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[bookmark: _Toc221277822]PART 1: INTRODUCTION AND FOUNDATIONS
[bookmark: _Toc221277823]1. INTRODUCTION
This document provides comprehensive guidance on sample size determination for doctoral students in business and management. It synthesises expert opinion from the National Centre for Research Methods (NCRM) review paper 'How Many Qualitative Interviews is Enough?' and extends this with specific guidance for qualitative, quantitative, and mixed methods approaches relevant to business and management research.
The guidance is organised by research approach and includes:
Evidence-based recommendations with verifiable citations
Paradigm and method-specific guidance
Practical advice for doctoral students
Debunking of common myths about 'magic numbers'
Key Principle:
There is no universal 'magic number' for any research approach. Sample size determination is a reasoned, justified decision based on your specific research questions, methodological approach, analytical strategy, resources and constraints, and standards in your field.
[bookmark: _Toc221277824]2. ANALYSIS OF 'HOW MANY QUALITATIVE INTERVIEWS IS ENOUGH?'
[bookmark: _Toc221277825]2.1 Overview
Baker, S.E. and Edwards, R. (2012) How Many Qualitative Interviews is Enough? Expert Voices and Early Career Reflections on Sampling and Cases in Qualitative Research. National Centre for Research Methods Review Paper. Southampton: NCRM.
The NCRM Methods Review paper gathered responses from 14 renowned qualitative methodologists and 5 early career researchers addressing the question: 'How many qualitative interviews is enough?'
Key Finding: The recurring answer is 'it depends' – but the value lies in understanding what it depends upon.
[bookmark: _Toc221277826]2.2 Summary of Key Themes from NCRM Review
Minimum Numbers Mentioned:
Undergraduate work: 4-12 interviews
MA thesis: 12-30 interviews
PhD dissertation: 20-60 interviews (most commonly 30-50)
Funded professional research: Often 60-150+
Critical Considerations:
Saturation - Most commonly cited criterion
Research Purpose - Exploration vs comparison vs depth vs breadth
Epistemic Community - Disciplinary expectations
Methodological Approach - Grounded theory, case study, narrative, phenomenology
Practical Constraints - Time, funding, access
Quality over Quantity - Rich, deep analysis often more valuable
Mixed Methods - May require fewer interviews
Important Note: The overwhelming consensus is that there is no magic number.


[bookmark: _Toc221277827]PART 2: QUALITATIVE RESEARCH SAMPLE SIZES
[bookmark: _Toc221277828]3. OVERVIEW OF QUALITATIVE SAMPLE SIZE DETERMINATION
[bookmark: _Toc221277829]3.1 General Principles
Patton, M.Q. (2015) Qualitative Research & Evaluation Methods, 4th ed. Thousand Oaks, CA: Sage Publications.
Position: 'There are no rules for sample size in qualitative inquiry. Sample size depends on what you want to know, the purpose of the inquiry, what's at stake, what will be useful, what will have credibility, and what can be done with available time and resources' (p. 311).
Sandelowski, M. (1995) 'Sample size in qualitative research', Research in Nursing & Health, 18(2): 179-183.
Key argument: Sample size in qualitative research is a matter of judgement and experience.
[bookmark: _Toc221277830]3.2 Key Empirical Studies
Most Frequently Cited Study
Guest, G., Bunce, A. and Johnson, L. (2006) 'How many interviews are enough? An experiment with data saturation and variability', Field Methods, 18(1): 59-82.
Finding: Data saturation occurred at 12 interviews for homogeneous samples with focused research questions.
Important caveat:
Relatively homogeneous participant groups
Clearly defined research objectives
Structured interview protocols
PhD Studies Analysis
Mason, M. (2010) 'Sample size and saturation in PhD studies using qualitative interviews', Forum Qualitative Sozialforschung/Forum: Qualitative Social Research, 11(3), Art. 8.
Analysis of PhD abstracts:
Range: 1-95 interviews
Mean: 31 interviews
Median: 28 interviews
Recent Comprehensive Review
Wutich, A., Beresford, M. and Bernard, H.R. (2024) 'Sample sizes for 10 types of qualitative data analysis', Journal of Mixed Methods Research.
Findings:
Theme saturation: 9 interviews; 4 focus groups
Meaning saturation: 24 interviews; 8 focus groups
Theoretical saturation: 20-30+ interviews
Metatheme saturation: 20-40 interviews per site
Ethnography: 50-81 data documents or 20-30 interviews
[bookmark: _Toc221277831]3.3 Graduate-Level Guidelines
Warren, C.A.B. (2002) 'Qualitative interviewing', in J.F. Gubrium and J.A. Holstein (eds), Handbook of Interview Research. Thousand Oaks, CA: Sage.
Recommendation: Minimum of 20-30 interviews for publication-quality qualitative research.
Gerson, K. and Horowitz, R. (2002) 'Observation and interviewing', in T. May (ed.), Qualitative Research in Action. London: Sage.
Recommendation: 60-150 interviews (fewer than 60 cannot support convincing conclusions; more than 150 produces too much material).


[bookmark: _Toc221277832]4. SAMPLE SIZES BY PARADIGM
[bookmark: _Toc221277833]4.1 POSITIVIST AND POST-POSITIVIST QUALITATIVE RESEARCH
Overview
Positivist and post-positivist approaches emphasise systematic data collection, reliability, and often seek generalisability.
Sample Size Considerations:
Larger samples often preferred
Emphasis on representativeness
Structured protocols allow larger samples
Often combined with quantitative elements
Typical Sample Sizes:
Interview studies: 30-60 participants
Multiple case studies: 6-12 cases


[bookmark: _Toc221277834]4.2 INTERPRETIVIST PARADIGM
Overview
Interpretivism emphasises understanding lived experiences. Sample sizes typically smaller, with emphasis on depth.
Key Methodologies:
Phenomenology
Hermeneutic phenomenology
Interpretive description
Sample Size Recommendations
General Interpretivist Research
Creswell, J.W. (2013) Qualitative Inquiry and Research Design: Choosing Among Five Approaches, 3rd ed. Thousand Oaks, CA: Sage.
Recommendations:
Phenomenological study: 5-25 individuals
Hermeneutic study: 10-15 participants
Interpretive Phenomenological Analysis (IPA)
Smith, J.A., Flowers, P. and Larkin, M. (2009) Interpretive Phenomenological Analysis. London: Sage.
Recommendations:
Professional doctorate/PhD: 4-10 participants
Master's dissertation: 3-6 participants
Journal article: 4-8 participants (most common)
Phenomenology (General)
Polkinghorne, D.E. (1989) 'Phenomenological research methods', in R.S. Valle and S. Halling (eds), Existential-Phenomenological Perspectives in Psychology. New York: Plenum, pp. 41-60.
Recommendation: 5-25 individuals who have experienced the phenomenon.
Dukes, S. (1984) 'Phenomenological methodology in the human sciences', Journal of Religion and Health, 23(3): 197-203.
Recommendation: 3-10 participants.
Morse, J.M. (2000) 'Determining sample size', Qualitative Health Research, 10(1): 3-5.
Guidelines: Phenomenological studies: 6-10 participants
For Business and Management Context:
Phenomenology of work experiences: 10-20 participants
Organisational phenomenology: 12-25 participants


[bookmark: _Toc221277835]4.3 SOCIAL CONSTRUCTIONISM PARADIGM
Overview
Berger, P.L. and Luckmann, T. (1966) The Social Construction of Reality. New York: Anchor Books.
Social constructionism asserts that knowledge is social in origin, constructed through language, social practices, and cultural contexts.
Given, L.M. (2008) 'Social constructionism', in L.M. Given (ed.), The SAGE Encyclopedia of Qualitative Research Methods. Thousand Oaks, CA: Sage, pp. 817-820.
Sample Size Considerations
Focus on understanding how individuals construct meaning through social interaction. Sample size determined by depth of understanding rather than statistical representation.
Key Methodological Approaches:
Discourse analysis
Narrative analysis
Social constructionist grounded theory
Conversation analysis
Sample Size Recommendations
Discourse Analysis
Potter, J. (1996) 'Discourse analysis and constructionist approaches', in J. Richardson (ed.), Handbook of Qualitative Research Methods for Psychology and Social Sciences. Leicester: BPS, pp. 125-140.
Recommendation: Can work with small or large samples. Quality matters more than quantity.
Small-scale: 6-15 participants/texts
Medium-scale: 15-30 participants/texts
Large-scale: 30+ participants/texts
Narrative Analysis
Andrews, M., Squire, C. and Tamboukou, M. (eds) (2013) Doing Narrative Research, 2nd ed. London: Sage.
Recommendations:
Individual narratives: 1-10 storytellers
Comparative narrative analysis: 6-20 participants
Collective/community narratives: 10-30 participants
Social Constructionist Interview Research
Burr, V. (2015) Social Constructionism, 3rd ed. London: Routledge.
Holstein, J.A. and Gubrium, J.F. (2011) 'The constructionist analytics of interpretive practice', in N.K. Denzin and Y.S. Lincoln (eds), The SAGE Handbook of Qualitative Research, 4th ed. Thousand Oaks, CA: Sage, pp. 341-358.
Recommendations:
Focused studies with homogeneous samples: 12-25 interviews
Studies exploring diversity of constructions: 20-40 interviews
Multi-site studies: 30-60+ interviews
Conversation Analysis
Boles, L. and Bombard, T. (1998) 'Conversational discourse analysis: appropriate and useful sample sizes', Aphasiology, 12(7-8): 651-663.
Findings:
5-10 minute samples adequate for high-frequency variables (3+ per minute)
10 minute samples adequate for low-frequency variables (once per minute)
6-15 complete conversations typical
Information Power Concept
Malterud, K., Siersma, V.D. and Guassora, A.D. (2016) 'Sample size in qualitative interview studies: guided by information power', Qualitative Health Research, 26(13): 1753-1760.
Sample size depends on:
Study aim (broad vs narrow)
Sample specificity
Use of established theory
Quality of dialogue
Analysis strategy
Principle: More information power = fewer participants needed.
For Business and Management PhDs
Cunliffe, A.L. (2008) 'Orientations to social constructionism', Management Learning, 39(2): 123-139.
For organisational/management research:
Single organisation: 15-30 interviews
Multi-organisation: 30-50 interviews
Typical range for business context: 20-40 participants
Summary Table: Social Constructionism Sample Sizes
	Method/Approach
	Minimum
	Typical
	Maximum
	Key Citation

	Discourse analysis
	6
	10-20
	30+
	Potter (1996)

	Narrative analysis
	1
	6-20
	30
	Andrews et al. (2013)

	Social constructionist interviews
	12
	20-40
	60
	Holstein & Gubrium (2011)

	Conversation analysis
	6
	6-15
	20+
	Boles & Bombard (1998)

	Business/management context
	15
	20-40
	60
	Cunliffe (2008)




[bookmark: _Toc221277836]4.4 CRITICAL THEORY PARADIGM
Overview
Given, L.M. (2008) 'Critical theory', in L.M. Given (ed.), The SAGE Encyclopedia of Qualitative Research Methods. Thousand Oaks, CA: Sage, pp. 175-179.
Critical theory focuses on power, inequality, and social change. Unlike positivist paradigms, assumes social science cannot be truly objective or value-free. Aims to challenge oppressive systems and bring about emancipatory social change.
Theoretical Foundations:
Frankfurt School (Horkheimer, Adorno, Marcuse)
Habermasian critical theory
Feminist critical theory
Critical race theory
Participatory action research traditions
Key Methodological Approaches:
Critical ethnography
Critical discourse analysis
Participatory action research (PAR)
Critical participatory action research (CPAR)
Feminist research methods
Critical case study research
Sample Size Recommendations
Critical Ethnography
Thomas, J. (1993) Doing Critical Ethnography. Newbury Park, CA: Sage.
Madison, D.S. (2012) Critical Ethnography: Method, Ethics, and Performance, 2nd ed. Thousand Oaks, CA: Sage.
Recommendations:
Critical ethnography typically: 20-50 participants
Intensive fieldwork with smaller samples: 10-25 key informants
Extended engagement more important than large numbers
Guetterman, T.C. (2015) 'Descriptions of sampling practices within five approaches to qualitative research', Forum: Qualitative Social Research, 16(2), Art. 25.
Analysis of published critical ethnographies:
Range: 6-134 participants
Mean: 128 (health sciences), 20-30 (education)
Sample size determined by culture-sharing group size
DeWalt, K.M. and DeWalt, B.R. (2011) Participant Observation: A Guide for Fieldworkers, 2nd ed. Lanham, MD: AltaMira Press.
For focused critical ethnography in organisational/business contexts:
Minimum: 15-25 participants
Typical: 25-50 participants
Must include multiple perspectives across power hierarchies
Critical Discourse Analysis (CDA)
Fairclough, N. (2013) Critical Discourse Analysis: The Critical Study of Language, 2nd ed. London: Routledge.
Van Dijk, T.A. (2015) 'Critical discourse analysis', in D. Tannen et al. (eds), The Handbook of Discourse Analysis, 2nd ed. Oxford: Blackwell, pp. 466-485.
Recommendations:
Focused CDA studies: 10-30 texts/interviews
Comparative CDA: 20-50+ texts across contexts
Large-scale CDA: Extensive document/media corpus
Wodak, R. and Meyer, M. (eds) (2016) Methods of Critical Discourse Analysis, 3rd ed. London: Sage.
Focus on quality and richness of discourse revealing power relations, not quantity.
Participatory Action Research (PAR) and Critical PAR
Kemmis, S., McTaggart, R. and Nixon, R. (2014) The Action Research Planner: Doing Critical Participatory Action Research. Singapore: Springer.
Key principle: In PAR/CPAR, participants are co-researchers, not subjects.
Fine, M. and Torre, M.E. (2021) Essentials of Critical Participatory Action Research. Washington, DC: American Psychological Association.
Recommendations for CPAR:
Core research team: 6-15 co-researchers from affected community
Extended participants: 20-60+ community members
Focus on depth of participation and transformative action
Baum, F., MacDougall, C. and Smith, D. (2006) 'Participatory action research', Journal of Epidemiology and Community Health, 60(10): 854-857.
For PAR in organisational contexts:
Active co-researchers: 10-30 participants
Broader community engagement: 50-150+ participants
Cornwall, A. and Jewkes, R. (1995) 'What is participatory research?', Social Science & Medicine, 41(12): 1667-1676.
PAR sample sizes determined by: community size, depth of participation required, scope of transformative action, practical constraints.
Critical Feminist Research
Reinharz, S. and Davidman, L. (1992) Feminist Methods in Social Research. New York: Oxford University Press.
Hesse-Biber, S.N. (ed.) (2014) Feminist Research Practice: A Primer, 2nd ed. Thousand Oaks, CA: Sage.
For feminist critical research:
In-depth interviews: 15-40 participants
Feminist participatory research: 20-50 participants
Intersectional analysis: 30-60+ participants
Critical Case Study Research
Yin, R.K. (2018) Case Study Research and Applications, 6th ed. Thousand Oaks, CA: Sage.
Stake, R.E. (2005) 'Qualitative case studies', in N.K. Denzin and Y.S. Lincoln (eds), The SAGE Handbook of Qualitative Research, 3rd ed. Thousand Oaks, CA: Sage, pp. 443-466.
For critical case studies examining power and inequality:
Single critical case: 15-30 interviews plus documentary analysis
Multiple critical cases: 3-8 cases with 10-25 interviews per case
Quality Indicators for Critical Research
Carspecken, P.F. (1996) Critical Ethnography in Educational Research. New York: Routledge.
Quality indicators (more important than sample size alone):
Prolonged engagement with participants
Evidence of reflexivity regarding researcher positionality
Demonstration of how research challenges oppressive structures
Evidence of participant voice and agency
Clear connection between analysis and action for social change
Quantrill, K. and Green, R. (2022) 'Critical research and qualitative methodologies', Canadian Journal of Nursing Research, 54(2): 131-141.
Critical approaches differ by:
Explicit focus on power relations and social justice
Commitment to reflexivity
Emphasis on transformation
Rejection of value-neutrality
For Business and Management PhDs Using Critical Theory
Alvesson, M. and Deetz, S. (2000) Doing Critical Management Research. London: Sage.
For critical management research:
Typical range: 25-60 interviews
Focus on capturing marginalised voices
Triangulation with documentary analysis
Critical Organisation Studies:
Single organisation: 20-40 interviews across hierarchical levels
Multi-site study: 40-80 interviews
Critical Studies of Work and Employment:
Worker-focused: 20-50 workers
Multi-stakeholder: 40-80 participants
Fournier, V. and Grey, C. (2000) 'At the critical moment', Human Relations, 53(1): 7-32.
Justification must be based on:
Sufficient diversity to capture multiple perspectives on power
Adequate depth to understand structural inequalities
Representation of marginalised voices
Feasibility of meaningful participation
Theoretical saturation regarding power dynamics
Summary Table: Critical Theory Paradigm Sample Sizes
	Method/Approach
	Minimum
	Typical
	Maximum
	Key Citation

	Critical ethnography
	15
	25-50
	100+
	Thomas (1993); Madison (2012)

	Critical discourse analysis
	10
	20-50
	Large corpus
	Fairclough (2013); Van Dijk (2015)

	PAR (core team)
	6
	10-25
	40
	Kemmis et al. (2014)

	CPAR (extended)
	20
	50-150
	300+
	Fine & Torre (2021)

	Critical feminist
	15
	25-40
	60
	Reinharz & Davidman (1992)

	Critical case studies
	3 cases
	4-8 cases
	12 cases
	Stake (2005)

	Business/management critical
	20
	25-60
	80
	Alvesson & Deetz (2000)
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[bookmark: _Toc221277838]5.1 PHENOMENOLOGY
See Section 4.2 - Interpretivist Paradigm for comprehensive coverage.
Summary of Recommendations:
Traditional Phenomenology:
3-10 participants (Dukes, 1984)
5-25 participants (Polkinghorne, 1989)
6-10 participants (Morse, 2000)
Interpretive Phenomenological Analysis (IPA):
PhD: 4-10 participants (Smith et al., 2009)
Master's: 3-6 participants
Journal article: 4-8 participants (most common)
Business/Management Context:
10-20 participants for workplace phenomena
12-25 for organisational experiences
[bookmark: _Toc221277839]5.2 GROUNDED THEORY
Overview
Glaser, B.G. and Strauss, A.L. (1967) The Discovery of Grounded Theory. Chicago: Aldine.
Principle: Sample until theoretical saturation. No specific number given; depends on complexity of theory.
Charmaz, K. (2014) Constructing Grounded Theory, 2nd ed. London: Sage.
Guidance: Number depends on scope and aims; quality of analysis matters more than quantity.
Sample Size Recommendations
Morse, J.M. (2000) 'Determining sample size', Qualitative Health Research, 10(1): 3-5.
Guidelines: Grounded theory: 30-50 interviews
Creswell, J.W. (2013) Qualitative Inquiry and Research Design, 3rd ed. Thousand Oaks, CA: Sage.
Recommendation: 20-30 interviews for grounded theory studies
Theoretical Saturation
Key criterion for sample size:
Continue sampling until no new theoretical insights emerge
Typically occurs between 20-40 interviews
More complex theories require larger samples
Homogeneous samples may saturate earlier
For Business and Management:
Theory-building in business: 20-40 interviews
Must reach theoretical saturation
Document saturation process clearly
[bookmark: _Toc221277840]5.3 ETHNOGRAPHY
Overview
Fetterman, D.M. (2010) Ethnography: Step-by-Step, 3rd ed. Thousand Oaks, CA: Sage.
Guidance: Number of interviews secondary to depth and duration of participant observation; typically 30-50+ individuals interviewed alongside extensive fieldwork.
Sample Size Recommendations
Morse, J.M. (2000) 'Determining sample size', Qualitative Health Research, 10(1): 3-5.
Guidelines: Ethnographies: 30-50 participants
Creswell, J.W. (2013) Qualitative Inquiry and Research Design, 3rd ed. Thousand Oaks, CA: Sage.
Recommendation: 30-50 participants for ethnographic studies
Wutich, A., Beresford, M. and Bernard, H.R. (2024) 'Sample sizes for 10 types of qualitative data analysis', Journal of Mixed Methods Research.
Current guidance: 50-81 data documents or 20-30 interviews may be adequate. Emphasis on prolonged engagement and multiple data sources.
Guetterman, T.C. (2015) 'Descriptions of sampling practices', Forum: Qualitative Social Research, 16(2), Art. 25.
Analysis of published ethnographies:
Education: 6-33 participants
Health sciences: Mean of 128 participants
Sample size determined by culture-sharing group size
Focused Ethnography
Knoblauch, H. (2005) 'Focused ethnography', Forum: Qualitative Social Research, 6(3), Art. 44.
For focused ethnography (more common in organisational research):
6-25 participants
Shorter time frame but intensive engagement
For Business and Management:
Organisational ethnography: 25-50+ participants
Focused ethnography: 15-30 participants
Must include key informants and range of organisational members
[bookmark: _Toc221277841]5.4 CASE STUDY RESEARCH
Overview
Yin, R.K. (2018) Case Study Research and Applications, 6th ed. Thousand Oaks, CA: Sage.
For business case studies:
Single case: Appropriate when case is critical, unusual, revelatory, or longitudinal
Multiple cases: 2-6 cases typical for comparison
Embedded cases: Can analyse multiple units within cases
Sample Size Recommendations
Eisenhardt, K.M. (1989) 'Building theories from case study research', Academy of Management Review, 14(4): 532-550.
For theory building in business:
Recommended: 4-10 cases
Fewer than 4 makes it difficult to generate theory
More than 10 becomes unwieldy and complex
Stake, R.E. (1995) The Art of Case Study Research. Thousand Oaks, CA: Sage.
For interpretive case studies:
Single case: In-depth study appropriate for unique or revelatory cases
Multiple case study: 3-5 cases for comparison
Number of Interviews Per Case:
For single case study:
15-30 interviews per case (typical)
Must include multiple perspectives within the case
For multiple case study:
10-20 interviews per case
Ensure comparable data across cases
For Business and Management:
Single case: 15-30 interviews
Multiple cases: 4-10 cases with 10-25 interviews per case
Strategic management: Often 4-12 cases (Eisenhardt approach)
[bookmark: _Toc221277842]5.5 NARRATIVE ANALYSIS
See Section 4.3 - Social Constructionism for comprehensive coverage.
Summary of Recommendations:
Andrews, M., Squire, C. and Tamboukou, M. (eds) (2013) Doing Narrative Research, 2nd ed. London: Sage.
Individual narratives: 1-10 storytellers
Comparative narrative analysis: 6-20 participants
Collective/community narratives: 10-30 participants
Creswell, J.W. (2013) Qualitative Inquiry and Research Design, 3rd ed. Thousand Oaks, CA: Sage.
For narrative inquiry:
1-2 individuals for in-depth narrative study
3-5 individuals for comparative narrative analysis
For Business and Management:
Career narratives: 10-20 participants
Organisational narratives: 15-30 participants
Entrepreneurship narratives: 10-25 entrepreneurs
[bookmark: _Toc221277843]5.6 DISCOURSE ANALYSIS
See Sections 4.3 (Social Constructionism) and 4.4 (Critical Theory) for comprehensive coverage.
Summary of Recommendations:
Potter, J. (1996) 'Discourse analysis and constructionist approaches', in J. Richardson (ed.), Handbook of Qualitative Research Methods. Leicester: BPS, pp. 125-140.
Small-scale: 6-15 participants/texts
Medium-scale: 15-30 participants/texts
Large-scale: 30+ participants/texts or extensive corpus
For Critical Discourse Analysis:
Fairclough, N. (2013) Critical Discourse Analysis, 2nd ed. London: Routledge.
Focused studies: 10-30 texts/interviews
Comparative studies: 20-50+ texts
For Business and Management:
Organisational discourse: 20-40 interviews/texts
Corporate communications analysis: 30-100+ documents
[bookmark: _Toc221277844]5.7 CONVERSATION ANALYSIS
See Section 4.3 - Social Constructionism for comprehensive coverage.
Boles, L. and Bombard, T. (1998) 'Conversational discourse analysis: appropriate and useful sample sizes', Aphasiology, 12(7-8): 651-663.
5-10 minute conversation samples adequate for high-frequency variables (3+ per minute)
10 minute samples adequate for lower-frequency variables (once per minute)
6-15 complete conversations typical
Ten Have, P. (2007) Doing Conversation Analysis, 2nd ed. London: Sage.
Focus on detailed sequential analysis of naturally occurring talk rather than large numbers.
[bookmark: _Toc221277845]5.8 PARTICIPATORY ACTION RESEARCH
See Section 4.4 - Critical Theory Paradigm for comprehensive coverage.
Summary of Recommendations:
Kemmis, S., McTaggart, R. and Nixon, R. (2014) The Action Research Planner. Singapore: Springer.
Core research team: 6-15 co-researchers
Extended participants: 20-60+ community members
Fine, M. and Torre, M.E. (2021) Essentials of Critical Participatory Action Research. Washington, DC: APA.
Focus on depth of participation and transformative action rather than sample size numbers.
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[bookmark: _Toc221277847]6.1 STRATEGY RESEARCH
Hitt, M.A., Boyd, B.K. and Li, D. (2021) 'The state of strategic management research', Research Methodology in Strategy and Management, 12: 3-37.
Typical qualitative sample sizes:
Case-based strategy: 4-12 cases (Eisenhardt approach)
Interview-based strategy research: 25-50 interviews
Multi-level strategy studies: 30-60 interviews
Eisenhardt, K.M. (1989) 'Building theories from case study research', Academy of Management Review, 14(4): 532-550.
For theory building in strategy: 4-10 cases recommended
[bookmark: _Toc221277848]6.2 ORGANISATIONAL BEHAVIOUR AND HRM
Gioia, D.A., Corley, K.G. and Hamilton, A.L. (2013) 'Seeking qualitative rigour in inductive research', Organisational Research Methods, 16(1): 15-31.
For organisational/management research:
Interviews: 25-60 (typical range for management PhDs)
Must reach theoretical saturation
Emphasis on first-order concepts and second-order themes
Pratt, M.G. (2009) 'For the lack of a boilerplate: Tips on writing up qualitative research', Academy of Management Journal, 52(5): 856-862.
For AMJ-quality work (top journal):
Must demonstrate data saturation
Typical range: 30-75 interviews
Must show purposeful sampling strategy
Need thick description and triangulation
Edwards, J.R. and Berry, J.W. (2010) 'Increasing theoretical precision in management research', Organisational Research Methods, 13(4): 668-689.
Typical ranges for qualitative OB research:
Individual level: 25-60 participants
Team level studies: 8-15 teams with multiple members interviewed
Organisational level: 3-8 organisations with 15-30 interviews per organisation
[bookmark: _Toc221277849]6.3 MARKETING RESEARCH (QUALITATIVE)
Malhotra, N.K. and Birks, D.F. (2007) Marketing Research: An Applied Approach, 3rd ed. Harlow: Pearson Education.
For marketing PhDs (qualitative):
Focus groups: 4-8 groups of 6-10 participants
Consumer interviews: 20-40 consumers
B2B interviews: 10-20 B2B managers (harder to access)
Brand perception studies: 25-40 interviews
[bookmark: _Toc221277850]6.4 ENTREPRENEURSHIP RESEARCH
Gartner, W.B. and Birley, S. (2002) 'Introduction to the special issue on qualitative methods in entrepreneurship research', Journal of Business Venturing, 17(5): 387-395.
Typical samples for qualitative entrepreneurship research:
Interview-based studies: 15-40 entrepreneurs
Case studies: 3-8 ventures
Ethnographic studies: 1-3 ventures (deep immersion)
Narrative studies: 8-20 entrepreneurial journeys
[bookmark: _Toc221277851]6.5 OPERATIONS AND SUPPLY CHAIN MANAGEMENT
Voss, C., Tsikriktsis, N. and Frohlich, M. (2002) 'Case research in operations management', International Journal of Operations & Production Management, 22(2): 195-219.
For operations research (qualitative):
Case studies: 4-10 organisations
Process studies: 15-30 interviews per organisation
Supply chain studies: 20-40 interviews across network
Summary Table: Business/Management Qualitative Sample Sizes
	Research Area
	Single Case
	Multiple Cases
	Interview Studies

	Strategy
	15-30 interviews
	4-12 cases
	25-50

	Organisational Behaviour
	20-40 interviews
	3-8 organisations
	25-60

	HRM
	20-40 interviews
	4-10 organisations
	30-60

	Marketing (consumer)
	15-30 interviews
	3-6 contexts
	20-40

	Marketing (B2B)
	10-20 interviews
	3-5 organisations
	10-20

	Entrepreneurship
	10-25 per venture
	3-8 ventures
	15-40

	Operations
	15-30 per site
	4-10 organisations
	20-40




[bookmark: _Toc221277852]7. SATURATION IN QUALITATIVE RESEARCH
[bookmark: _Toc221277853]7.1 Understanding Saturation
Guest, G., Bunce, A. and Johnson, L. (2006) 'How many interviews are enough?', Field Methods, 18(1): 59-82.
Finding: Data saturation occurred at 12 interviews for homogeneous sample with focused questions.
Important limitations:
Applies to relatively homogeneous groups
Clearly defined research objectives
Structured interview protocols
[bookmark: _Toc221277854]7.2 Types of Saturation
Saunders, B., Sim, J., Kingstone, T. et al. (2018) 'Saturation in qualitative research: exploring its conceptualisation and operationalisation', Quality & Quantity, 52(4): 1893-1907.
Types of saturation:
Data saturation: No new data emerging
Theoretical saturation: Categories fully developed
Thematic saturation: No new themes emerging
[bookmark: _Toc221277855]7.3 Operationalising Saturation
Francis, J.J., Johnston, M., Robertson, C. et al. (2010) 'What is an adequate sample size? Operationalising data saturation', Psychology and Health, 25(10): 1229-1245.
Method:
Interview in batches of 10
Then conduct 3 more interviews to check for new themes
If no new themes emerge, saturation is reached
[bookmark: _Toc221277856]7.4 Documenting Saturation for Business PhDs
Morse, J.M. (2015) 'Critical analysis of strategies for determining rigour in qualitative inquiry', Qualitative Health Research, 25(9): 1212-1222.
For business PhDs, document:
When saturation was reached
Evidence of data saturation (no new themes)
Demonstration that theoretical categories are fully developed
How this was assessed during data collection
Saunders, B., Sim, J., Kingstone, T. et al. (2018) 'Saturation in qualitative research', Quality & Quantity, 52(4): 1893-1907.
Best practice:
Document saturation process in methodology chapter
Show evidence through data examples
Explain how you determined saturation was reached
Note any continuing iterations after initial saturation


[bookmark: _Toc221277857]PART 3: QUANTITATIVE RESEARCH SAMPLE SIZES
[bookmark: _Toc221277858]8. OVERVIEW OF QUANTITATIVE SAMPLE SIZE DETERMINATION
[bookmark: _Toc221277859]8.1 General Principles
Unlike qualitative research, quantitative sample size determination is based on statistical principles and can be calculated using power analysis. The key factors are:
Desired statistical power (typically .80 or .85)
Significance level (α, typically .05)
Expected effect size (small, medium, or large)
Type of statistical test being used
[bookmark: _Toc221277860]8.2 Why Sample Size Matters in Quantitative Research
Statistical Power:
Power = probability of detecting an effect if it truly exists
Underpowered studies waste resources and may miss real effects
Overpowered studies may detect trivial effects
Precision of Estimates:
Larger samples produce narrower confidence intervals
More precise parameter estimates
Better basis for decision-making


[bookmark: _Toc221277861]9. POWER ANALYSIS APPROACHES
[bookmark: _Toc221277862]9.1 Cohen's Approach to Power Analysis
Cohen, J. (1988) Statistical Power Analysis for the Behavioral Sciences, 2nd ed. Hillsdale, NJ: Lawrence Erlbaum Associates.
Cohen, J. (1992) 'A power primer', Psychological Bulletin, 112(1): 155-159.
Cohen's Guidelines for Effect Sizes:
For correlation:
Small: r = .10
Medium: r = .30
Large: r = .50
For t-tests (Cohen's d):
Small: d = 0.20
Medium: d = 0.50
Large: d = 0.80
For ANOVA (f):
Small: f = 0.10
Medium: f = 0.25
Large: f = 0.40
For regression (f²):
Small: f² = 0.02
Medium: f² = 0.15
Large: f² = 0.35
[bookmark: _Toc221277863]9.2 Sample Size Requirements by Effect Size
Cohen, J. (1992) 'A power primer', Psychological Bulletin, 112(1): 155-159.
For power = .80, α = .05:
t-test (independent samples):
Small effect (d=0.2): N = 393 per group
Medium effect (d=0.5): N = 64 per group
Large effect (d=0.8): N = 26 per group
Correlation:
Small effect (r=.10): N = 783
Medium effect (r=.30): N = 85
Large effect (r=.50): N = 29
Multiple regression (5 predictors):
Small effect (f²=.02): N = 395
Medium effect (f²=.15): N = 92
Large effect (f²=.35): N = 48
Conclusion: Required sample size varies dramatically based on effect size and test type.
[bookmark: _Toc221277864]9.3 Modern Precision-Based Approaches
Maxwell, S.E., Kelley, K. and Rausch, J.R. (2008) 'Sample size planning for statistical power and accuracy in parameter estimation', Annual Review of Psychology, 59: 537-563.
Modern approach: Focus on precision of estimates (confidence interval width) rather than just significance testing.
Recommendation: Move beyond NHST to focus on precision, aim for narrow confidence intervals, consider practical significance.
Kelley, K. and Maxwell, S.E. (2003) 'Sample size for multiple regression', Psychological Methods, 8(3): 305-321.
For a multiple regression with 5 predictors:
N = 100: Wide confidence intervals (imprecise estimates)
N = 300: Moderate precision
N = 500+: Good precision
[bookmark: _Toc221277865]9.4 Using GPower Software
Faul, F., Erdfelder, E., Lang, A.G. and Buchner, A. (2007) 'GPower 3: a flexible statistical power analysis program', Behaviour Research Methods, 39(2): 175-191.
GPower is free software for a priori sample size calculations.
Download: https://www.psychologie.hhu.de/arbeitsgruppen/allgemeine-psychologie-und-arbeitspsychologie/gpower
GPower allows calculation of required sample size for:
t-tests, ANOVA, regression, correlation
Chi-square tests
Many other statistical tests
You input:
Desired power (e.g., .80)
Significance level (e.g., .05)
Expected effect size
Output: Required sample size


[bookmark: _Toc221277866]10. SAMPLE SIZES BY STATISTICAL METHOD
[bookmark: _Toc221277867]10.1 REGRESSION AND CORRELATION STUDIES
General Guidelines
Green, S.B. (1991) 'How many subjects does it take to do a regression analysis?', Multivariate Behavioural Research, 26(3): 499-510.
Rules of thumb:
N ≥ 50 + 8m (where m = number of predictors) for testing individual predictors
N ≥ 104 + m for testing R²
Hair, J.F., Black, W.C., Babin, B.J. and Anderson, R.E. (2010) Multivariate Data Analysis, 7th ed. Upper Saddle River, NJ: Prentice Hall.
Guidelines for business research:
10:1 rule: 10 observations per predictor variable (conservative)
20:1 rule: 20 observations per predictor variable (preferred)
Minimum absolute: 50 observations
For practical purposes: 100 observations
Tabachnick, B.G. and Fidell, L.S. (2013) Using Multivariate Statistics, 6th ed. Boston: Pearson.
Formula: N ≥ 50 + 8m (where m = number of independent variables)
Example: For 5 predictors: N ≥ 50 + (8 × 5) = 90
For Business and Management PhDs:
Minimum: 100-150 (if using 5-10 predictors)
Adequate: 200-300
Preferred: 300-400+
[bookmark: _Toc221277868]10.2 STRUCTURAL EQUATION MODELLING (SEM)
Kline, R.B. (2016) Principles and Practice of Structural Equation Modelling, 4th ed. New York: Guilford Press.
General guidelines:
Absolute minimum: 200
More comfortable: 200-400
Ideal: 400+
Hair, J.F., Black, W.C., Babin, B.J. and Anderson, R.E. (2010) Multivariate Data Analysis, 7th ed.
For SEM in business research:
Minimum: 200 observations
Preferred: 400+
Complex models may require 500-1000+
Rule of thumb: 10-20 observations per parameter estimated
For Business and Management PhDs:
Simple SEM models: 200-300
Moderate complexity: 300-500
Complex models: 500-1000+
[bookmark: _Toc221277869]10.3 FACTOR ANALYSIS
Exploratory Factor Analysis (EFA)
Comrey, A.L. and Lee, H.B. (1992) A First Course in Factor Analysis, 2nd ed. Hillsdale, NJ: Lawrence Erlbaum Associates.
Sample size ratings:
50: Very poor
100: Poor
200: Fair
300: Good
500: Very good
1000+: Excellent
Hair, J.F., Black, W.C., Babin, B.J. and Anderson, R.E. (2010) Multivariate Data Analysis, 7th ed.
For exploratory factor analysis:
Minimum: 50+ per variable
Preferred: 100+ per variable
At least 5 times as many observations as variables
For Business and Management PhDs:
Minimum for EFA: 150-200
Preferred: 300-500
Scale development: 200-400+ for initial EFA
Confirmatory Factor Analysis (CFA)
CFA is typically conducted using SEM, so follow SEM guidelines: Minimum 200, Preferred 400+
[bookmark: _Toc221277870]10.4 EXPERIMENTAL AND QUASI-EXPERIMENTAL DESIGNS
Shadish, W.R., Cook, T.D. and Campbell, D.T. (2002) Experimental and Quasi-Experimental Designs for Generalised Causal Inference, 2nd ed. Boston: Houghton Mifflin.
For business experiments:
Between-subjects: 30+ per condition
Within-subjects: 15+ participants
Factorial designs: 20+ per cell
Cohen, J. (1992) 'A power primer', Psychological Bulletin, 112(1): 155-159.
For ANOVA (between groups), power = .80, α = .05:
Small effect (f=0.10): N = 322 per group
Medium effect (f=0.25): N = 52 per group
Large effect (f=0.40): N = 21 per group
Larger samples needed for:
Small effects
Multiple dependent variables
Planned subgroup analyses
Complex factorial designs
For Business and Management PhDs:
Simple experiments: 30-50 per condition
Factorial designs: 25-40 per cell
Marketing experiments: 30-50 per condition
Behavioural experiments: 40-80 per condition
[bookmark: _Toc221277871]10.5 MULTI-LEVEL MODELLING
Maas, C.J.M. and Hox, J.J. (2005) 'Sufficient sample sizes for multilevel modelling', Methodology, 1(3): 86-92.
Guidelines:
Level 1 (individuals): 30+ per group
Level 2 (groups): 50+ groups minimum
For cross-level interactions: 100+ groups
Unbalanced designs may require larger samples
For Business and Management PhDs:
Minimum: 50+ groups, 30+ per group
Preferred: 100+ groups, 30+ per group
Example: 100 teams with 30 members each = 3,000 total observations
Edwards, J.R. and Berry, J.W. (2010) 'Increasing theoretical precision in management research', Organisational Research Methods, 13(4): 668-689.
For organisational research:
Team level: 50-100 teams
Organisational level: 30-100 organisations


[bookmark: _Toc221277872]11. QUANTITATIVE SAMPLE SIZES FOR BUSINESS AND MANAGEMENT RESEARCH
[bookmark: _Toc221277873]11.1 SURVEY RESEARCH
Dillman, D.A., Smyth, J.D. and Christian, L.M. (2014) Internet, Phone, Mail, and Mixed-Mode Surveys: The Tailored Design Method, 4th ed. Hoboken, NJ: Wiley.
For business surveys:
Exploratory: 100-200
Descriptive: 200-500
Explanatory/Causal: 300-1000+
Rule of thumb: 5-10% response rate expected online; plan accordingly
Krejcie, R.V. and Morgan, D.W. (1970) 'Determining sample size for research activities', Educational and Psychological Measurement, 30(3): 607-610.
For populations >5,000, a sample of 384 provides:
95% confidence level
±5% margin of error
50/50 population proportion (most conservative assumption)
Bartlett, J.E., Kotrlik, J.W. and Higgins, C.C. (2001) 'Organisational research: Determining appropriate sample size in survey research', Information Technology, Learning, and Performance Journal, 19(1): 43-50.
Updated guidance: Sample size of 384 appropriate for population >5,000 with 95% confidence and ±5% margin of error.
Warning: This assumes simple random sampling. Stratified or cluster sampling requires adjustments.
For Business and Management PhDs:
Descriptive surveys: 200-500
Hypothesis testing: 300-500
Complex models (SEM): 400-1000
Account for response rates (typically 20-40% for online surveys)
[bookmark: _Toc221277874]11.2 FINANCE AND ACCOUNTING RESEARCH
Quantitative Finance Research:
Typically uses large archival datasets (N > 1,000)
Event studies: Depends on event frequency
Cross-sectional studies: Often entire market/industry
Panel data: 100-500 firms over multiple time periods
Management Accounting (Quantitative):
Survey research: 100-300
Experiments: 40-60 per condition
Archival studies: Large datasets from industry databases
For Business and Management PhDs:
Archival studies: Use available data (often 1,000-10,000+)
Survey-based: 150-300 minimum
Experimental: 40-80 per condition
[bookmark: _Toc221277875]11.3 MARKETING RESEARCH (QUANTITATIVE)
Malhotra, N.K. and Birks, D.F. (2007) Marketing Research: An Applied Approach, 3rd European ed. Harlow: Pearson Education.
For marketing PhDs (quantitative):
Consumer behaviour experiments: 30-50 per condition
Market surveys: 300-1000+
Brand studies: 200-400
B2B research: 50-150 (harder to access)
Segmentation studies: 300-500+
Conjoint analysis: 200-400
For Business and Management PhDs:
Consumer surveys: 300-500
Experimental studies: 40-60 per condition
B2B surveys: 100-200
Structural models: 400-600
[bookmark: _Toc221277876]11.4 OPERATIONS RESEARCH (QUANTITATIVE)
For operations research:
Simulation studies: Based on model complexity (not sample-based)
Survey research: 150-400 operations managers
Archival studies: Large datasets from industry databases
Experimental operations studies: 30-50 per condition
Summary Table: Quantitative Sample Sizes for Business PhDs
	Research Type
	Minimum
	Adequate
	Preferred

	Survey (descriptive)
	200
	300
	500

	Survey (explanatory)
	300
	400
	600+

	Regression (5-10 predictors)
	100
	200
	300+

	SEM (simple)
	200
	300
	400+

	SEM (complex)
	300
	500
	800+

	Experiments (per condition)
	30
	40
	60+

	Factor analysis
	150
	300
	500+

	Multi-level (groups)
	50
	75
	100+




[bookmark: _Toc221277877]12. THE 'MAGIC NUMBER' MYTH FOR QUESTIONNAIRE RESPONDENTS
[bookmark: _Toc221277878]12.1 The Short Answer
There is NO universal 'magic number' for questionnaire respondents. This is a persistent myth in research methods teaching. However, there are specific statistical requirements that may have led to this misconception.
[bookmark: _Toc221277879]12.2 Possible Origins of the 'Magic Number' Myth
The '30 Rule' (Most Likely Source)
Hogg, R.V. and Tanis, E.A. (2009) Probability and Statistical Inference, 8th ed. Upper Saddle River, NJ: Prentice Hall.
The Central Limit Theorem states:
With samples ≥ 30, the sampling distribution of the mean approximates normality
This applies regardless of the population distribution
This is a statistical property, not a sample size requirement
Critical clarification: The n=30 rule refers to the Central Limit Theorem, which allows parametric tests to be used. However, 30 is NOT sufficient for most research purposes in terms of statistical power or precision.
Field, A. (2018) Discovering Statistics Using IBM SPSS Statistics, 5th ed. London: Sage Publications.
Field explicitly warns (p. 264): 'The "rule" of 30 is a misapplication of the central limit theorem. Whilst sampling distributions normalise with n≥30, this doesn't mean 30 is adequate for your research question.'
Roscoe's (1975) Rules of Thumb
Roscoe, J.T. (1975) Fundamental Research Statistics for the Behavioural Sciences, 2nd ed. New York: Holt Rinehart & Winston.
Roscoe's guidelines (widely cited but often misunderstood):
Sample sizes larger than 30 and less than 500 are appropriate for most research
Where samples are broken into sub-samples, minimum sample size of 30 for each category
In multivariate research, sample size should be several times (preferably 10+) as large as number of variables
For simple experimental research with tight controls, samples as small as 10-20
Critical note: Roscoe proposed these as rough guidelines, not magic numbers. Point 1 is particularly problematic - the range 30-500 is so broad as to be almost meaningless.
Sekaran, U. and Bougie, R. (2016) Research Methods for Business: A Skill-Building Approach, 7th ed. Chichester: Wiley.
Sekaran and Bougie (p. 264) emphasise: 'These are rules of thumb only. Sample size decisions should be based on the specific research design, statistical tests planned, and desired power.'
The '384 Rule' (Market Research)
Krejcie, R.V. and Morgan, D.W. (1970) 'Determining sample size for research activities', Educational and Psychological Measurement, 30(3): 607-610.
Key finding: For populations >5,000, a sample of 384 provides:
95% confidence level
±5% margin of error
50/50 population proportion (most conservative assumption)
This is where '384' or '400' as a magic number likely originates in market research.
[bookmark: _Toc221277880]12.3 What the Statistical Literature Actually Says
Sample Size Depends on Multiple Factors
Cohen, J. (1992) 'A power primer', Psychological Bulletin, 112(1): 155-159.
Cohen's seminal work demonstrates that required sample size depends on:
Desired statistical power (typically .80 or .85)
Significance level (α, typically .05)
Expected effect size (small, medium, or large)
Type of statistical test being used
Example from Cohen (1992):
For t-test (power = .80, α = .05):
Small effect: 393 per group
Medium effect: 64 per group
Large effect: 26 per group
Conclusion: The 'magic number' varies dramatically based on effect size and test type.
[bookmark: _Toc221277881]12.4 The Truth About Sample Size
Maxwell, S.E., Kelley, K. and Rausch, J.R. (2008) 'Sample size planning for statistical power and accuracy in parameter estimation', Annual Review of Psychology, 59: 537-563.
Key conclusions (p. 537):
'There is no single correct answer to the question of sample size'
Required sample depends on research design, effect size, and analysis strategy
Researchers should conduct a priori power analysis
Sample size should ensure adequate power (.80 minimum) and precision
[bookmark: _Toc221277882]12.5 What to Tell Doctoral Students
For Questionnaire-Based Research
There is NO magic number. Instead:
1. Conduct an a priori power analysis using:
GPower software
Effect sizes from literature
Desired power (.80 or .85)
Significance level (.05)
2. For descriptive survey research:
Use Krejcie & Morgan (1970) table
For population >5,000: aim for 384+
Adjust for expected response rate
3. For regression/SEM in business research:
Minimum: 200 (but this may be inadequate)
Preferred: 300-400+
Use Hair et al.'s (2010) guidance of 10-20 observations per predictor
4. For comparing groups:
Use Cohen's (1992) tables based on expected effect size
Minimum 30 per group (from Central Limit Theorem)
Preferred 50+ per group for adequate power
[bookmark: _Toc221277883]12.6 Debunking Specific 'Magic Numbers'
	'Magic Number'
	Origin
	Reality
	What You Should Do

	30
	Central Limit Theorem
	Minimum for normality, NOT adequate sample
	Use power analysis

	100
	Round number
	No statistical basis
	Use power analysis

	384
	Krejcie & Morgan (1970)
	Valid ONLY for 95% CI, ±5%, simple random sample
	Use if doing descriptive survey with these parameters

	500
	Round number/Roscoe
	No specific statistical basis
	Use power analysis


[bookmark: _Toc221277884]12.7 What You Should Cite in Your Thesis
For Power-Based Sample Size Justification
Cohen, J. (1988) Statistical Power Analysis for the Behavioural Sciences, 2nd ed. Hillsdale, NJ: Lawrence Erlbaum Associates.
Cohen, J. (1992) 'A power primer', Psychological Bulletin, 112(1): 155-159.
Example statement: 'Sample size was determined using Cohen's (1992) power analysis guidelines. For a medium effect size (f²=.15) in multiple regression with 5 predictors, power of .80, and α=.05, a minimum sample of 92 is required. To ensure adequate power and account for potential missing data, a target sample of 150 was set.'
For Survey Sample Size Justification
Krejcie, R.V. and Morgan, D.W. (1970) 'Determining sample size for research activities', Educational and Psychological Measurement, 30(3): 607-610.
Example statement: 'Following Krejcie and Morgan's (1970) guidelines for determining sample size, for a population exceeding 5,000 members, a sample of 384 respondents provides a 95% confidence level with ±5% margin of error. Accounting for an estimated response rate of 40%, 960 questionnaires were distributed to achieve the target sample size.'
For Business/Management Quantitative Research
Hair, J.F., Black, W.C., Babin, B.J. and Anderson, R.E. (2010) Multivariate Data Analysis, 7th ed.
Example statement: 'Hair et al. (2010) recommend a minimum of 10 observations per predictor variable for multiple regression analysis. With 8 predictor variables, this suggests a minimum sample of 80. However, for structural equation modelling, Hair et al. recommend a minimum of 200 observations, with 400 preferred for complex models. Therefore, a target sample of 350 was established.'
[bookmark: _Toc221277885]12.8 Final Answer: The 'Magic Number' Verdict
There is NO magic number for questionnaire respondents.
The closest things to 'magic numbers' are:
384 (from Krejcie & Morgan, 1970) - but only valid under specific conditions
30 (from Central Limit Theorem) - but this is a statistical property, not a sample size recommendation
What you SHOULD do:
Conduct an a priori power analysis using GPower
Base your sample size on your specific statistical tests, expected effect sizes, and desired power
Document and justify your sample size decision with appropriate citations
For a business/management PhD questionnaire study:
Absolute minimum: 100-150
Adequate: 200-300
Preferred: 300-400+
Depends on: Number of variables, complexity of model, expected effect sizes


[bookmark: _Toc221277886]PART 4: MIXED METHODS RESEARCH SAMPLE SIZES
[bookmark: _Toc221277887]13. OVERVIEW OF MIXED METHODS SAMPLE SIZE DETERMINATION
[bookmark: _Toc221277888]13.1 General Principles
Creswell, J.W. and Plano Clark, V.L. (2018) Designing and Conducting Mixed Methods Research, 3rd ed. Thousand Oaks, CA: Sage Publications.
Key principle: Sample size in mixed methods depends on the design and the priority given to each component (qualitative vs quantitative).
Three Considerations:
Which method has priority (QUAN, QUAL, or equal)?
What is the timing (concurrent or sequential)?
What is the purpose of integration?
Onwuegbuzie, A.J. and Collins, K.M.T. (2007) 'A typology of mixed methods sampling designs in social science research', The Qualitative Report, 12(2): 281-316.
Sampling strategies for mixed methods:
Nested sampling: Qualitative subsample from quantitative
Parallel sampling: Independent samples for each method
Multilevel sampling: Different samples at different levels
[bookmark: _Toc221277889]13.2 Sample Size by Priority
QUAN Priority (quan → QUAL):
Quantitative: Full quantitative sample (see Part 3)
Qualitative: Smaller purposive subsample (15-30 participants)
Purpose: Qualitative explains quantitative results
QUAL Priority (QUAN → qual):
Qualitative: Full qualitative sample (see Part 2)
Quantitative: Smaller survey to contextualise (100-200 participants)
Purpose: Quantitative provides context for qualitative findings
Equal Priority (QUAN + QUAL):
Both components need adequate samples
Quantitative: 200-400+
Qualitative: 25-50 interviews
Purpose: Triangulation and complementarity


[bookmark: _Toc221277890]14. SAMPLE SIZES BY MIXED METHODS DESIGN
[bookmark: _Toc221277891]14.1 CONVERGENT PARALLEL DESIGN
Design: Quantitative and qualitative data collected concurrently, analysed separately, then merged.
Creswell, J.W. and Plano Clark, V.L. (2018) Designing and Conducting Mixed Methods Research, 3rd ed.
Sample Size Recommendations:
Equal Priority:
Quantitative: 200-400+
Qualitative: 25-40 interviews
Purpose: Compare/validate findings from both strands
Unequal Priority (QUAN focus):
Quantitative: 300-500
Qualitative: 15-25 interviews
Purpose: Qualitative enriches quantitative findings
For Business PhDs:
Survey: 300-500
Interviews: 20-40
Example: Survey all employees (N=400), interview subsample (N=30)
[bookmark: _Toc221277892]14.2 EXPLANATORY SEQUENTIAL DESIGN
Design: Quantitative data collected first, then qualitative data collected to explain quantitative results.
QUAN → qual sequence
Sample Size Recommendations:
Typical Pattern:
Phase 1 (Quantitative): 300-500+ (main focus)
Phase 2 (Qualitative): 15-30 interviews (explain anomalies or interesting findings)
Creswell, J.W. and Plano Clark, V.L. (2018) Designing and Conducting Mixed Methods Research, 3rd ed.
Purpose of Phase 2:
Explain surprising quantitative results
Explore significant/non-significant results
Understand outliers or exceptions
For Business PhDs:
Survey phase: 300-600
Interview phase: 20-35
Example: Survey customer satisfaction (N=500), interview dissatisfied customers (N=25)
[bookmark: _Toc221277893]14.3 EXPLORATORY SEQUENTIAL DESIGN
Design: Qualitative data collected first to explore a phenomenon, then quantitative data collected to test or generalise findings.
QUAL → quan sequence
Sample Size Recommendations:
Typical Pattern:
Phase 1 (Qualitative): 20-40 interviews (develop themes/hypotheses)
Phase 2 (Quantitative): 300-500+ (test themes on larger sample)
Creswell, J.W. and Plano Clark, V.L. (2018) Designing and Conducting Mixed Methods Research, 3rd ed.
Common in instrument development:
Phase 1: Interviews to generate items (20-30 participants)
Phase 2: Survey to validate instrument (300-500 participants)
For Business PhDs:
Exploratory phase: 25-50 interviews
Testing phase: 400-600 survey
Example: Interview managers about leadership challenges (N=35), develop survey, test with larger sample (N=450)
[bookmark: _Toc221277894]14.4 EMBEDDED DESIGN
Design: One method embedded within a larger design of the other method.
Sample Size Recommendations:
Quantitative Primary with Embedded Qualitative:
Quantitative (primary): Full sample needed for design (e.g., 400 for SEM)
Qualitative (embedded): 10-20 interviews
Purpose: Address different question within primary study
Qualitative Primary with Embedded Quantitative:
Qualitative (primary): 30-50 interviews
Quantitative (embedded): 100-200 survey or demographic data
Purpose: Describe sample characteristics or contextualise findings
For Business PhDs:
Example 1: Experimental study (N=200) with embedded interviews (N=15)
Example 2: Ethnography (30 interviews) with embedded survey (N=150)
[bookmark: _Toc221277895]14.5 TRANSFORMATIVE DESIGN
Design: Mixed methods study framed within transformative theoretical perspective (e.g., critical theory, feminist theory).
Sample Size Recommendations:
Similar to other designs but with specific considerations:
Quantitative: Large enough to demonstrate inequalities/disparities (300-500+)
Qualitative: Sufficient to capture marginalised voices (25-60)
Priority on ensuring diverse, representative samples
For Business PhDs using critical or feminist frameworks:
Survey: 300-600 (demonstrate patterns of inequality)
Interviews: 30-60 (capture marginalised experiences)
Must include adequate representation of affected groups
[bookmark: _Toc221277896]14.6 MULTIPHASE DESIGN
Design: Multiple sequential or concurrent phases over extended time.
Sample Size Recommendations:
Varies widely depending on: Number of phases, Purpose of each phase, Resources and time available
Typical pattern:
Initial exploratory phase: 20-30 interviews
Development phase: 200-300 survey
Validation phase: 400-600 survey
Final refinement: 15-25 interviews
For Business PhDs:
Rarely used due to time constraints
More common in funded research programmes
Each phase should have adequate sample for its purpose


[bookmark: _Toc221277897]15. MIXED METHODS FOR BUSINESS AND MANAGEMENT RESEARCH
[bookmark: _Toc221277898]15.1 Typical Mixed Methods Samples in Business Research
Marketing Research (Mixed Methods):
Survey: 400-800 consumers
Interviews: 25-40 consumers
Focus groups: 4-6 groups of 6-8 participants
Purpose: Understand attitudes (qualitative) and prevalence (quantitative)
Organisational Change Research:
Pre-change survey: 200-400 employees
Implementation interviews: 30-50 employees
Post-change survey: 200-400 employees
Purpose: Track change process and outcomes
Strategic Management (Mixed Methods):
Archival analysis: Large datasets (500-1000+ firms)
Case studies: 4-8 organisations with 15-25 interviews each
Purpose: Test theory quantitatively, explore mechanisms qualitatively
HRM Research (Mixed Methods):
Employee survey: 300-600
Manager interviews: 20-40
HR document analysis: Organisation-wide
Purpose: Understand policy impact
[bookmark: _Toc221277899]15.2 Practical Recommendations for Business PhDs
QUAN Priority Mixed Methods:
Quantitative: 300-500+ (adequate for main analysis)
Qualitative: 15-25 (explain key findings)
Total time: 18-24 months
Suitable when: Research question primarily quantitative
QUAL Priority Mixed Methods:
Qualitative: 30-50 (main data collection)
Quantitative: 100-200 (contextualise/describe)
Total time: 20-26 months
Suitable when: Research question primarily qualitative
Equal Priority Mixed Methods:
Quantitative: 200-400
Qualitative: 25-40
Total time: 24-30 months
Suitable when: Both approaches essential
Warning: Most demanding design for PhD timeframes
[bookmark: _Toc221277900]15.3 Resource Considerations
Time Requirements:
Quantitative data collection: 2-6 months (depending on response rate)
Qualitative data collection: 4-8 months (including transcription)
Analysis: Add 3-6 months for each component
Integration: Add 2-3 months
Practical advice: Most PhD students should prioritise one method and use the other as supplementary unless specific research questions require equal priority.
Summary Table: Mixed Methods Sample Sizes for Business PhDs
	Design
	Quantitative
	Qualitative
	Total Time
	Priority

	Convergent (equal)
	300-400
	25-40
	24-30 months
	Both

	Convergent (QUAN)
	400-600
	15-25
	20-26 months
	QUAN

	Explanatory sequential
	300-500
	20-35
	22-28 months
	QUAN

	Exploratory sequential
	300-500
	25-50
	24-30 months
	QUAL

	Embedded (QUAN)
	400-600
	10-20
	18-24 months
	QUAN

	Embedded (QUAL)
	100-200
	30-50
	20-26 months
	QUAL




[bookmark: _Toc221277901]PART 5: PRACTICAL GUIDANCE AND JUSTIFICATION
[bookmark: _Toc221277902]16. SAMPLE SIZE JUSTIFICATION FRAMEWORK
[bookmark: _Toc221277903]16.1 FOR QUALITATIVE STUDIES
Essential Components of Justification:
1. Paradigm/Epistemological Position:
State your research paradigm and how it influences sample size determination.
Example: 'This study adopts an interpretivist phenomenological approach. Following Smith et al. (2009), sample size in IPA research should prioritise depth of analysis over breadth of participants. For professional doctorate research, 4-10 participants are recommended (Smith et al., 2009, p. 51).'
2. Methodological Approach:
Cite method-specific guidelines.
Example: 'For grounded theory research, Charmaz (2014) emphasises that sample size depends on scope and aims, with quality of analysis mattering more than quantity. Morse (2000) suggests 20-50 interviews for grounded theory studies.'
3. Saturation Criterion:
Explain how saturation will be assessed.
Example: 'Following Francis et al. (2010), interviews will be conducted in batches of 10, followed by three additional interviews to verify that no new themes emerge, indicating saturation has been reached.'
4. Research Context:
Explain how your specific context influences sample size.
Example: 'This study focuses on female CEOs in FTSE 100 companies, a relatively small population. Given the difficulty of access and the homogeneity of this elite sample, Guest et al. (2006) suggest that data saturation may occur with fewer participants. A target of 15-20 interviews is therefore appropriate.'
5. Comparison to Published Studies:
Reference similar published studies.
Example: 'This target sample size is consistent with published research in similar contexts. Gioia et al. (2013) conducted 42 interviews in their organisational identity study, while Pratt's (2009) review of AMJ studies indicates that 30-75 interviews are typical for qualitative management research.'
Key Citations for Qualitative Justification:
For Saturation:
Guest et al. (2006) - Data saturation
Francis et al. (2010) - Operationalising saturation
Morse (2015) - Quality and rigour
Saunders et al. (2018) - Types of saturation
For Method-Specific:
Phenomenology: Smith et al. (2009), Morse (2000)
Grounded Theory: Charmaz (2014), Glaser & Strauss (1967)
Ethnography: Fetterman (2010), Morse (2000)
Case Study: Eisenhardt (1989), Yin (2018)
For Management Research:
Gioia et al. (2013) - Gioia methodology
Pratt (2009) - AMJ standards
Eisenhardt (1989) - Case research
[bookmark: _Toc221277904]16.2 FOR QUANTITATIVE STUDIES
Essential Components of Justification:
1. A Priori Power Analysis:
Document power analysis calculations.
Example: 'Sample size was determined using G*Power 3.1.9.7 (Faul et al., 2007). For multiple regression with 8 predictor variables, medium effect size (f²=.15), power of .80, and α=.05, the required sample size is 109. To account for potential missing data and dropout (estimated at 20%), a target sample of 140 was established.'
2. Effect Size Justification:
Explain expected effect size based on literature or pilot data.
Example: 'The expected medium effect size (f²=.15) is based on similar studies in this domain. Smith and Jones (2020) reported f²=.18 in their study of employee engagement, while Brown et al. (2021) found f²=.14 in a related context.'
3. Statistical Method Requirements:
Cite method-specific requirements.
Example: 'For structural equation modelling, Hair et al. (2010) recommend a minimum of 200 observations, with 400 preferred for complex models. Given that the proposed model includes 6 latent variables and 24 observed variables, a target sample of 450 provides adequate power for robust estimation.'
Key Citations for Quantitative Justification:
For Power Analysis:
Cohen (1988, 1992) - Power analysis and effect sizes
Faul et al. (2007) - G*Power software
Maxwell et al. (2008) - Precision-based approaches
For Method-Specific:
Regression: Green (1991), Hair et al. (2010)
SEM: Kline (2016), Hair et al. (2010)
Experiments: Shadish et al. (2002), Cohen (1992)
Surveys: Krejcie & Morgan (1970), Bartlett et al. (2001)
[bookmark: _Toc221277905]16.3 FOR MIXED METHODS STUDIES
Essential Components of Justification:
1. Mixed Methods Design:
Specify design and integration rationale.
Example: 'This study employs an explanatory sequential mixed methods design (Creswell & Plano Clark, 2018), where quantitative data collection is followed by qualitative interviews to explain and contextualise the quantitative findings.'
2. Priority and Timing:
Explain which method has priority and why.
3. Justify Each Component:
Provide separate justification for each strand based on guidelines above.
Key Citations for Mixed Methods Justification:
Creswell & Plano Clark (2018) - Mixed methods designs
Onwuegbuzie & Collins (2007) - Sampling strategies
Plus relevant citations from qualitative and quantitative sections


[bookmark: _Toc221277906]17. TARGET JOURNAL STANDARDS (BUSINESS AND MANAGEMENT)
[bookmark: _Toc221277907]17.1 Qualitative Research - Top Journals
Analysis of published articles 2015-2023:
	Journal
	Typical Qualitative Sample

	Academy of Management Journal
	30-75 interviews; 4-12 cases

	Administrative Science Quarterly
	35-80 interviews; 5-15 cases

	Organization Science
	30-70 interviews; 4-10 cases

	Strategic Management Journal
	25-60 interviews; 4-12 cases

	Journal of Management Studies
	25-65 interviews; 3-10 cases

	Organization Studies
	30-75 interviews; 4-12 cases

	Human Resource Management
	25-50 interviews; 3-8 organisations

	Journal of Business Venturing
	20-50 interviews; 3-10 ventures


Key Observation: Top journals expect evidence of saturation and rich, thick description regardless of exact numbers.
[bookmark: _Toc221277908]17.2 Quantitative Research - Top Journals
	Journal
	Typical Quantitative Sample

	Academy of Management Journal
	300-800+ (surveys); 200-500+ (experiments)

	Journal of Applied Psychology
	250-600+ (field); 100-300+ (experiments)

	Strategic Management Journal
	200-1000+ (archival); 300-600 (surveys)

	Journal of Marketing
	300-800+ (surveys); 200-500 (experiments)

	Journal of Operations Management
	200-500+ (surveys); Large archival

	Management Science
	Large samples (500-5000+); archival

	Marketing Science
	Large samples (500-5000+); archival/experimental


Key Observation: Top journals expect adequate power and robust analyses. Larger samples generally required for publication.


[bookmark: _Toc221277909]18. SUMMARY: QUICK REFERENCE TABLES
[bookmark: _Toc221277910]18.1 QUALITATIVE RESEARCH QUICK REFERENCE
	Paradigm/Approach
	Minimum
	Typical
	Maximum
	Key Citation

	Phenomenology (IPA)
	3
	4-10
	15
	Smith et al. (2009)

	Phenomenology (general)
	5
	10-20
	25
	Polkinghorne (1989)

	Grounded Theory
	20
	25-40
	60
	Charmaz (2014)

	Ethnography
	20
	30-50
	100+
	Fetterman (2010)

	Critical Ethnography
	15
	25-50
	100+
	Madison (2012)

	Case Study (single)
	15
	20-30
	40
	Yin (2018)

	Case Study (multiple)
	3
	4-10
	12
	Eisenhardt (1989)

	Narrative Analysis
	1
	6-20
	30
	Andrews et al. (2013)

	Discourse Analysis
	6
	10-30
	Large corpus
	Potter (1996)

	Critical Discourse Analysis
	10
	20-50
	Large corpus
	Fairclough (2013)

	Conversation Analysis
	6
	6-15
	20+
	Boles & Bombard (1998)

	Social Constructionism
	12
	20-40
	60
	Holstein & Gubrium (2011)

	Critical Theory
	20
	25-60
	80+
	Alvesson & Deetz (2000)

	PAR
	6
	10-30
	150+
	Kemmis et al. (2014)


[bookmark: _Toc221277911]18.2 QUANTITATIVE RESEARCH QUICK REFERENCE
	Statistical Method
	Minimum
	Adequate
	Preferred
	Key Citation

	Regression (5-10 predictors)
	100
	200
	300+
	Hair et al. (2010)

	SEM (simple)
	200
	300
	400+
	Kline (2016)

	SEM (complex)
	300
	500
	800+
	Hair et al. (2010)

	Factor Analysis (EFA)
	150
	300
	500+
	Comrey & Lee (1992)

	Experiments (per condition)
	30
	40
	60+
	Cohen (1992)

	Surveys (descriptive)
	200
	300
	500
	Krejcie & Morgan (1970)

	Surveys (explanatory)
	300
	400
	600+
	Dillman et al. (2014)

	Multi-level (groups)
	50
	75
	100+
	Maas & Hox (2005)


[bookmark: _Toc221277912]18.3 MIXED METHODS QUICK REFERENCE
	Design
	Quantitative
	Qualitative
	Priority

	Convergent (equal)
	300-400
	25-40
	Both

	Convergent (QUAN)
	400-600
	15-25
	QUAN

	Explanatory sequential
	300-500
	20-35
	QUAN

	Exploratory sequential
	300-500
	25-50
	QUAL

	Embedded (QUAN)
	400-600
	10-20
	QUAN

	Embedded (QUAL)
	100-200
	30-50
	QUAL


[bookmark: _Toc221277913]18.4 KEY PRINCIPLE
There is no universal 'magic number' for any research approach. Sample size determination is a reasoned, justified decision based on:
Your specific research questions
Your methodological approach
Your analytical strategy
Your resources and constraints
Standards in your field
Always document and justify your sample size decision with appropriate citations from the methodological literature.
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