Syllabus $$$請使用正版教科書！請尊重智慧財產權！$$$
Course Title: Multivariate Analysis
Course Hour: 9~12, Wednesday
Instructor: Dr. Long-Chuan Lu 

Office Hours: by appointments

Office Phone Number: 05-272-0411 ext. 12000 
Email Address: bmalcl@ccu.edu.tw
  

Textbook:      Hair, Joseph F., William C. Black, Barry J. Babin, and Rolph E. 
Anderson (2019), Multivariate Data Analysis, 8th Ed., Upper 
Saddle River, NJ: Prentice Hall. (華泰代理)
  

Course Description:
Multivariate analysis is the basic and essential course in the field of marketing science. To understand the phenomena of marketing environments and the continuously changing behaviors of consumers, marketing academicians and professionals must be capable of foreseeing and determining the driving forces that shape and motivate the environments. Careful observations and intuitive analysis may achieve this goal in the early ages. However, it cannot be done in the contemporary world without the advanced statistical techniques of multivariate analysis due to the nature of complication and variation of the modern marketing environments. 

  

Course Objectives:
This course intends to equip students with the ability of reading and interpreting the research results of social sciences, which may include, but not limit to, such fields as marketing, management, management information system, psychology, sociology, ...etc. Thus, the objectives of this course are three folds.

        A.    To have a basic knowledge of traditional statistical techniques,

        B.     To be able to read and interpret the research results of social sciences, and

        C.    To be capable of running various statistical tools on SPSS.

 
Course Requirements and Grading:
	A. Midterm Exam
B. Final Exam                    
	35%
35%
	

	C. Article Presentation
	15%
	

	D. Participation
	15%
	

	Total
	100%
	


	 Course Agenda

週別
	日期


	課程內容

	1
	9/10
	Course Introduction

問卷回收後要做的事有哪些?
 

	2
	9/17
	Chapter 1: Overview of Multivariate Methods


	3
	9/24
	Chapter 2: Examining Data



	4
	10/1
	Chapter 2: Examining Data
Chapter 3: Exploratory Factor analysis


	5
	10/8
	Chapter 3: Exploratory Factor analysis


	6
	10/15
	Chapter 4: Cluster analysis

Article 1: Parasuraman, A., Valarie A. Zeithaml, and Leonard L. Berry (1988), “SERVQUAL: A Multiple-Item Scale for Measuring Consumer Perceptions of Service Quality,” Journal of Retailing, 64(1), 12-40.


	7
	10/22
	Chapter 4: Cluster analysis II

Article 2: Singh, Jagdip (1990), "A Typology of Consumer 

Dissatisfaction Response Styles," Journal of Retailing, 66(1), 57-99.


	   8
	10/29
	Chapter 5: Multiple Regression Analysis


	9
	11/5
	Mid-term Exam  (考試10:00~12:00)


	10
	11/12
	Chapter 6: MANOVA: Extending ANOVA

Article 3: 黃銘章與孫詩蘋(2008)，”產品知識、涉入程度對處方藥藥商廣告效果之影響”，行銷評論，第5卷，第1期，頁81-104。


	11
	11/19
	Chapter 6: MANOVA: Extending ANOVA
Article 4: 林鴻銘(2011) ，“調節焦點對廣告說服的影響－訊息處理之角色”，商略學報，3卷，1期，39-52頁。


	12
	11/26
	Chapter 7: Multiple Discriminant Analysis


	13
	12/3
	Conjoint analysis I
Article 5: Peltier, James W., John Davis, and John A. Schibrowsky (1996), "Predicting Payment and Nonpayment of Direct Mail Obligations: Profiling Good and Bad Credit Risks," Journal of Direct Marketing, 10(2), 36-43.


	14
	12/10
	 Conjoint analysis II

Article 6: Arora, Raj (1991), "Formulating Direct Marketing Offers with Conjoint Analysis," Journal of Direct Marketing, 5(1), 48-56.


	15
	12/17
	Chapter 9: Structural Equation Modeling: An Introduction
Ch11: Testing Structural Equation Models
Article 7: Fatma, Mobin, Zillur Rahman, Imran Khan (2016), “‘Measuring consumer perception of CSR in tourism industry: Scale development and validation,” Journal of Hospitality and Tourism Management, 27 (2016) 39-48.



	16
	12/24
	Final Exam (考試10:00~12:00)


	17
	12/31
	自主學習


	18
	1/7
	自主學習
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