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Dati qualitativi
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I Sono raccolti in forma non numerica

Esempi:
Trascrizioni di interviste

Appunti di ricerca sul campo

Video

Audio registrazioni

Immagini

Documenti (rapporti, appunti di riunioni, e-mail, post, ecc.)

http://onlineqda.hud.ac.uk/methodologies.php
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Qualitative Data Analysis
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Qualitative Data Analysis (QDA) is the range of  

processes and procedures whereby we move from the  

qualitative data that have been collected into some form  

of explanation, understanding or interpretation of the  

people and situations we are investigating.

QDA is usually based on an interpretative philosophy.

The idea is to examine the meaningful and symbolic

content of qualitative data.
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For example...

By analysing interview data the researcher may be  attempting to 

identify any or all of:

Someone's interpretation of the world,

Why they have that point of view,

How they came to that view,

What they have been doing,

How they conveyed their view of their situation,

How they identify or themselves and others in  what they say.
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QDA process
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Writing

Identification

of themes.
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Writing

16/10/2020 6

Writing involves writing about the data and 

what  you find there.

In many cases what you write may be 

analytic  ideas.

In other cases it may be some form of précis 

or  summary of the data, though this usually  

contains some analytic ideas.
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Coding into themes
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Looking for themes involves coding.

This is the identification of passages of text (or other  

meaningful phenomena, such as parts of images) and  

applying labels to them that indicate they are examples 

of  some thematic idea.

At its simplest, this labelling or coding process enables  

researchers quickly to retrieve and collect together all 

the  text and other data that they have associated with 

some  thematic idea so that they can be examined 

together and  different cases can be compared in that

respect.
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Interpreting
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It is easy, when starting QDA both to write and code in  

ways that are nothing more than descriptive 

summaries  of what participants have said or done.

Inevitably even description involves some level 

of  interpretation.

The trick is to move away from the kinds of 

descriptions  and interpretations that people would use 

in the milieu, community or setting you are 

investigating to a  categorization and analytic 

understanding that begins to  explain why things are 

as you have found them.

DEAMS (UniTs) - Ricerche di Marketing - de Luca



Organising
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The data sets used in QDA tend to be very large.

Though samples may be quite small compared with those used in  

quantitative approaches such as surveys, the kinds of meaningful  

data collected (field notes, video recordings and interviews, for  

example) tend to be very lengthy and require the kind of intensive  

examination, understanding and reading that only humans can do.

In order to keep a clear mind and not become overwhelmed by the

sheer amount of data and analytic writings, the analyst needs to be

organised.

Researchers tend to approach this organisation in one of two ways:

Manual methods

Computer based methods
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Manual methods
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Notes and interviews are transcribed 

and transcripts and images etc. are copied.

The researcher then uses folders, filing cabinets, wallets 

etc. to  gather together materials that are examples of 

similar themes or  analytic ideas. 

This facilitates easy retrieval of such linked material,  but 

necessitates two things:

Making multiple copies of the original data as the same data may

represent two or more themes or analytic ideas.

A careful method of labeling the material in the folders or files so 

that it is  possible to check back and examine the broader context 

in which that  data occurred. The analyst needs to know where 

the snippets of data in  the files came from so that they can be re-

contextualised.
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Computer based
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With the advent of the personal computer that proved excellent at  

manipulating text, it was clear that with the right software much of 

the  manual organisation could be done efficiently with a PC.

Thus many researchers have replaced physical files and cabinets with  

computer based directories and files along with the use of word 

processors  to write and annotate texts.

Many analysts now also use dedicated computer assisted qualitative data  

analysis (CAQDAS) packages that not only make the coding and retrieval 

of  text easy to do, but can add other functions like searching that 

computers do  quickly but which takes humans ages to do or in some 

cases, which humans  have never done.

At first the focus of CAQDAS was on text since that was easy to handle

on PCs, but now that much audio and video is in digital form too,

software has been developed to support the analysis of audio and video

data.
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https://atlasti.com/

https://atlasti.com/
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http://www.gmsl.it/nvivo/

http://www.gmsl.it/nvivo/
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https://www.tlab.it/it/allegati/help_it_online/msubcorpus.htm

https://www.tlab.it/

https://www.tlab.it/it/allegati/help_it_online/msubcorpus.htm
https://www.tlab.it/
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https://orange.biolab.si/

https://orange.biolab.si/


Noticing, Collecting and Thinking Model
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Notice
things

Collect
things

Think about
things

Seidel, 1998
These parts are interlinked and cyclical.

For example while thinking about things you notice further things and collect them.

Noticing interesting things in the data and assigning ‘codes’ to them, based on topic or  

theme, potentially breaks the data into fragments.

Codes which have been applied to the data then act as sorting and collection devices.
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