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	Metatriangulation theory-building strategy comprises approaches that address problems theorists encounter when selecting a research topic, collecting and analyzing data, theorizing and evaluating the resulting theory using multiple paradigms. The Multiparadigm approach to theory building is the means through which the theorists develop correspondence between theory-construction and paradigms efforts by exploring a metaparadigm perspective likely to allow disparate approaches to theory development. In Defence of paradigm incommensurability, the article's purpose is to examine the outcome of paradigm incommensurability as well as consider the paradigm’s restitution as the central feature of the entire paradigmatic analysis. Breaking the paradigm mentality focuses on Burrell and Morgan’s core arguments on sociological paradigms and organizational analysis. It also assesses the responses to it. Revisit paradigm(s) in management research paper focuses on the potential applications of rhetorical analysis applied in exploring contemporary debates and compares Burrell and Morgan’s and Kuhn’s concepts of incommensurability as well as paradigm(s). On making marketing science a more scientific paper contributes to the debate that examines current and alternative paradigms, metaphors, puzzle-solving, and orientations activities in marketing.
	The Metatriangulation theory-building process involves theorists who conduct parallel or sequential studies using respective methods and foci similar to the multiparadigm approach to theory building. However, the multiparadigm approach perspectives only allow researchers to recognize in-built as well as irreconcilable differences in theories. Also, encourages its theorists to adopt a more comprehensive view through accounting for the differences. In defense of paradigm incommensurability article focuses on Morgan and Burrell's arguments about the essence of defense against scientistic authoritarianism, with the two scholars criticizing Kuhn's work. Similarly, revisit paradigm(s) in management research is based on arguments of Morgan and Burrell against Kuhn's about paradigm and incommensurability. Break the paradigm mentality paper looks into Morgan and Burrell's division of objectivists as well as subjectivist way of analysis by focusing on Kuhn's understanding of the continuity and incommensurability in the theory development process. The article on making marketing science more scientific deals with metatheoretical debate in marketing, fundamental notions applied in research processes, 4-main world views involved in marketing, and then addresses ways marketing can break free from current paradigmatic provincialism. 
