization
tools for findings and results (Wiltshier, 2011). Moreover, NVivo provides
an open coding platform to define multilevel categories and build
connections among categories linked through nodes. Such an analysis
structure allows the researcher or research team to maintain a central,
4
5
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decisional position while fully exploiting the power of computation: “As
NVivo allows researchers to work with a wide variety of data, and adopt
whatever methodology best suits their research question, it is advocated
that it is the researcher who determines the results found, rather than the
software used” (Wiltshier, 2011). Being particularly suitable to the open,
axial, and selective coding steps, the use of NVivo is often associated with
the Grounded Theory methodology, as found in Mbalyohere et al. (2017),
Johnson and Matthes (2018), Nenonen et al. (2020), Krause and Pullman
(2021).
Beyond analysis, within a small part of our sample that leveraged a
digital instrument to collect data and manage research projects, the before
mentioned Mechanical Turk (MTurk)6 by Amazon is the most commonly
used tool (Netemeyer et al., 2019; Dinnin et al., 2021; Humphreys and Wang,
2018; Consiglio et al., 2018; Gerrath and Usrey, 2021; Borghini et al., 2021;
Timoshenko et al., 2019). It is a marketplace platform where researchers
can hire temporary workers to virtually conduct jobs of different entities, as
well as involve sample participants who are willing to answer digital surveys
in exchange for a small payment. The advantages of this instrument lay
in the possibilities it offers for the management of project tasks and roles,
remote work, and data retrieval process in a centered virtual environment.
Over the years, technology has been contributing to effectively
empower research potential. Indeed, the ones described, as well as other
similar tools, can effectively help to keep track of the research path and
data, build unexpected theoretical constructs, boost the reproducibility of
a scientific work, and, finally, fix some methodological standards for future
research. Automated and online research instruments are slowly spreading
in marketing and management studies, but awareness of their existence
and potential is increasing, probably encouraged by the challenges of
skyrocketing data availability.
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3.3 Open data
The last step of our overview considered the life cycle of data after it
has been analyzed in qualitative research. Data is a valuable asset whose
informative potential should not end within an individual research project,
but rather be shared and reused in an open way. In this perspective, 25
papers (28.4%) from our sample partially or fully share their collected and/
or analyzed data. This percentage, although promising, is still far from
being satisfactory. In most of the studies (18 out of 25), data was shared as
an appendix to the paper. In the same way, McWilliam et al. (2020) share
the coding scheme that had been developed in the paper, rather than their
own data. Barnes (2021), instead, claims to be willing to share data upon
request, as the private nature of some of the information prevents it from
being publicly disclosed. A summary of the data sharing options that were
adopted is provided in Table 3.

6

https://www.mturk.com/
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Tab. 3: Data sharing options
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Data availability
Appendix to paper

Papers
Nam (2017), He et al.(2018), Mullner and Puck (2018), Van Den
Bulte et al. (2018), Colm et al. (2019), Fournier and Eckhardt
(2019), Gamso and Nelson (2019), Molner et al. (2019),
Timoshenko et al. (2019), Marques et al. (2020), McWilliam et
al. (2020), Nenonen et al. (2020), Singh et al. (2020), Whetsell
et al. (2020), Zyung et al. (2020), Chakravarty et al. (2021), De
Vries et al. (2020), Elo et al.(2021), Gerrath and Usrey (2021)
Online platforms for Melumad and Pham (2020), Buntaine et al., (2021), Woodhouse
scientific research
et al. (2021), Mimoun (2021), Wieser et al. (2021)
Other digital repositories Bellezza and Berger (2020), Dinnin et al. (2021)

Vol. 40, Issue 1, 2022

Source: our elaboration

In this study, we highlight the use of online platforms for the storage
and sharing of data deriving from scientific research, as we consider these
systems to actively contribute to the common good of knowledge.
The Harvard Dataverse7 (used in Buntaine et al., 2021 and Woodhouse
et al., 2021, both published in the Journal of Public Administration Research
and Theory) is a free repository where researchers who are connected or
unrelated to the community of the University of Harvard, can archive
and share their own data or explore and customize available datasets
uploaded by other scholars. A DOI reference identifies all published
data in order to obtain academic credit through citations. To date, it
collects over 129,700 datasets for 14 subjects (Social Sciences, Arts and
Humanities, Earth and Environmental Sciences, Medicine, Health and
Life Sciences, Law, Agricultural Sciences, Computer and Information
Science, Physics, Engineering, Astronomy and Astrophysics, Business and
Management, Chemistry, Mathematical Sciences, Other). In the Business
and Management section, 1,050 datasets have been freely available for
download since 2007.
The Open Science Framework8 (used in Melumad and Pham, 2020
and Mimoun, 2021, both published in the Journal of Consumer Research)
is a full-service platform for research projects management. It offers the
necessary tools to coordinate collaborators and jobs, track work progresses,
and upload, store, and share all the paper preprints, datasets, and all
files that are linked to a study. Data is stored within a project folder, so a
researcher needs to search for an author’s paper or project name to freely
access and download it. Every file that is uploaded in the project folder is
identified with a persistent URL for citing and sharing.
In some fields, access to data is still burdensome, time-consuming,
and costly for the scholarly community. Thanks to the availability of
information, the constant need to engage with the reality of firms and
customers, and the increase in methodological and technical awareness,
it is our opinion that marketing and management research is developing
into what Sawyer would refer to as a data-rich field (2008). Without losing
ourselves in the depths of big data, we can certify that if all the studies we
7
8
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encountered in our review had shared their relatively small, acquired and/
or resulting datasets in the same place, we would have had a remarkable
dataset that would have been available at no further cost, in accordance
with the philosophy of the Open Data Movement (Kitchin, 2014). Indeed,
open access to research data could become a requirement in some research
realities in the future, just as it is now in the field of public administration.
Reusable data does not come at no cost: policies on data ethics, format
definition, and the validation of datasets are needed in order to assure that
their use outside the original research context remains meaningful and free
of bias (Mills, 2017). Although more data does not necessarily entail better
data, retrieving, aggregating, and customizing used datasets can generate
new, unexpected value.
To the best of our knowledge, there is no institution in the Italian
marketing and management research community that provides storage
power and guarantees fairness in data management and sharing. While
waiting for an agreement in relation to open data within the scientific
community, our contribution to this specific matter can be found in the see
Paper supplementary materials, where all the data that was collected for
our study is organized and reported.
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4. Conclusions and further research
In the present study, we followed a data-driven perspective to provide
an overview of data types and sources, analysis techniques, and data sharing
in qualitative research. Against the general perception of a lack of rigor,
the observations on the recent literature prove that there has been a great
evolution in qualitative research in terms of data collection methodologies
and scientific approach.
Findings show that almost all of the analyzed papers dealt with textual
data. The accurate description of data collection methodologies that was
found in most papers demonstrates an attempt towards scientific rigor
and, in some cases, motivates the need for fixed procedures. As previously
discussed and illustrated in Fig. 5, some shared procedures, such as the use
of standardized and previously validated dictionaries and the application
of software for data analysis, have already been applied in text analysis.
Nevertheless, research reproducibility still seems to be a distant goal, due
to the highly contextualized character of qualitative research.
We raised some challenging questions concerning the possibility of a
synthetic and parsimonious approach to qualitative research where volume,
variety, velocity, and value of data can be channeled to build original and
compelling theories. The use of automated and online tools can encourage
reproducibility. For this reason, we offered scholars helpful advice by
introducing some useful instruments for qualitative research. A wider use
of automated and online tools in data collection, analysis, and sharing can
empower research potential and boost the consolidation of sharable and
replicable practices.
This does not imply renouncing the human factor, which is an added
value to qualitative research, but rather finding a balance between the
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automatism of online tools and the creative role of the researcher. The
suggested strategies are sourced from publications in high-ranked
international journals in business, management, and accounting, and
this is useful knowledge for researchers who want to approach qualitative
analysis. Finally, we detected the urge to plan a data life cycle through the
promotion of instruments and practices for sharing and reusing data at
a national scientific community level. This matter definitely becomes
significant in the current research context, which ispromoted and
supported, for example, by scientific associations such as the Italian Society
of Management (SIMA).
A major limitation of the present work is that papers from some top
journals were not reviewed. More time and a larger research team would
allow us to include other journals in the fields of business, management,
and accounting, both by selecting different parameters (e.g. the H index)
on Scimago, or by referring to other databases (Jstor, Web of Science).
A different selection of business, management, and accounting journals,
based on their topics of interests and sectors (e.g. retailing, services), would
also provide some interesting insight on the use of a qualitative approach.
Moreover, certain main topics in qualitative research were deliberately
overlooked, as we hope to analyze them in the future. Indeed, studies on
this subject could involve an exploration of research questions, analysis
methodologies, and procedures, perhaps by extending our list of journals.
Further research could also focus on journals that explicitly ask for
contributions on qualitative research in their aims and scope, as in the
case of the Journal of World Business that, as reported in the methodology
section, published the most papers on qualitative research over the last 5
years. Furthermore, by extending the list of sourced journals, qualitative
studies could be selected and aggregated according to the authors’
affiliation and nationality in order to map qualitative research also from a
geographical perspective.
More complete documentation can contribute to accurately outlining
qualitative studies and opening a discussion on data, its characteristics, and
its use in marketing and management research. In fact, “Data has long been
the fuel that has powered academic marketing research” (Grewal et al.,
2021, p. 1028). Previously, quantitative analysis was the preferred method
in marketing and management studies, and numerical data was collected
and analyzed to prove a priori theoretical constructs. The paradigm is
currently shifting from theory to data: the analysis of data can deepen the
meaning and usefulness of available information that is either gathered as
individual data or aggregated, as in the case of big data. Volume, variety,
velocity, and value, along with the properties conveyed by the modality of
data (Grewal et al., 2021) seem to stem from a parsimonious and rigorous
approach and to easily open up to creativity, which is the moving power of
certain qualitative research methodologies like abduction (Saetre and Van
De Ven, 2021).
In light of the above discussion, our opinion is that qualitative research
is currently experiencing a dichotomy: on the one hand, the multipurpose
nature of qualitative studies and the very nature and modality of data
encourage the creative process of researchers’ work. On the other hand,

the methodologies and techniques described in this study demonstrate the
need to promote a scientific approach towards qualitative research through
rigor, parsimony, and reproducibility. This leaves scholars with an open
question on which of these two trends will prevail in future research.

Federica Izzo
Alessandra Storlazzi
From data to data:
an overview towards
qualitative data research
reproducibility

References
AHEARNE M., ATEFI Y., LAM S.K., POURNASOUDI M. (2021), “The future of
buyer-seller interactions: a conceptual framework and research agenda”,
Journal of the Academy of Marketing Science, vol. 50, n. 1, pp. 1-24.
ARUNACHALAM S., BAHADIR S.C., BHARADWAJ S.G., GUESALAGA
R. (2020), “New product introductions for low-income consumers in
emerging markets”, Journal of the Academy of Marketing Science, vol. 48, n.
5, pp. 914-940.
BARNARD H., MAMABOLO A. (2021), “On religion as an institution in
international business: Executives’ lived experience in four African
countries”, Journal of World Business, Available online.
BARNES C.Y. (2021), “It Takes a While to Get Used to: The Cost of Redeeming
Public Benefits”, Journal of Public Administration Research and Theory, vol.
31, n. 2, pp. 295-310.
BELLEZZA S., BERGER J. (2020), “Trickle-round signals: When low status is
mixed with high”, Journal of Consumer Research, vol. 47, n. 1, pp. 100-127.
BORDA A., NEWBURRY W., TEEGEN H., MONTERO A., NAJERA-SANCHEZ
J.J., FORCADELL F., LAMA N., QUISPE Z. (2017) “Looking for a service
opening: Building reputation by leveraging international activities and host
country context”, Journal of World Business, vol. 52, n. 4, pp. 503-517.
BORGHINI S., SHERRY J.F., JOY A. (2021), “Attachment to and Detachment from
Favorite Stores: An Affordance Theory Perspective”, Journal of Consumer
Research, vol. 47, n. 6, pp. 890-913.
BRESCIANI S., CIAMPI F., MELI F., FERRARISAC A. (2021), “Using big data for coinnovation processes: Mapping the field of data-driven innovation, proposing
theoretical developments and providing a research agenda”, International
Journal of Information Management, vol. 60, n. 102347, pp. 1-15.
BRITO R.P., MIGUEL P.L.S. (2017), “Power, governance, and value in collaboration:
Differences between buyer and supplier perspectives”, Journal of Supply
Chain Management, vol. 53, n. 2, pp. 61-87.
BUCHANAN S., MARQUES J.C. (2018), “How home country industry associations
influence MNE international CSR practices: Evidence from the Canadian
mining industry”, Journal of World Business, vol. 53, n. 1, pp. 63-74.
BUCIUNI G., PISANO G. (2021) “Variety of innovation in global value chains”,
Journal of World Business, vol. 56, n. 2, pp. 1-13.
BUNTAINE M.T., HUNNICUTT P., KOMAKECH P. (2021), “The Challenges of
Using Citizen Reporting to Improve Public Services: A Field Experiment on
Solid Waste Services in Uganda”, Journal of Public Administration Research
and Theory, vol. 31, n. 1, pp. 108-127.
CARTER C., KETCHEN D., KAUFMANN L. (2021), “Configurational approaches
To Theory development In Supply Chain Management: Leveraging
Underexplored Opportunities”, Journal of Supply Chain Management, pp.
1-18, https://doi.org/10.1111/jscm.1227518

69

sinergie

CHAKRAVARTY D., GOERZEN A., MUSTEEN M., AHSAN M. (2021), “Global
cities: A multi-disciplinary review and research agenda”, Journal of World
italian journal of management
Business, vol. 56, n. 3, pp. 1-16.
Vol. 40, Issue 1, 2022
CHAPMAN C. (2020), “Commentary: Mind Your Text in Marketing Practice”,
Journal of Marketing, vol. 84, n. 1, pp. 26-31.
CHEN M., MAO S., LIU Y. (2014), “Big data: A survey”, Mobile networks and
applications, vol. 19, n. 2, pp. 171-209.
COLM L., ORDANINI A., BORNEMANN T. (2020), “Dynamic Governance
Matching in Solution Development”, Journal of Marketing, vol. 84, n. 1, pp.
105-124.
CONATY F. (2021), “Abduction as a methodological approach to case study
research in management accounting-an illustrative case”, Accounting,
Finance, and Governance Review, vol. 27, n.1, pp. 21-35.
CONSIGLIO I., KUPOR D.M., GINO F., NORTON M.I. (2018), “Brand (in) fidelity:
When flirting with the competition strengthens brand relationships”,
Journal of Consumer Psychology, vol. 28, n. 1, pp. 5-22.
COPPOLA L. (2011), NVivo: un programma per l’analisi qualitativa, Franco Angeli,
Milano.
CORBETTA P. (2014), Metodologia e tecniche della ricerca sociale, Il Mulino,
Bologna.
CORBIN J.M., STRAUSS A. (1990), “Grounded theory research: Procedures, canons,
and evaluative criteria”, Qualitative Sociology, vol. 13, , n. 1, pp. 3-21.
CORLEY K.G., GIOIA D.A. (2011), “Building theory about theory building: what
constitutes a theoretical contribution?”, Academy of Management Review,
vol. 36, n. 1, pp. 12-32.
COSKUNER-BALLI G. (2020), “Citizen-consumers wanted: Revitalizing the
American dream in the face of economic recessions, 1981-2012”, Journal of
Consumer Research, vol. 47, n. 3, pp. 327-349.
DAU L.A., MOORE E.M., KOSTOVA T. (2020) “The impact of market based
institutional reforms on firm strategy and performance: Review and
extension”, Journal of World Business, vol. 55, n. 4, pp. 1-15.
DE BEULE F., KLEIN M., VERWAAL E. (2020) “Institutional quality and inclusive
strategies at the base of the pyramid”, Journal of World Business, vol. 55, n.
5, 101066, pp. 1-14.
DENG Q.C., MESSINGER P.R. (2021), “Dimensions of brand-extension fit”,
International Journal of Research in Marketing, In Press: https://doi.
org/10.1016/j.ijresmar.2021.09.013
DESTLER K.N. (2017), “A matter of trust: Street level bureaucrats, organizational
climate and performance management reform”, Journal of Public
Administration Research and Theory, vol. 27, n. 3, pp. 517-534.
DE VRIES T.A., VAN DER VEGT G.S., SCHOLTEN K., VAN DONK D.P.
(2021), “Heeding supply chain disruption warnings: When and how do
cross‐functional teams ensure firm robustness?”, Journal of Supply Chain
Management, In Press: https://doi.org/10.1016/j.ijresmar.2021.09.013
DINNIN HUFF A., HUMPHREYS A., WILNER S.J.S. (2021), “The Politicization
of Objects: Meaning and Materiality in the US Cannabis Market”, Journal
of Consumer Research, vol. 48, n. 1, pp. 22-50.
DŹWIGOŁ H. (2019), “Research methods and techniques in new management
trends: research results”, Virtual Economics, vol. 2, n. 1, pp. 31-48.

70

DZWIGOL H. (2020), “Innovation in marketing research: quantitative and qualitative
analysis”, Marketing and Management of Innovations, vol. 1, pp. 128-135.
EISENHARDT K.M., GRAEBNER M.E. (2007), “Theory building from cases:
Opportunities and challenges”, Academy of Management Journal, vol. 50,
n. 1, pp. 25-32.
EISENHARDT K.M., GRAEBNER M.E., SONENSHEIN S. (2016), “Grand
challenges and inductive methods: Rigor without rigor mortis”, Academy of
Management Journal, vol. 59, n. 4, pp. 1113-1123.
ELO M., TÄUBE F.A., SERVAIS P. (2021), “Who is doing “transnational diaspora
entrepreneurship“? Understanding formal identity and status”, Journal of
World Business, vol. 57, n.1, 101240, pp. 1-21.
FLORIDI L. (2017), La quarta rivoluzione: come l’infosfera sta trasformando il
mondo, Cortina Raffaello, Milano.
FOURNIER S., ECKHARDT G.M. (2019), “Putting the person back in personbrands: understanding and managing the two-bodied brand”, Journal of
Marketing Research, vol. 56, n. 4, pp. 602-619.
GAMSO J., NELSON R.C. (2019), “Does partnering with the World Bank shield
investors from political risks in less developed countries?”, Journal of World
Business, vol. 54, n. 5., 100997, pp. 1-11.
GAUR A., KUMAR M. (2018), “A systematic approach to conducting review
studies: An assessment of content analysis in 25 years of IB research”,
Journal of World Business, vol. 53, n. 2, pp. 280-289.
GERRATH M.H.E.E., USREY B. (2021) “The impact of influencer motives and
commonness perceptions on follower reactions toward incentivized
reviews”, International Journal of Research in Marketing, vol. 38, n. 3, pp.
531-548.
GIBSON W., BROWN A. (2009), Working with qualitative data, Sage publications,
New York.
GIVEN L.M. (ed.) (2008), The Sage encyclopedia of qualitative research methods,
Sage publications, New York.
GLASER B.G., STRAUSS A. (1967), The discovery grounded theory: strategies for
qualitative inquiry, Aldin, Chicago.
GREWAL R., GUPTA S., HAMILTON R. (2021), “Marketing Insights from
Multimedia Data: Text, Image, Audio, and Video”, Journal of Marketing
Research, vol. 58, n. 6, pp. 1025-1033.
GRODAL S., ANTEBY M., HOLM A.L. (2021), “Achieving rigor in qualitative
analysis: The role of active categorization in theory building”, Academy of
Management Review, vol. 46, n. 3, pp. 591-612.
GUERRERO-BOTE V.P., MOYA-ANEGÓN F. (2012), “A further step forward
in measuring journals’ scientific prestige: The SJR2 indicator”, Journal of
Informetrics, vol. 6, n. 4, pp. 674-688.
GUO L., GRUEN T.W., TANG C. (2017), “Seeing relationships through the lens of
psychological contracts: the structure of consumer service relationships”,
Journal of the Academy of Marketing Science, vol. 45, n. 3, pp. 357-376.
GUPTA S. (2020), “Understanding the feasibility and value of grassroots innovation”,
Journal of the Academy of Marketing Science, vol. 48, n. 5, pp. 941-965.
HAMILTON R., PRICE L.L. (2019), “Consumer journeys: Developing consumerbased strategy”, Journal of the Academy of Marketing Science, vol. 47, pp.
187-191.

Federica Izzo
Alessandra Storlazzi
From data to data:
an overview towards
qualitative data research
reproducibility

71

sinergie

HARDY C., BHAKOO V., MAGUIRE S. (2020), “A new methodology for supply
chain management: Discourse analysis and its potential for theoretical
italian journal of management
advancement”, Journal of Supply Chain Management, vol. 56, n. 2, pp. 19-35.
Vol. 40, Issue 1, 2022
HE S., KHAN Z., SHENKAR O. (2018), “Subsidiary capability upgrading under
emerging market acquirers”, Journal of World Business, vol. 53, n. 2, pp.
248-262.
HOMBURG C., JOZIĆ D., KUEHNL C. (2017), “Customer experience
management: toward implementing an evolving marketing concept”,
Journal of the Academy of Marketing Science, vol. 45, n. 3, pp. 377-401.
HUMPHREYS A., WANG R.J.H. (2018), “Automated text analysis for consumer
research”, Journal of Consumer Research, vol. 44, n. 6, pp. 1274-1306.
JOHNSON J.S., MATTHES J.M. (2018), “Sales-to-Marketing job transitions”,
Journal of Marketing, vol. 82, n. 4, pp. 32-48.
KAFOUROS M., CAVUSGIL S.T., DEVINNEY T.M., GANOTAKIS P.,
FAINSHMIDT S. (2021) “Cycles of de-internationalization and reinternationalization: Towards an integrative framework”, Journal of World
Business, Available online.
KELLER K., SCHLERETH C., HINZ O. (2021), “Sample-based longitudinal
discrete choice experiments: preferences for electric vehicles over time”,
Journal of the Academy of Marketing Science, vol. 49, n. 3, pp. 482-500.
KHAN Z., RAO-NICHOLSON R., TARBA S.Y. (2018), “Global networks as a mode
of balance for exploratory innovations in a late liberalizing economy”,
Journal of World Business, vol. 53, n. 3, pp. 392-402.
KITCHIN R. (2014), The data revolution: Big data, open data, data infrastructures
and their consequences, Sage publications, New York.
KNOERICH J., VITTING S. (2021), “The distinct contribution of investment
promotion agencies’ branch offices in bringing Chinese multinationals to
Europe”, Journal of World Business, vol. 56, n. 3, pp. 101187.
KRAUSE D., PULLMAN M. (2021) “Fighting to survive: how supply chain
managers navigate the emerging legal cannabis industry”, Journal of Supply
Chain Management, vol. 57, n. 3, pp. 50-71.
KUCKARTZ U. (2019), “Qualitative text analysis: A systematic approach”, In:
Compendium for early career researchers in mathematics education,
Springer, Cham, pp. 181-197.
LAVEE E. (2021), “Who is in charge? The provision of informal personal resources
at the street level”, Journal of Public Administration Research and Theory,
vol. 31, n. 1, pp. 4-20
LIU P.J., LAMBERTON C., BETTMAN J.R., FITZSIMONS G.J. (2019), “Delicate
snowflakes and broken bonds: A conceptualization of consumption-based
offense”, Journal of Consumer Research, vol. 45, n. 6, pp. 1164-1193.
LIU X., DERDENGER T., SUN B. (2018), “An empirical analysis of consumer
purchase behavior of base products and add-ons given compatibility
constraints”, Marketing Science, vol. 37, n. 4, pp. 569-591.
LUNNAN R., MCGAUGHEY S.L. (2019), “Orchestrating international production
networks when formal authority shifts”, Journal of World Business, vol. 54,
n. 5.
MÄKELÄ K., DARNR-RASMUSSEN W., EHRNROOTH M., KOVESHNIKOV
A. (2019), “Potential and recognized boundary spanners in multinational
corporations”, Journal of World Business, vol. 54, n. 4, pp. 335-349.

72

MALSHE A., FRIEND S.B. (2018), “Initiating value co-creation: Dealing with nonreceptive customers”, Journal of the Academy of Marketing Science, vol. 46,
n. 5, pp. 895-920.
MARQUES L., YAN T., MATTHEWS L. (2020), “Knowledge diffusion in a global
supply network: A network of practice view”, Journal of Supply Chain
Management, vol. 56, n. 1, pp. 33-53.
MARTÍN M.O., CHETTY S., BAI W. (2021), “Foreign market entry knowledge
and international performance: The mediating role of international market
selection and network capability”, Journal of World Business, Available online.
MBALYOHERE C., LAWTON T., BOOJIHAWON R., VINEY H. (2017),
“Corporate political activity and location-based advantage: MNE responses
to institutional transformation in Uganda’s electricity industry”, Journal of
World Business, vol. 52, n. 6, November 2017, pp. 743-759
MCWILLIAM S.E., KIM J.K., MUDAMBI R., NIELSEN B.B. (2020) “Global value
chain governance: Intersections with international business”, Journal of
World Business vol. 55, n. 4, 101067, pp. 1-18.
MELUMAD S., PHAM M.T. (2020), “The smartphone as a pacifying technology”,
Journal of Consumer Research, vol. 47, n. 2, pp. 237-255.
MILLS K.A. (2018), “What are the threats and potentials of big data for qualitative
research?”, Qualitative Research, vol. 18. n. 6, pp. 591-603.
MIMOUN L., TRUJILLO-TORRES L., SOBANDE F. (2021), “Social emotions and
the legitimation of the fertility technology market”, Journal of Consumer
Research, In Press: 10.1093/jcr/ucab043.
MOLNER S., PRABHU J.C., YADAV M.S. (2019), “Lost in a Universe of Markets:
Toward a Theory of Market Scoping for Early-Stage Technologies”, Journal
of Marketing, vol. 83, n. 2, pp. 37-61.
MUKHOPADHYAY A., RAGHUBIR P., WHEELER S.C. (2020), “An Appreciation
of Journal Service”, Journal of Consumer Psychology, vol. 30, n. 4, pp. 575-578.
MÜLLNER J., PUCK J. (2018), “Towards a holistic framework of MNE-state
bargaining: A formal model and case-based analysis”, Journal of World
Business, vol. 53, n. 1, pp. 15-26.
NAM H., JOSHI Y.V., KANNAN P.K. (2017), “Harvesting brand information from
social tags”, Journal of Marketing, vol. 81, n. 4, pp.88-108.
NENONEN S., STORBACKA K., WINDAHL C. (2019), “Capabilities for marketshaping: Triggering and facilitating increased value creation”, Journal of the
Academy of Marketing Science, vol. 47, n. 4, pp. 617-639.
NETEMEYER R.G., WARMATH D., FERNANDES D., LYNCH J.G. (2018), “How
am I doing? Perceived financial well-being, its potential antecedents, and
its relation to overall well-being”, Journal of Consumer Research, vol. 45, n.
1, pp. 68-89.
NIELSEN B.B., RASWANT A. (2018), “The selection, use, and reporting of
control variables in international business research: A review and
recommendations”, Journal of World Business, vol. 53, n. 6, pp. 958-968.
NOWELL B., ALBRECHT K. (2019), “A reviewer’s guide to qualitative rigor”, Journal
of Public Administration Research and Theory, vol. 29, n. 2, pp. 348-363.
NYAMRUND F.C., FREEMAN S. (2021), “Strategic agility, dynamic relational
capability and trust among SMEs in transitional economies”, Journal of
World Business, vol. 56, n. 3, 101175, pp. 1-26.

Federica Izzo
Alessandra Storlazzi
From data to data:
an overview towards
qualitative data research
reproducibility

73

sinergie

OUTILA V., MIHAILOVA I., REICHE B.S., PIEKKARI R. (2020), “A communicative
perspective on the trust-control link in Russia”, Journal of World Business,
italian journal of management
2020, vol. 55, n. 6, pp. 1-12.
Vol. 40, Issue 1, 2022
PASQUALI G.P. (2021), “When value chains go South: Upgrading in the Kenyan
leather sector”, Journal of World Business, vol. 56, n. 2, pp. 1-15.
PEDADA K., ARUNACHALAM S., DASS M. (2020), “A theoretical model of the
formation and dissolution of emerging market international marketing
alliances”, Journal of the Academy of Marketing Science, vol. 48, n. 5, pp.
826-847.
PELTOKORPI V., YAMAO S. (2017), “Corporate language proficiency in reverse
knowledge transfer: A moderated mediation model of shared vision and
communication frequency”, Journal of World Business, vol. 52, n. 3, pp. 404416.
PENNEBAKER J.W. (2015), The development and psychometric properties of
LIWC2015, University of Texas at Austin, Austin, TX.
PETERSON R.M., MALSHE A., FRIEND S.B., DOVER H. (2021), “Sales
enablement: conceptualizing and developing a dynamic capability”, Journal
of the Academy of Marketing Science, vol. 49, n. 3, pp. 542-565.
REICHERTZ J. (2010), Abduction: The Logic of Discovery of Grounded Theory, Sage
Publications, New York.
SÆTRE A.S., VAN DE VEN A.H. (2021), “Generating Theory by Abduction”,
Academy of Management Review, vol. 46, n. 4, pp. 684-701.
SANTANGELO G.D. (2018), “The impact of FDI in land in agriculture in
developing countries on host country food security”, Journal of World
Business, vol. 53, n. 1, pp. 75-84.
SAWYER S. (2008), “Data wealth, data poverty, science and cyberinfrastructure”,
Prometheus, vol. 26, n. 4, pp. 355-371.
SINGH S.K., MARINOVA D., SINGH J. (2020), “Business-to-Business E-Negotiations
and Influence Tactics”, Journal of Marketing, vol. 84, n. 2, pp. 47-68.
STOLZE H.J., MOLLENKOPF D.A., THORNTON L.D., BRUSCO M.J., FLINT D.J.,
(2018), “Supply chain and marketing integration: Tension in frontline social
networks”, Journal of Supply Chain Management, vol. 54, n. 3, pp. 3-21.
STRAUSS A., CORBIN J. (1998), Basic of qualitative research techniques, Thousand
Oaks, Sage Publications.
TEAGARDEN M.B., VON GLINOW M.A., MELLAHI K. (2018) “Contextualizing
international business research: Enhancing rigor and relevance”, Journal of
World Business, vol. 53, n. 3, pp. 303-306.
TEENY J., DENG X., UNNAVA H.R. (2020), “The “buzz”, behind the buzz matters:
Energetic and tense arousal as separate motivations for word of mouth”,
Journal of Consumer Psychology, vol. 30, n. 3, pp. 429-446.
TIMMERMANS S., TAVORY I. (2012), “Theory construction in qualitative
research: From grounded theory to abductive analysis”, Sociological theory,
vol. 30, n. 3, pp. 167-186.
TIMONEN V., FOLEY G., AND CONLON C. (2018), “Challenges When Using
Grounded Theory: A Pragmatic Introduction to Doing GT Research
International”, Journal of Qualitative Methods, vol. 17, n. 1, pp. 1-10.
TIMOSHENKO A., HAUSER J.R. (2019), “Identifying customer needs from usergenerated content”, Marketing Science, vol. 38, n. 1, pp. 1-20.

74

TOLSTOY D., NORDMAN E.R., ´EN HÅNELL S.M., ¨OZBEK N. (2021), “The
development of international e-commerce in retail SMEs: An effectuation
perspective”, Journal of World Business, vol. 56, n. 3, pp.1-15.
TUPPER C. H., GULDIKEN O., BENISCHKE M. (2018) “Capital market liability of
foreignness of IPO firms”, Journal of World Business, vol. 53, n. 4, pp. 555-567.
ULIBARRI N., SCOTT T.A. (2017), “Linking network structure to collaborative
governance”, Journal of Public Administration Research and Theory, vol. 27,
n. 1, pp. 163-181.
VAN DEN BULTE C., BAYER E., SKIERA B., SCHMITT P. (2018), “How customer
referral programs turn social capital into economic capital”, Journal of
Marketing Research, vol. 55, n. 1, pp. 132-146.
WHETSELL T.A., SICILIANO M.D., WITKOWSKI K.G.K., LEIBLEIN M.J. (2020)
“Government as Network Catalyst: Accelerating Self-Organization in a
Strategic Industry”, Journal of Public Administration Research and Theory,
vol. 30, n. 3, pp. 448-464.
WIESER V.E., LUEDICKE M.K., HEMETSBERGER A. (2021), “Charismatic
Entrainment: How Brand Leaders and Consumers Co-Create Charismatic
Authority in the Marketplace”, Journal of Consumer Research, vol. 48 n. 4
pp. 731-751.
WILTSHIER F. (2011), “Researching With NVivo”, Forum Qualitative
Sozialforschung/Forum: Qualitative Social Research, vol. 12, n. 1, art. 23, pp.
1-29.
WOLCOTT H.F. (1994), Transforming qualitative data: Description, analysis, and
interpretation, Sage Publications, New York.
WOODHOUSE E.F., BELARDINELLI P., BERTELLI A.M. (2021), “Hybrid
Governance and the Attribution of Political Responsibility: Experimental
Evidence from the United States”, Journal of Public Administration Research
and Theory, vol. 32, n. 1, pp. 150-165.
XING Y., LIU Y., LATTEMANN C. (2020), “Institutional logics and social
enterprises: Entry mode choices of foreign hospitals in China”, Journal of
World Business, vol. 55, n. 5, 100974, pp. 1-12.
YAKOVLEVA N., VAZQUEZ-BRUST D.A. (2018), “Multinational mining
enterprises and artisanal small-scale miners: From confrontation to
cooperation”, Journal of World Business, vol. 53, n. 1, pp. 52-62.
YANG D., SONMEZ M.M. (2018), “Global norm of national treatment for patent
uncertainties: A longitudinal comparison between the US and China”,
Journal of World Business, vol. 53, n. 2, pp. 164-176.
ZAO S., LIU X., ANDERSSON U., SHENKAR O. (2021), “Knowledge management
of emerging economy multinationals”, Journal of World Business, Avalable
online.
ZHANG X., LI S., BURKE R.R. (2018), “Modeling the effects of dynamic group
influence on shopper zone choice, purchase conversion, and spending”,
Journal of the Academy of Marketing Science, vol. 46, n. 6, pp. 1089-1107.
ZENG R., GRØGAARD B., STEEL P. (2018), “Complements or substitutes? A
meta-analysis of the role of integration mechanisms for knowledge transfer
in the MNE network”, Journal of world business, vol. 53, n. 4, pp. 415-432.
ZYUNG J.D., MITTAL V., KEKRE S., HEGDE G.G., SHANG J., MARCUS B.S.,
VENKAT A. (2020), “Service Providers’ Decision to Use Ethics Committees
and Consultation in Complex Services”, Journal of Marketing Research, vol.
57, n. 2, pp. 278-297.

Federica Izzo
Alessandra Storlazzi
From data to data:
an overview towards
qualitative data research
reproducibility

75

sinergie

Websites

italian journal of management

Vol. 40, Issue 1, 2022 AGCOM (2020), Indagine conoscitiva sui Big data,

https://www.agcom.it/documents/10179/17633816/Documento+generico+10-022020+1581346981452/39c08bbe-1c02-43dc-bb8e-6d1cc9ec0fcf?version=1.0
Amazon mechanical Turk, https://www.mturk.com/
Harvard Dataverse, https://dataverse.harvard.edu
Linguistic Inquiry and Word Count (LIWC), https://liwc.wpengine.com/
NVivo Qualitative Analysis software, https://www.qsrinternational.com/nvivoqualitative-data-analysis-software/home/
NYU Guide to Qualitative Data Analysis, https://guides.nyu.edu/QDA/qual
Open Science Framework, https://osf.io/
Shimago, list of journals (subject area: Business, Management and Accounting,
category:
Marketing),
https://www.scimagojr.com/journalrank.
php?category=1406&area=1400
Scimago Journal & Country Rank, https://www.scimagojr.com/

Academic or professional position and contacts
Federica Izzo
PhD student of Management
University “Suor Orsola Benincasa”, Naples, Italy
e-mail: federica.izzo@studenti.unisob.na.it
Alessandra Storlazzi
Full professor of Management
University “Suor Orsola Benincasa”, Naples, Italy
email: alessandra.storlazzi@docenti.unisob.na.it

sinergie

italian journal of management

ISSN 0393-5108
ISSN 2785-549X
DOI 10.7433/s117.2022.04
pp. 53-76

76

