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5.3. Limitations and suggestions for further research

As is often the case, also this work suffers from some limitations. First, although it relies on a sound scientific base, this manuscript
is conceptual in nature: a BD-enabled approach would require a further refinement and conceptualization of how BD could directly or
indirectly affect the CRM inputs and outputs explicitly, for instance by formulating specific hypotheses. Second, the word tree
methodology we used for the content analysis is still little applied for scientific purposes, and literature does not provide any
guideline for its development. Thus, if on one side the word tree protocol we built might be considered as a reference for future
applications, since it relies on both common sense and a reasonable logic, on the other side it should be extended and formalized for
strengthening its validity.

Despite these limitations, this work sketches out the BD-enabled CRM concept that could be worth of further research. Therefore,
as BD literature strongly lacks empirical works, we suggest three possible future developments. First, it would be interesting to assess
the effect of BD initiatives on CRM CSFs through a case study approach that, according to Yin (2014), would be a suitable exploratory
research method in this context. Second, the insights emerging from one or more exploratory case studies could support formulation
and test of specific hypotheses, laid on the propositions we presented, about the relationship between BD initiatives and CRM
enabling factors to be tested. Alternatively, a third potential development is to replicate and extend this study into other contexts,
different from the CRM one, in order to evaluate the generalizability of our statements about BD, and to evaluate if similar con-
clusions may be drawn.
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