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University of North Carolina at Greensboro 

CRS 714: Advanced Quantitative Research Methodology 

Spring 2020 

 

Instructor:  Kittichai Watchravesringkan, Ph.D. 

Meeting time:  Thursday: 5.30 – 8.20 pm 

Room:   Stone 217 

Contact information: k_watchr@uncg.edu or 336-256-2474 

Office hours:  Th: 3.00 – 4.00 pm. and by appointment   

 

 

Course description: This is a doctoral course in intermediate and advanced quantitative 

research methodology within the domains of consumer, apparel, and 

retailing. It places emphasis on concepts, framework, theory, hypotheses 

development, and empirical research methods and models. In addition, this 

is not a statistical course; thus, specific emphasis is on conceptual 

understanding and the use of statistical software (e.g., SPSS, SAS, 

LISREL) and interpretation of output rather than mathematical 

derivations. 

 

Pre-requisites:  STA 671 or ERM 682 

 

Required readings: Hair, J.F. Jr., Black, W.C., Babin, B.J., & Anderson, R.E. (2010). 

Multivariate Data Analysis, 7th ed., Upper Saddle River, NJ: Prentice Hall.  

 

Course Format: This course will be a combination of lectures, class discussions, and 

student presentation. Lectures will be used to introduce key concepts and 

to provide information from the outside readings. Thus, you will be 

expected to have read chapter(s) and readings assigned in the syllabus 

prior to coming to class on that day.  

 

 

Rules of Conduct: 

 

Attendance:  You are expected to attend class regularly. Should you miss a class 

meeting, you are responsible for all materials covered at that class 

meeting, including any handouts distributed during that class meeting. 

You are allowed to miss one (1) class (regardless of any reason) without 

penalty. Therefore, you are encouraged to utilize this one class absence for 

personal emergencies such as job interviews, or family/friends wedding, 

etc. Consult the instructor, if there are extenuating circumstances that can 

be documented such as an academic, university-sponsored trip, severe 

illness that requires extended hospitalization, or death of an immediate 

family member. However, if you miss class more than one (1), you will be 

subjected to a drop of one (1) full final semester grade (e.g., A to A-, B+ 

to B, B- to C+) for each missed class absence.  

mailto:k_watchr@uncg.edu
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Participation:  Class participation is extremely important. You need to learn to critically 

evaluate other ideas and to accept critical evaluation of your own ideas 

without feeling personally offended. This kind of interaction among 

scholars or even practitioners is absolutely essential to the conduct of 

worthwhile research and to the expansion of the knowledge base. Your 

grade will be evaluated on the level and quality of class participation. If 

you simply say nothing during the course, your participation grade will be 

recorded as a 0 (zero).   

 

Cell-Phone/Other Electronic Devices: Do not bring cell phones, and other means 

of electronic devices to class. If you feel as though you must bring them to 

class, be sure to turn them off so no obnoxious interruptions will occur.   

 

Academic Misconduct: Academic misconduct of any form (e.g., cheating, 

plagiarism) will not be tolerated in this class and will result in an “F” for 

this course. 

 

 

Course Requirements and Assignments 

 

 

1. Comprehensive Examination      25%  

 

2. Research Paper:        30% 

  

3. Annotated Bibliography (10 articles)     5% 

 

4. Peer-Reviews         10%  

 

4. Homework         20% 

 

5. Class Participation        15% 

 

TOTAL:        100%  

 

 

 

Final Grading Scale: 

 

A = 93 – 100%    A- = 90 – 92%    B+ = 87 – 89%  

B = 83 – 86 %    B- = 80 – 82%    C+ = 77 – 79% 

C = 73 – 76%    F < 73%  

 

 

Research Paper: Please see additional handout.  
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Assignments:  There will be several assignments. Assignments include, but not limited  

   to, conceptual and hypotheses development and statistical exercises. You  

   should be prepared to discuss these assignments. Thus, make sure to make 

   an extra copy of each  assignment for yourself. I do not accept faxed or  

   electronic submissions. In addition, assignments submitted past due date  

   will not be accepted. Note, all assignments must be typed and double  

   spaced with one-inch margin across.  

 

 

Presentation:  As a means of providing broader feedback regarding your final paper, you  

   will have an opportunity to share your final paper with the rest of our class 

   and obtain collective feedback. You will be evaluated on your   

   presentational style, contents, and ability to answer questions.  

 

 

Peer-Review:  You will have the opportunity to obtain a more focused and in-depth set of 

   comments about your paper from, at least, two of your class colleagues  

   (double-blind review process). Likewise, you will be asked to review two  

   different papers for two of your colleagues. These reviews should be  

   written in a critically constructive fashion. Specially, these reviews should  

   identify the strengths and weaknesses of the paper and offer specific  

   suggestions for improvement. I expect that these reviews will be   

   approximately 2-3 pages (double-spaced) long for each paper and should  

   be done in journal style. This peer-review accounts for 10% of your total  

   grade.  

 

 

Questions:  I have tried to be as explicit as possible in preparing this syllabus.   

   However, I am sure that concerns, complications, and uncertainties will  

   arise over the course of the semester.  If you have any questions, please do 

   not hesitate to discuss them with me. I am always willing to listen to  

   student concerns. I would also welcome any helpful suggestions for course 

   improvement in any area. 

 

Incompletes:   Grades of incomplete will only be given to those students who have  

   participated fully in the majority of class and who experience an extreme  

   and unusual situation outside of their control that severely interferes with  

   their ability to successfully complete the course. An option to receive an  

   incomplete will be at discretion of the instructor. In addition, the reason  

   for the incomplete must be verified and there must be a written agreement  

   with the student that specifies the work to be done and a timetable for  

   completion.  
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Words of Advice: 

 

1. Always be on time for the class. As your time is valuable to you, other people’s time 

is also valuable commodity.  

2. Make continuous progress on your research paper. Everything takes time. Putting a 

paper on the desk overnight usually helps us get a perspective.  

3. Try to select a mainstream research topic. Why? There are enough studies done in the 

past that you can learn great deal and easily draw meaningful hypotheses. Mainstream 

research topics can be found from decent journals such as: 

✓ Journal of Marketing Research  

✓ Journal of Retailing 

✓ Journal of Consumer Research 

✓ Journal of Marketing 

✓ Journal of Advertising  

✓ Journal of Marketing Theory and Practice  

✓ Journal of Consumer Psychology 

✓ Journal of Retailing and Consumer Service 

✓ Clothing and Textiles Research Journal  

✓ Journal of the Academy of Marketing Science 

✓ Journal of International Consumer Marketing 

✓ Journal of Fashion Marketing and Management  

✓ International Journal of Retail and Distribution Management  

✓ Psychology and Marketing  

✓ Journal of Business Research and so on  

 

 

 

Tentative Course Schedule 

 

 

January   

 

16th  Introduction 

 Homework # 1 Due: Monday January 20th (before midnight)  

  Identify 3-4 empirical articles of your research interest. Please send me a list of 

these articles via email, including authors, year, title, journal name, issues, no, 

and page number (please follow APA referencing style)  

   

   

23rd    Scientific Research: Research Problems, Hypotheses, Constructs and Variables 

Homework # 2 Due: 

  Write a 2-page paper (double-spaced, 1” margin across) of your research idea, 

including research objectives, conceptual model, theory, and hypotheses. Note, 

please make sure that you will not submit a paper that you have developed for 

other classes or had previously presented at conferences or other classes. Try to 
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come up with new ideas.  

 Readings:  

  • Kerlinger, F.N. & Lee, H.B. (2000). Foundations of Behavioral Research, 4th 

ed., Fort Worth: Harcourt College Publishers. Ch .2 and 3  

  • Babbie, E.R. (1990). Survey Research Methods, Belmont, CA: Wadsworth 

Publishing Co., 36 – 47.  

• Lichtenstein, D.R., Netemeyer, R.G., & Burton, S. (1995). Assessing the 

domain specificity of deal proneness: a field study. Journal of Consumer 

Research, 22(3), 314-326. 

   

30th  Formulating Research Problems 

Homework # 3 Due: 

  Identify research problems and/or hypotheses from each of the articles 

assigned. Then, discuss which constructs and variables were used in order to 

investigate the proposed research problems and/or hypotheses. 

 Readings:  

  The following 7 articles are a subset of articles from the representative articles 

under each analytical procedure. All of these articles will be also used again as 

representative articles when we discuss analytical procedures. At this point, we can 

only focus on their discussion of introduction, literature review, and methods. We 

will discuss results and implications later. 

  • Lichtenstein, D.R., Burton, S., & Netemeyer, R.G. (1997). An examination 

of deal proneness across sales promotion types: a consumer segmentation 

perspective. Journal of Retailing, 73(2), 283-297. 

  • Dabholkar, P. & Abston, K. (2008). The role of customer contact employees 

as external customers’ a conceptual framework for marketing strategy and 

future research. Journal of Business Research, 61(9), 959-967. 

  • Dabholkar, P. (1996). Consumer evaluations of new technology-based self-

service options: an investigation of alternative models of service quality. 

International Journal of Research in Marketing, 13(1), 29-51. 

  • I will inform you the other four (4) articles based on your selections.  

  

 

February 

     

 

6th    Developing Conceptual Framework and Testable Hypotheses 

 Homework # 4 Due:   

  Integrating the concepts and evidence based on the set of readings for today 

and the other set of readings you submitted as a group to develop a conceptual 

model of consumer satisfaction that includes both antecedents and 

consequences and briefly explains your conceptual model. In addition, address 

the research question(s) and propose testable hypotheses pertinent to your 

conceptual model.  

 Readings:  

  • Parasuraman, V., Zeithaml, V.A., & Berry, L.L. (1985). A conceptual model 
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of service quality and its implications for future research. Journal of 

Marketing, 49(4), 41-50. 

  • Parasuraman, V., Berry, L.L., & Zeithaml, V.A. (1991). Refinement and 

reassessment of the SERVQUAL scale. Journal of Retailing, 67 (4), 420-

450. 

  • Babin, B.J., Darden, W.R., & Griffen, M. (1994). Work and/or fun: 

measuring hedonic and utilitarian shopping value. Journal of Consumer 

Research, 20, 644-656. 

  • Parasuraman, A., Zeithaml, V.A., & Berry, L.L. (1988). SERVQUAL: a 

multiple-item scale for measuring consumer perceptions of service quality. 

Journal of Retailing, 64(1), 12-40. 

  • Morgan, R.M. & Shelby, H.D. (1994). The commitment-trust theory of 

marketing relationships. Journal of Marketing, 58 (3), 20-38. 

  • Westbrook, R.A. (1987). Product/consumption-based affective responses and 

postpurchase processes. Journal of Marketing Research, 24 (3), 258-270. 

   

   

13th    Research Design & Introduction to SPSS and SAS Statistical Programs  

 Readings:  

  • Kerlinger, F.N. & Lee, H.B. (2000). Foundations of Behavioral Research, 4th 

ed., Fort Worth: Harcourt College Publishers.  Ch. 17, 18, and 19.  

  • Schumann, D. W., Lee, J., & Watchravesringkan, K. (2004). The Case of 

Separation of Asian Americans Ethnic Groups As We Consider Our Target-

Market Strategies. In J. D. Williams, W-N Lee, & C. P. Haugtvedt (Eds.), 

Diversity in Advertising: Broadening the Scope of Research Directions (pp. 

341-355). Mahwah, New Jersey: Lawrence Erlbaum Associates.   

  • Lietz, P. (2010). Research into questionnaire design: a summary of the 

literature. International Journal of Market Research, 52(2), 249-272. 

   

   

20th    Measurement Issues: Validity, Reliability, and Scaling 

 Homework # 5 Due: Submit a 1 page write up of your results and interpretation of 

reliability analysis using SPSS and SAS. Note, please also submit the original SPSS 

and SAS outputs as well.   

Readings:  

  • Kerlinger, F.N. & Lee, H.B. (2000). Foundations of Behavioral Research, 4th 

ed., Fort Worth: Harcourt College Publishers. Ch. 26, 27, and 28 

  • Kopalle, P.K. & Lehmann, D.R. (1997), “Alpha inflation? The impact of 

eliminating scale items on Cronbach’s alpha,” Organizational Behavior and 

Human Decision Processes, 70, 189-197. 

  • Peter, P.J. (1979), “Reliability: a review of psychometric basics and recent 

marketing practices,” Journal of Marketing Research, 16 (February), 6-17. 

  • Peter, P.J. (1981), “Construct validity: A review of basis issues and 

marketing practices,” Journal of Marketing Research, 18 (May), 133-145. 

  • Lynch, J. Jr. (1982), “On the external validity of experiments in consumer 

research,” Journal of Consumer Research, 9 (3), 225-239. 
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  • Peterson, R.A. (1994), “A meta-analysis of Cronbach’s coefficient alpha,” 

Journal of Consumer Research, 21(2), 381-391. 

   

27th    Measurement Development 

 Readings:  

  • Churchill, G.A. (1976), “A paradigm for developing better measures of 

marketing constructs,” Journal of Marketing Research, 16, 64-73. 

  • Rentz, J.O. (1987), “Generalizability theory: a comprehensive method for 

assessing and improving the dependability of marketing measures,” Journal 

of Marketing Research, 24 (February), 19-28. 

  • Finn, A. & Kayande, U. (1997), “Reliability assessment and optimization of 

marketing measurement,” Journal of Marketing Research, 34 (May), 262-

275. 

  • Parasuraman, A., Zeithaml, V.A., & Berry, L.L. (1994), “Alternatives scales 

for measuring service quality: a comparative assessment based on 

psychometric and diagnostic criteria,” Journal of Retailing, 70 (3), 201-230. 

  • Lichtenstein, D.R., Ridgway, N.M., & Netemeyer, R.G. (1993), “price 

perceptions and consumer shopping behavior: a field study,” Journal of 

Marketing Research, 30(2), 234-245.  

  • Richins, M. L. & Dawson, S. (1992). Consumer values orientation for 

materialism and its measurement: scale development and validation. Journal 

of Consumer Research 19(3): 303-316. 

  • Arnold, M.J. & Reynolds, K.E. (2003). Hedonic shopping motivations. 

Journal of Retailing, 79(2), 77-95. 

   

 

March  

 

 

5th     No Class --- Spring Break --- No Class  

 

   

12th  Individual Project Consultation 

Homework: Annotated Bibliography  

   

   

19th    Data collection and Preparation and Factor Analysis 

 Homework # 6 Due: TBA 

 Readings: 

  • Hair et al. Ch. 2 and 3 

  • Mohr, L.A., Eroglu, D., & Ellen, P.S. (1998). The development and testing 

of a measure of skepticism toward environmental claims in marketers’ 

communication. Journal of Consumer Affairs, 32(1), 30-55. 

  • Clarke, P. (2008). Parental communication patterns and children’s Christmas 

requests. Journal of Consumer Marketing, 25(6), 350-360. 
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26th     Data Analysis: How to determine the appropriate statistical analysis 

 Analyzing continuous dependent variable: Regression, ANOVA, and MANOVA 

 Homework # 7 Due: Submit a 2-4 page write up of results and interpretations of EFA 

(make sure to turn in SPSS and SAS original outputs)  

 Readings:  

  • Hair et al. Ch, 1, 4, 6, and 7  

  • Murray, K.B. (1991). A test of services marketing theory: consumer 

information acquisition activities. Journal of Marketing, 55(1), 10 - 25. 

  • Wang, C-L., Siu, N.Y., & Hui, A.S.Y. (2004). Consumer decision-making 

styles on domestic and imported brand clothing. European Journal of 

Marketing, 38(1/2), 239 - 252. 

   

   

   

April 

 

 

2nd  Structural Equation Modeling with Latent Variables: 2-stage analysis & LISREL 

 Homework # 8 Due: Submit a 3-4 pages write-up of results and interpretations of 

MANOVA or MANCOVA(be sure to turn in SAS original outputs) 

Readings: 

• Hair et al. Ch. 12, 13, and 14 

• Baumgartner, H. & Homburg, C. (1996). Applications of structural equation 

modeling in marketing and consumer research: a review. International 

Journal of Research in Marketing, 13(2), 139 - 161. 

• Wu, J. & Zhilong, T. (2009). The impact of selected store image dimensions 

on retailer equity: evidence from 10 Chinese hypermarkets. Journal of 

Retailing and Consumer Services, 16(6), 486 - 494. 

Mediator and Moderator: 

• Baron, R. M. & Kenny, D.A. (1986). The moderator-mediator variable 

distinction in social psychological research: conceptual, strategic, and 

statistical considerations.  Journal of Personality and Social Psychology, 51 

(6), 1173 – 1182. 

• James, L. R. & Brett, J. M. (1984). Mediators, moderators, and tests for 

mediation. Journal of Applied Psychology, 69(2), 307 – 321. 

• Liao, J. & Wang, L. (2009). Face as a mediator of the relationship between 

material value and brand consciousness. Psychology & Marketing, 26(11), 

987 - 1001. 

• Dabholkar, P. & Bagozzi, R.P. (2002). An attitudinal model of technology-

based self-service: moderating effects of consumer traits and situational 

factors. Journal of the Academy of Marketing Science, 30(3), 184 – 201. 

  

  

9th     Measurement Issues in Cross-cultural Research and Multigroup Analysis (MGCFA) 

Homework # 9 Due: Submit a 2-4 pages write-up of results and interpretations of CFA, 
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including your calculation of CR and AVE. Note, be sure to turn in original outputs as 

well. 

 Readings: 

  • Steenkamp, J-B E.M. & Baumgartner, H. (1998). Assessing measurement 

invariance in cross-national consumer research. Journal of Consumer 

Research, 25(1), 78 - 90. 

  • Singh, J. (1995). Measurement issues in cross-national research. Journal of 

International Business Studies, 26(3), 597 - 619. 

  • Brislin, R. W. (1970). Back-translation for cross-cultural research. Journal of 

Cross-cultural Psychology, 1(3), 185-216. 

  • Griffin, M., Babin, B. J., & Christensen, F. (2004). A cross-cultural 

investigation of the materialism construct: assessing the Richins and 

Dawon’s materialism scale in Denmark, France, and Russia. Journal of 

Business Research 57(8), 893 - 900. 

  • Wong, N., Rindfleisch, A., & Burroughs, J. (2003). Do reverse-worded items 

confound measures in cross-cultural consumer research? The case of material 

values scale. Journal of Consumer Research, 30(1), 72 - 91.  

• Watchravesringkan, K., Yan, R-N., & Yurchisin, J. (2008). Cross-cultural 

invariance of consumers’ price perception measures: eastern Asian 

perspective. International Journal of Retail and Distribution Management, 

36(10), 759-779.   

• Wang, P. & Waller, D.S. (2006). Measuring consumer vanity. Psychology & 

Marketing, 23(8), 665-687. 

• Meng, J., Elliott, K.M., & Hall, M.C. (2010). Technology readiness index 

(TRI): assessing cross-cultural validity. Journal of International Consumer 

Marketing, 22, 19-31. 

 

 

16th    Comprehensive Examination 

  

   

23rd    Research Paper Due and Presentations  

  

   

 

May  

 

7th    Peer Reviews Due Via Email 

   

 


