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About the Course 

Course Philosophy and Objectives 
The broad purpose of this course is to develop the student’s knowledge, skills, and 
abilities as a marketing scholar. In particular, this course aims to develop a high level of 
understanding and a critical analytic perspective across a diverse range of marketing 
scholarship by focusing on conceptual, theoretical and substantive research findings 
found in the academic research literature in marketing. The course will emphasise 
theory construction and theory development in a number of substantive domains of 
marketing thought with a particular focus on selected topics in managerial marketing 
and strategic marketing theory. The reason for the focus of this course on topics in 
marketing management and strategic marketing is that most if not all research students 
in the School of Marketing will be expected to complete a seminar in consumer research 
which would focus on more purely behavioural topics in marketing. The two courses 
combine to provide an exposure to a wide range of marketing scholarship. To achieve 
its objectives, this course involves a study and critique of published journal articles 
across a wide range of marketing topics. All research-oriented and academically-
oriented marketing scholars must be aware of research contributions across a number of 
sub-disciplines of marketing and be prepared to offer constructive criticism so as to 
advance the production and dissemination of marketing knowledge. Thus, in a sense, 
this course aims to develop generalist as opposed to specialist skills in marketing 
scholarship. Some of the readings may be relevant to students’ research interests; 
however many of the readings will be in a wider context and their relevance is to the 
wider scholarly marketing community into which the student aims to enter. In the 
School of Marketing, we expect our research students, upon graduation, to have an 
understanding of the wider scholarly marketing literature, not just a detailed knowledge 
of one narrowly focused topic. Another core course objective is for students to learn 
how to plan, design, and write up a quality piece of research (either theoretical or 
empirical) for a peer reviewed internationally recognized journal (as well as for their 
thesis). Students can learn much from an in-depth analysis of a variety of readings, 
irrespective of the context in which the research is conducted.  A specific goal is to 
assist students to begin work on a thesis proposal, and, in particular, to develop a 
focused and critical literature review. 
 
By gaining knowledge across a range of topic areas, research students should begin to 
learn to systematically identify areas for potentially valuable incremental knowledge 
contributions (rather than simply probing for unexplored topics or so-called “gaps” in 
the literature).  Emphasis will be given to the knowledge base in various marketing 
areas - including both a variety of analytic and theoretical research streams as well as 
substantive focal topics. However, given the vast wealth of material in the field, it is 
obviously only possible to sample a very small selection of research in this course. The 
readings selected are not necessarily all intended to be exemplars of state-of the art or 
even so-called “A-level” quality research. Not only may they vary by substantive focus 
and theoretical and analytic orientation, they may vary in terms of relative contribution 
and overall quality. We will consider not only recent work but much more classic work 
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as well. Through a series of readings from the literature, the emphasis will be on 
understanding the empirical significance and theoretical contribution of each article, as 
well as its strengths and weaknesses, positioning, methodology, and analytical 
approach.  Furthermore, we will analyse and discuss writing and communication style--
including the uses and abuses of narratives, tables, graphs and presentation of data.  
 
Summary of Course Aims and Learning Outcomes 
 
Aims 
• To develop knowledge and skills that enable the student to evaluate, critique, and 

ultimately contribute to the scholarly marketing literature. 
• In this course, an important focus is on developing an understanding of how to 

construct good theory: how to state and explicate conjectures, how to justify 
falsifiable theoretical propositions, and how to present empirical testable 
hypotheses. 

• To further develop knowledge and skills required for the student to prepare a 
conceptual article for a respected marketing journal and/or competitive refereed 
conference proceedings. 

 
Outcomes 
Upon completion of this course, the student should have improved his or her written and 
verbal communication and analytical skills and feel comfortable discussing theoretical 
and methodological issues in a scholarly manner.  The student will also gain an 
appreciation of the development of marketing knowledge in a range of topic areas. 
Along the way the student will also learn about the institutions, systems, and practices 
found in academic marketing as well as the research process.  These outcomes should 
follow from readings and class discussion of the weekly assigned literature (as well as 
from research for the semester paper). 

Enrolment Requirements: 

Students must be accepted and enrolled into one of the following programs at the 
School of Marketing: BCom Honours, MPhil, or PhD. 

Learning Methods 
The course will be seminar-based.  There are no assigned textbooks, although a series of 
readings will be assigned throughout the course.  Students are expected to critique the 
assigned readings and make an informed contribution to the seminar discussion.  
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Staff and contacts 

Course Coordinator: Dr Jack Cadeaux  

Email address:  j.cadeaux@unsw.edu.au  
Telephone: 9385-1436  
Location: Quad Building Rm. 3024 
Consultation Hours: Tuesdays 2pm-4pm  

Dr Jack Cadeaux is an Associate Professor of Marketing at UNSW and has a PhD in 
Marketing from the University of California, Berkeley. He has taught marketing at such 
institutions as the University of the Pacific, the University of Alabama, and the 
University of New South Wales. His research lies in distribution channels, retailing, 
macromarketing, strategic marketing of product and service innovations, and marketing 
strategy. He has authored or co-authored articles published or forthcoming in the 
European Journal of Marketing, Journal of Strategic Marketing, Journal of 
Macromarketing, Journal of Business Research, Industrial Marketing Management,  
Journal of Business and Industrial Marketing, Journal of Nonprofit and Public Sector 
Marketing, Journal of Marketing Channels, International Journal of Retail and 
Distribution Management, the International Review of Retail, Distribution, and 
Consumer Research, the International Journal of Financial Services Management, the 
Asia Pacific Journal of Marketing and Logistics, and the International Journal of 
Operations and Production Management. He has presented papers at academic 
conferences such as the AMA, ANZMAC, EIRASS, EAERCD, AIB,and 
Macromarketing in the United States, Canada, Australia, New Zealand, the Netherlands, 
and Belgium  He is on the Editorial Board of the Australasian Marketing Journal and 
on both the Editorial Policy Board and the Editorial Board of the Journal of 
Macromarketing. He was Editor for the 1999 ANZMAC Conference and Co-Chair and 
Editor for the 2002 Macromarketing Conference. 

 

 

 

 



 
Research Seminar in Marketing 
MARK 4211/8996 
Semester 1, 2012  J. Cadeaux 

4

Resources 

The Core Resources 

The prescribed materials for this course are a series of assigned readings. The reading 
assignments, discussion questions and weekly written assignments are contained in a 
separate document available only to students enrolled in the class. In order to conform 
to current copyright requirements as well as to encourage all students to become 
independent scholars, students are expected to retrieve on their own all assigned 
readings from on-line e-Journals available through the Sirius system or otherwise 
retrieve the material from library or other sources.  
 

Blackboard 

Blackboard is not used for this course. All communication will be in person, by hard 
copy, or via e-mail. 
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MARK 4211/8996 Basic Timetable 2012 
Date Week 

Number 
Topic Seminar Leader 

2 March 1 

 

Introductions and Course Overview; 
Doing Research for Knowledge 
Development in Marketing 
 
 

Jack Cadeaux 

9 March 2 

 

Identifying Viable Research Topics; 
What is a Contribution? Seminal 
Contributions, Extensions and 
Replications; Developing and Stating 
Research Questions; Establishing 
Research Scope 
 

Jack Cadeaux 

16 March 3 

 

Theory, Method, and Validity in 
Scholarly Marketing Research; Research 
Programs and Generalisation of 
Findings; Falsifiable Propositions, 
Testable Hypotheses, and Empirical 
Conjectures 

Jack Cadeaux 

23 March 4 

 

Developing Theories of Marketing 
Management and Marketing Strategy 

Jack Cadeaux 

30 March  5 

 

Marketing Strategy: Theories of Market 
Segmentation and Marketing 
Information 

Jack Cadeaux 

6 April 6 [no class Good Friday Holiday]  

13 April  [no class mid-session break]  

20 April  Research on Branded Variants and 
Assortment Effects 

 

 27 April 8 

 

Workshop Session for Research 
Proposals 

Jack Cadeaux 

4 May 9 

 

Testing Theories of Marketing 
Management and Marketing  Strategy
  

Jack Cadeaux 

11 May 10 

 

Marketing Organisation and Marketing 
Channels: Contingency, Production, 
Agency, and Transaction Cost Theories 

Jack Cadeaux 

18 May 11 

 

Topics in Theory and Research on 
Product and Service  
Innovation  
 

Jack Cadeaux 
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25 May 12 

 

A Contemporary Debate: “Service-
Dominant Logic” and Innovative 
Approaches to Understanding  Product 
and Service Innovation  
 

Jack Cadeaux 

1 June  Study 
week 

 
Student Paper Proposal Presentations  Jack Cadeaux 

with invited staff 
and research 
students 

 
 

 

Seminar Times and Location: 

The class will be held on Fridays from 11.00 am to 1.00 pm in ASB 219 
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Assessment 
 

Summary of requirements 

Weekly Assignments 40% 
Semester Paper 40% 

Participation in Seminar Discussion 15% 

Presentation of Paper 5% 

 
Learning Assessment  
1. Weekly assignments (40% of overall course mark) 
Each student will be required to read several scholarly papers each week. Generally, for 
one of these papers the student will submit either a written critique or another class 
exercise as nominated. Each submission should not exceed three (3) pages (12 point 
time roman font double spaced throughout).  Please make use of headings, subheadings 
and bullet points. 
 
Suggested headings for your written submission might include: 
• Objective/purpose.  This should be only 1-2 sentences. 
• Key points and contribution (keep this brief). 
• Comment on the strengths and weaknesses of article (here you can use a series of 

bullet points and/or subheadings of your choosing).  Try to explain why this article 
got published. This section along with the following two sections should encompass 
the majority of your submission. 

• Specific areas where you particularly agree/disagree. 
• Brief concluding remarks/ additional thoughts. 
 
Written assignments/critiques must be turned in at the seminar on the day the paper is 
to be discussed. 

 

2.  Semester paper (40%) 

Each student must prepare a paper worthy of submission and acceptance to a marketing 
journal or international refereed conference proceedings, on a topic of the student’s 
choice.  You should model your paper on one of the major conference proceedings (e.g., 
AMA, EMAC, AIB, ACR, AMS (but not ANZMAC, as its length requirements are too 
constraining for this purpose) – see websites for guidelines and submission 
requirements).  The paper may be purely conceptual or have as its goal an empirical 
study. The paper should establish the following elements:  
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• the problem area to be studied  

• the rationale for research  

• the research questions and research scope 

• the potential contribution 

• a focused and critical examination of the relevant theoretical and research 
literature  

• the development and presentation of formal theoretical propositions and/or 
empirically testable hypotheses (unless the paper proposes to make a purely 
empirical generalisation contribution in which case the paper must develop and 
discuss the expected findings and the nature of the empirical generalisation 
contribution in greater detail) 

• present and explain a formal conceptual and/or theoretical model 

The paper should not develop a research design or discuss in detail your proposed 
research methods and analysis plans—these are elements to be covered in the ASB 
research methods course(s). The focus of the paper for this course is substantive 
marketing theory, not research methods. 

The maximum length is 24 pages (double spaced, 12 point times-roman font) inclusive 
of bibliography, figures, and tables.  The cover page is excluded from this page count.  

A draft report should be ready for formal (oral) presentation to the whole group during 
the formal presentation session– (1 June, 2012). In light of feedback in this session, 
revisions can be made and a final document in both hard copy and electronic form 
submitted no later than 10am on 8 June, 2012. Please note that the 1 June in-class 
presentation of a draft report is required 

For honours students, it is to your advantage for the Semester Paper assignment to be 
closely related to your thesis topic. For PhD and MPhil students, this is not necessarily 
the case as you will most likely have the opportunity to work with your supervisor on 
further development of your model and research methods. Thus it is likely that your 
model and methods will undergo significant revision prior to becoming acceptable for 
your final thesis topic.  
 
Due date reminder: 1 June for in-class presentation and 8 June for final written 
document  
 
Note: Should your semester paper not be of an acceptable standard you will be given 
one opportunity to revise and resubmit within 4 weeks.  Otherwise you will fail the 
course, and in the case of PhD or MPhil students, may potentially result in exclusion 
from the program. 
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3. General level of participation (15%) 
 
Since this is a seminar based course, students are expected to be thoroughly prepared to 
discuss each and every one of the assigned weekly articles.  The participation mark will 
be largely based on the quality of comments, critiques, and constructive suggestions to 
the debate each week on assigned articles (i.e., excluding the one assigned for written 
critique).  100% attendance is the expectation (barring illness or misadventure). 
 
4. Presentation of individual papers on 4 June (5%). This is a compulsory part of the 
course. 
 
5. Finally, you should particularly note that any mark (for weekly assignments, final 
semester paper, etc.) of less than 75% is considered a failure in this course.  In other 
words the ‘pass’ mark for all components, and overall is 75%.  Hence any student 
(Hons, MPhil, PhD) who receives an overall grade of less than 75% will receive a 
Failing grade.   
 
Finally, all components are compulsory to achieve a passing grade. 
 

Final Examination 

There is no final exam.  

 

 
 
 
 
 
Continual Course evaluation and Improvement  
 
“Each year feedback is sought from students and other stakeholders about the courses 
offered in the School and continual improvements are made based on this feedback.  
UNSW's Course and Teaching Evaluation and Improvement (CATEI) Process is one of 
the ways in which student evaluative feedback is gathered.”    
 
Although not necessarily in response to feedback, this session the course involves a  
revision in some of the topics and readings scheduled. 
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PART B: KEY POLICIES, STUDENT 
RESPONSIBILITIES AND SUPPORT 

 

ACADEMIC HONESTY AND PLAGIARISM 
 
The University regards plagiarism as a form of academic misconduct, and has very strict 
rules regarding plagiarism. For UNSW policies, penalties, and information to help you 
avoid plagiarism see: http://www.lc.unsw.edu.au/plagiarism/index.html as well as the 
guidelines in the online ELISE and ELISE Plus tutorials for all new UNSW students: 
http://info.library.unsw.edu.au/skills/tutorials/InfoSkills/index.htm. 
 
To see if you understand plagiarism, do this short quiz: 
http://www.lc.unsw.edu.au/plagiarism/plagquiz.html 
For information on how to acknowledge your sources and reference correctly, see: 
http://www.lc.unsw.edu.au/onlib/ref.html 
 

For the ASB Harvard Referencing Guide, see ASB Referencing and Plagiarism 
webpage (ASB >Learning and Teaching>Student services>Referencing and plagiarism)   
 
 

STUDENT RESPONSIBILITIES AND 
CONDUCT 

 
Students are expected to be familiar with and adhere to university policies in relation to 
class attendance and general conduct and behaviour, including maintaining a safe, 
respectful environment; and to understand their obligations in relation to workload, 
assessment and keeping informed.  
 
Information and policies on these topics can be found in the ‘A-Z Student Guide’: 
https://my.unsw.edu.au/student/atoz/A.html. See, especially, information on 
‘Attendance and Absence’, ‘Academic Misconduct’, ‘Assessment Information’, 
‘Examinations’, ‘Student Responsibilities’, ‘Workload’ and policies such as 
‘Occupational Health and Safety’. 
 

Workload 
 
It is expected that you will spend at least ten hours per week studying this course. This 
time should be made up of reading, research, working on exercises and problems, and 
attending classes. In periods where you need to complete assignments or prepare for 
examinations, the workload may be greater. 
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Attendance 
 
Your regular and punctual attendance at lectures and seminars is expected in this course. 
University regulations indicate that if students attend less than 80% of scheduled classes 
they may be refused final assessment.  
 

General Conduct and Behaviour 
 
You are expected to conduct yourself with consideration and respect for the needs of your 
fellow students and teaching staff.  Conduct which unduly disrupts or interferes with a class, 
such as ringing or talking on mobile phones, is not acceptable and students may be asked to 
leave the class. More information on student conduct is available at: 
https://my.unsw.edu.au/student/atoz/BehaviourOfStudents.html 
 

Occupational Health and Safety 
 
UNSW Policy requires each person to work safely and responsibly, in order to avoid personal 
injury and to protect the safety of others. For more information, see 
http://www.ohs.unsw.edu.au/. 
 

Keeping Informed 
 
You should take note of all announcements made in lectures or on the course web site.  
From time to time, the University will send important announcements to your university 
e-mail address without providing you with a paper copy. You will be deemed to have 
received this information. It is also your responsibility to keep the University informed 
of all changes to your contact details. 
 
 

SPECIAL CONSIDERATION  
 
You must submit all assignments scheduled for your course. You should seek assistance 
early if you suffer illness or misadventure which affects your course progress.  
 
General Information on Special Consideration: 

1. All applications for special consideration must be lodged online through 
myUNSW within 3 working days of the assessment (Log into myUNSW and 
go to My Student Profile tab > My Student Services channel > Online Services > 
Special Consideration). Then submit the originals or certified copies of your 
completed Professional Authority form (pdf - download here) and other 
supporting documentation to Student Central. For more information, please 
study carefully the instructions and conditions at: 
https://my.unsw.edu.au/student/academiclife/StudentCentralKensington.html. 
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2. Please note that documentation may be checked for authenticity and the 
submission of false documentation will be treated as academic misconduct. The 
School may ask to see the original or certified copy.  

3. Applications will not be accepted by teaching staff. The lecturer-in-charge will 
be automatically notified when you lodged an online application for special 
consideration. 

4. Decisions and recommendations are only made by lecturers-in-charge, not by 
tutors. 

5. Applying for special consideration does not automatically mean that you will be 
granted a supplementary exam or other concession. 

6. Special consideration requests do not allow lecturers-in-charge to award 
students additional marks. 

  
 

STUDENT RESOURCES AND SUPPORT  
 
The University and the ASB provide a wide range of support services for students, 
including: 

• ASB Education Development Unit  (EDU) (www.business.unsw.edu.au/edu) 
Academic writing, study skills and maths support specifically for ASB students. 
Services include workshops, online and printed resources, and individual 
consultations. EDU Office: Room GO7, Ground Floor, ASB Building (opposite 
Student Centre); Ph: 9385 5584; Email: edu@unsw.edu.au   

• Blackboard eLearning Support: For online help using Blackboard, follow the 
links from www.elearning.unsw.edu.au to UNSW Blackboard Support / Support 
for Students. For technical support, email: itservicecentre@unsw.edu.au; ph: 
9385 1333 

• UNSW Learning Centre (www.lc.unsw.edu.au ) 
Academic skills support services, including workshops and resources, for all 
UNSW students.  See website for details. 

• Library training and search support services:   
http://info.library.unsw.edu.au/web/services/services.html  

• IT Service Centre: Technical support for problems logging in to websites, 
downloading documents etc. https://www.it.unsw.edu.au/students/index.html 
UNSW Library Annexe (Ground floor) 

• UNSW Counselling and Psychological Services  
(http://www.counselling.unsw.edu.au) 
Free, confidential service for problems of a personal or academic nature; and 
workshops on study issues such as ‘Coping With Stress’ and ‘Procrastination’.  
Office:  Level 2, Quadrangle East Wing; Ph: 9385 5418 

• Student Equity & Disabilities Unit (http://www.studentequity.unsw.edu.au) 
Advice regarding equity and diversity issues, and support for students who have 
a disability or disadvantage that interferes with their learning.  Office: Ground 
Floor, John Goodsell Building; Ph: 9385 4734   

 


