	Topic
	Paradigm
	Ontology
	Epistemology
	Axiology
	Methodology

	1. Digital Marketing & Consumer Behaviour
	Positivist
	Single objective reality exists regarding consumer behaviour and trust. Consumer responses to AI personalisation can be measured as definitive facts.
	Knowledge can be measured objectively through consumer responses. The relationship between personalisation features and trust can be scientifically observed and measured.
	Value-free; researcher remains detached from data collection and analysis. The researcher's personal views on AI personalisation do not influence the research process.
	Quantitative surveys, statistical analysis of consumer behaviour data. Large-scale data collection enables statistical testing of relationships between variables.

	
	Postpositivist
	Reality exists but can only be approximated due to consumer complexity. Consumer behaviour patterns are real but influenced by multiple contextual factors.
	Probabilistic understanding through multiple measures. Knowledge about personalisation effects is probable rather than absolute, requiring multiple measurement approaches.
	Minimised bias but acknowledges researcher influence. Researcher's experience in digital marketing may shape interpretation but is controlled through rigorous methods.
	Mixed methods, combining surveys with follow-up interviews. Multiple data collection methods provide broader understanding of personalisation impacts.

	2. Sustainable Tourism Management
	Interpretivist
	Multiple realities exist based on stakeholder perspectives. Different stakeholders in York experience tourism impacts in uniquely personal ways.
	Knowledge is socially constructed through stakeholder interactions. Understanding of sustainable tourism emerges through dialogue with residents, businesses, and tourists.
	Value-bound; researcher acknowledges their role in interpretation. The researcher's background in tourism studies shapes their interpretation of stakeholder views.
	Qualitative interviews, focus groups, thematic analysis. Rich data collection through extended engagement with York's tourism stakeholders.

	
	Pragmatism
	Reality is the practical effect of ideas. Tourism management strategies are real when they produce measurable outcomes in York.
	Knowledge comes from practical application and outcomes. Understanding develops through observing which tourism management approaches work in practice.
	Values guide research process and interpretation. Research priorities are shaped by what works for both tourism growth and community wellbeing.
	Mixed methods, case studies, action research. Combining multiple data sources to understand practical effectiveness of tourism strategies.

	3. Strategic Management
	Pragmatism
	Reality is what works in practice. Digital transformation success is defined by practical outcomes in manufacturing firms.
	Knowledge derived from practical implementation. Understanding comes from observing actual digital transformation processes and outcomes.
	Value-driven focus on practical outcomes. Research choices guided by what helps manufacturers implement digital change.
	Mixed methods, case studies, process analysis. Multiple approaches to understand implementation effectiveness.

	
	Critical Theory
	Reality shaped by social, political, economic values. Digital transformation is influenced by power structures within manufacturing firms.
	Knowledge is power-mediated. Understanding digital transformation requires examining power dynamics and resource control.
	Value-mediated; researcher advocates for change. Research aims to improve digital transformation outcomes for all stakeholders.
	Document analysis, critical discourse analysis. Examining how power relations influence digital transformation processes.

	
	Constructivist
	Multiple constructed realities exist. Each stakeholder group constructs their own understanding of digital transformation.
	Knowledge co-created through interaction. Understanding emerges through dialogue between researchers and manufacturing stakeholders.
	Value-bound research process. Researcher's manufacturing experience shapes interpretation of findings.
	Interviews, observation, narrative analysis. Rich data collection through engagement with multiple stakeholders.

	4. Organisational Leadership
	Interpretivist
	Multiple realities based on manager experiences. Each middle manager experiences hybrid working leadership uniquely.
	Understanding through interpretation of experiences. Knowledge comes from analyzing how managers make sense of hybrid leadership.
	Value-bound; researcher part of meaning-making. Researcher's leadership experience influences interpretation of manager narratives.
	In-depth interviews, thematic analysis. Detailed exploration of managers' lived experiences.

	
	Constructivist
	Leadership reality socially constructed. Hybrid working practices are created through social interaction and shared understanding.
	Knowledge created through social interaction. Understanding emerges through examining how leadership practices develop in hybrid environments.
	Values integral to research process. Researcher's views on hybrid working shape study design and interpretation.
	Participant observation, narrative inquiry. Extended engagement with managers in their natural setting.

	5. Business Ethics
	Critical Theory
	Reality shaped by corporate power structures. Environmental commitments reflect organisational power dynamics.
	Knowledge reveals power relationships. Understanding comes from examining how power influences environmental actions.
	Value-mediated findings promote change. Research aims to improve corporate environmental accountability.
	Document analysis, critical discourse analysis. Examining how power relations influence environmental reporting.

	
	Positivist
	Objective reality exists in corporate actions. Environmental commitments and actions can be measured objectively.
	Knowledge measured through evidence. Understanding comes from quantifying the gap between commitments and actions.
	Value-free analysis of data. Researcher remains neutral in analyzing environmental performance.
	Content analysis, quantitative metrics. Systematic measurement of environmental claims versus actions.

	6. Supply Chain Management
	Pragmatism
	Reality based on practical outcomes. Blockchain effectiveness is determined by real-world supply chain improvements.
	Knowledge through practical application. Understanding comes from observing actual blockchain implementation results.
	Value-oriented towards solutions. Research focuses on practical blockchain benefits and challenges.
	Mixed methods, process analysis. Multiple approaches to evaluate blockchain implementation.

	
	Positivist
	Single measurable reality exists. Blockchain impacts can be objectively measured and quantified.
	Objective measurement of outcomes. Knowledge comes from measuring specific blockchain performance metrics.
	Value-neutral observation. Researcher remains detached from blockchain implementation process.
	Quantitative analysis, performance metrics. Systematic measurement of blockchain effectiveness.

	7. Organisational Behaviour
	Interpretivist
	Multiple realities of workplace experience. Each neurodiverse professional experiences work uniquely.
	Understanding through interpretation. Knowledge comes from analyzing how neurodiverse professionals experience work.
	Value-bound research process. Researcher's views on neurodiversity shape interpretation.
	Phenomenological interviews. Deep exploration of lived experiences.

	
	Critical Theory
	Reality shaped by power structures. Inclusion barriers reflect organisational power dynamics.
	Knowledge reveals inclusion barriers. Understanding comes from examining how power influences inclusion.
	Value-mediated for social change. Research aims to improve workplace inclusion.
	Critical narrative analysis. Examining power relations in workplace experiences.

	8. Innovation Management
	Constructivist
	Knowledge transfer socially constructed. Digital knowledge transfer shaped by family business interactions.
	Understanding through interaction. Knowledge emerges from examining intergenerational relationships.
	Values central to interpretation. Family business dynamics influence research process.
	Case studies, narrative inquiry. Rich exploration of family business knowledge transfer.

	
	Interpretivist
	Multiple family business realities. Each generation experiences knowledge transfer differently.
	Knowledge through interpretation. Understanding comes from analyzing generational perspectives.
	Value-bound understanding. Researcher's family business experience shapes interpretation.
	In-depth interviews, thematic analysis. Detailed exploration of knowledge transfer processes.

	9. Corporate Governance
	Positivist
	Objective reality in governance relationships. Board diversity impacts can be measured objectively.
	Measurable knowledge exists. Understanding comes from quantifying diversity-disclosure relationships.
	Value-free analysis. Researcher remains neutral in analyzing governance patterns.
	Statistical analysis, content analysis. Systematic measurement of diversity impacts.

	
	Critical Theory
	Reality shaped by power dynamics. Board composition reflects organisational power structures.
	Knowledge reveals governance structures. Understanding comes from examining power in governance.
	Value-mediated findings. Research aims to improve governance practices.
	Critical discourse analysis. Examining power relations in governance.

	10. Hospitality Management
	Pragmatism
	Reality based on practical service outcomes. Digital innovation success determined by guest satisfaction.
	Knowledge through practical implementation. Understanding comes from observing service innovation results.
	Value-oriented towards solutions. Research focuses on practical service improvements.
	Mixed methods, case studies. Multiple approaches to evaluate service innovation.

	
	Interpretivist
	Multiple guest experience realities. Each guest experiences digital services uniquely.
	Understanding through interpretation. Knowledge comes from analyzing how guests perceive service innovations.
	Value-bound research process. Researcher's hospitality experience shapes interpretation.
	Qualitative interviews, observation. Rich exploration of guest experiences.



