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Diversity refers to the existence of differences within a 
group. Tolerance represents the level of ability to recognize 
and respect other people’s values and beliefs and it means 
recognizing that diversity is a strength. In the current data 
environment, tolerance towards a diversity of methodolo-
gies and methods is becoming key to understating, explain-
ing, and predicting marketing phenomena. For example, the 
global datasphere will grow from 33 zettabytes in 2018 to 
175 by 2025; about 30% of the world’s data will need real-
time processing and nearly 80% of it will be unstructured 
(Reinsel et al. 2018). Given this growth, organizations that 
are capable to using a diversity of methodologies to analyze 
their data will experience a competitive advantage. Market-
ers need to be equipped to extract underlying insights from 
their data; those insights can enable them to measure, track, 
understand, and interpret the marketplace (Berger et al. 
2019). As previous research indicates, no one theory, or set 
of theories that justifies the use of a particular method can 
be comprehensive (Midgley et al. 2017), especially when 
dealing with such a large quantity of unstructured data.

Triangulation versus pluralism

Most recent methodologies can be perceived as isolationist, 
prescribing only ‘one best way’ of doing things, while, at the 
same time, encouraging a narrow range of methods (Midgley 
et al. 2017). For example, triangulation can provide a more 
in-depth understanding of the phenomenon in question, as it 
combines the rigor and validation of quantitative statistical 

methods with the exploratory power of qualitative and in-
depth inquiry. In studies such as these, qualitative methods 
are usually assigned during the exploratory phase (Branth-
waite and Patterson 2011; Denzin and Lincoln 2005). Most 
articles employing mixed methods have a positivist orienta-
tion (Bahl and Milne 2010) and triangulated research is lim-
ited in marketing, despite its theoretical potential (Hanson 
and Grimmer 2007; Hunt 1994; Petrescu and Lauer 2017).

However, even the use of triangulation in marketing 
research is relatively limited compared to the potential of 
using a pluralist system of purposes, including explanation 
and prediction, that can be pursued through a diversity of 
methods (Midgley et al. 2017). For example, in practice, 
marketing analysts are often more likely to employ a diverse 
system of methods and integrating them within the same 
marketing analytics and data analysis platform, to gain 
marketing intelligence and make predictions. Nevertheless, 
both marketing research academics and practitioners need 
to develop a pluralist view on diversifying and innovating 
methodologies to integrate solutions using sophisticated 
analytical tools.

Strength in diversity

Recent research in marketing and related fields indicates that 
scholars are realizing the need to become methodologically 
adaptive. Some new examples include: (1) Mikalef et al. 
(2019) employ fuzzy-set qualitative analysis (a pseudo-qual-
itative approach) with survey data to study big data analyt-
ics and firm performance, (2) Arifine et al. (2019), Krishen 
et al. (2014), and Krishen et al. (2019) provide sequential, 
mixed-method designs with primary qualitative studies fol-
lowed by secondary quantitative models, and (3) Warren 
et al. (2019) conduct a series of in-depth interviews, focus 
groups and other qualitative methods followed by several 
experiments to conceptualize a new construct called brand 
coolness. Concerning marketing analytics, there is a need 
not only for more tolerance regarding a diversity of method-
ologies and methods employed in research and practice but 
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also a necessity to embrace a pluralism of views and skills 
(Salo 2017). For these reasons, we need more marketing 
analytics-related research focused on:

– The viability of methodologies derived from various 
business, social science, and quantitative disciplines for 
the extraction of marketing analytics and intelligence;

– The use of all types of qualitative and quantitative meth-
odologies in analyzing unstructured data for descriptive, 
explanatory, and especially predictive purposes;

– Different methods of transforming qualitative unstruc-
tured data into quantitative variables for modeling and 
predictive purposes;

– The integration of all types of qualitative and quantitative 
methodologies and software platforms for the creation of 
intelligence dashboards.

Methodological tolerance means understanding that 
diversity is a strength that can help extract better insights 
from data, enhance its power of prediction, and increase 
the methodological knowledge and overall intelligence of 
marketing research. Ultimately, by increasing methodologi-
cal diversity, marketing academics as well as practitioners 
can improve collaboration and knowledge cross-fertilization 
with other disciplines.
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