Course Format

Colleage of Management ,National Sun Yat-sen University

	Chinese Course Title
	多變量分析
	Course Number
	M4010004

	English Course Title
	Multivariate Analysis 

	Class Format
	Lecture
	Requirement
	elective
	Department
	B. M.

	Instructor
	Albert Wenben Lai
	Credit
	3 credits

	Course Objective

	Students will understand the natures and concepts of various methods of multivariate analysis, obtain the practical skills over applying much statistical analysis computer software, and acquire good penetrating capabilities in interpretation into the outputs from the computer programs.  Through homework assignment with realistic data, students will also have practical experiences of applying multivariate analysis.

	Course Outline

	Following the great leaps on processing capacity of personal computers and improvement of the techniques of statistical analysis, multivariate analysis for the business research are nowadays much more prevailing, varying, and usable than any time before.  Knowledge and analysis capacity on multivariate analysis, which can enhance researchers’ diagnosis, penetration, and interpretation on the various types of data from business activities.  Therefore, training in multivariate analysis is considered as an basic and required discipline for a classic MBA.  The contents of this course includes: 
1. Basic concepts of quantitative data analysis 
2. Formats, description, and summarization for multivariable data.
3. Basic concepts of matrix algebra.
4. Concepts of descriptive statistics and Ideas and assumptions on statistics. 
5. Hand-on practices using major statistics analysis computer software, such as SPSS, LISREL.
6. Factor Analysis, Regression Analysis, Discriminant Analysis
7. Analyses for nonmetric scale data
8. ANOVA, Conjoint Analysis, Cluster Analysis
9. Multidimensional Scaling Analysis, Path Analysis, and Structural Equation Modeling

	Teaching Format

	Lecture; Discussion; Article Reviewing, and Homework Assignment.

	Grading Standard

	1. class participation          15%

2. mid-term exam            25%

3. final exam                25%

4. homework (6 practices)     35%

	Reference/Text

	1. Hair, Joseph F., Jr. et al. (2006), Multivariate Data Analysis, 6th ed., Upper Saddle River, NJ: Prentice-Hall. 

2. Lattin, James, J. Douglas Carroll, Paul E. Green (2003), Analyzing Multivariate Data, New York, NY: Dryden Press

3. Howell, David C. (2002), Statistical Methods for Psychology, 5th ed., Pacific Grove, CA: Duxbury.

4. Maruyama, Geoffrey M. (1998), Basics of Structural Equation Modeling, Thousand Oaks, CA: Sage.

	Course content/ Progress / Documents

	Week
Date 

Course content/ Progress / Documents.

01

09/22
Course Introduction and Getting Ready

02

09/29

Data Preparation (hair, ch.1
03

10/06

Cleaning and Transforming data (hair, ch.2)      (hw #1)
Descriptive Statistics & Data Verification 
04

10/13

Matrix Algebra and Data Exploration  (hair, ch.1& 2)
ppr#01: Matrix Algebra, an Introduction
05

10/20

Factor Analysis (hair, ch.3)      (hw #2)
ppr#02: Aaker, David A. (1980) Factor Analysis: An Exposition

06

10/27

Multiple Regression Analysis (hair, ch.4)
ppr#03: Hise, Kelly, Gable and McDonald (1983), “Factors Affecting the Performance of Individual Chain Store Unit: An Empirical Analysis,” Journal of Retailing, 59 (Summer): 22-39. 
07

11/03

Discriminant Analysis (hair, ch.5)        (hw #3)
ppr#04: Dant, Rajiv P., James R. Lumpkin and Robert P. Bush (1990), “Private Physicians or Walk-In Clinics: Do the Patients Differ,” Journal of Health Care Marketing, 10 (June): 22-35.
08

11/10

Discrete variables Analysis andLogistic Regression; hair ch.5)
ppr#05: 莊瑞珠2007,邏輯迴歸運用在女性信用卡評分制度,輔仁管理評論
09

11/17

ANOVA and MANOVA (hair, ch.6)        (hw #4)
ppr#06: Urbany et al. (1988), “The Effect of Plausible and Exaggerated Reference Prices on Consumer Perceptions and Price Search,” Journal of Consumer Research, 15(June): 95-110.
10

11/24

Mid-term Examination： 14:10 pm --15:50 pm

11

12/01

NOVA and MANOVA (hair, ch.6) 
ppr#06: Urbany et al. (1988), “The Effect of Plausible and Exaggerated Reference Prices on Consumer Perceptions and Price Search,” Journal of Consumer Research, 15(June): 95-110.
12

12/08

Conjoint Analysis  (hair, ch.7)     (hw #5)
ppr#07: Green, Paul E. and Yoram Wind (1975), “New Way to Measure Consumers’ Judgments,” Harvard Business Review, (July-August): 107-117.
13

12/15

Cluster Analysis (hair, ch.8)  
ppr#08: Furse et al. (1984), “A Typology of Individual Search Strategies Among Purchasers of New Automobiles,” Journal of Consumer Research, 10 (March): 417-431.

14

12/22

Multidimensional Scaling (MDS) (hair, ch.9)  
ppr#09: Schenkman, Bo N. and Fredrik U. Jonsson (2000), “Aesthetics and Preferences of Web Pages,” Behaviour and Infomation Technology, 19(5): 367-377.

15

12/29

Causal Modeling: Path Analysis (Hair, ch.10)    (hw #6)
ppr#10: Grapentine, Terry (2000), “Path Analysis VS. Structural Equation Modeling,” Marketing Research, (Fall): 13-21.
16

01/05

SEM: Confirming Factor Analysis  (Hair, ch.11&12) 

ppr#11:.Hughes et al. (1986), "Linking Theory Construction and Theory Testing" Academy of Management Review, 11 (1): 128-144..
17
01/12

Final Examination： 14:10 pm --15:50 pm




