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PART A: COURSE-SPECIFIC INFORMATION 
 
1 STAFF CONTACT DETAILS 
 
Lecturer-in-charge: Ashish Sinha 
Room: QUAD 3036 
Phone No: 9385 9699 
Email: a.sinha@unsw.edu.au 
Consultation Times – By appointment 
 
 
 
2 COURSE DETAILS 

2.1 Teaching Times and Locations 
Lectures start in Week 1(to Week 12): The Time and Location are: 
TUESDAY – 11-1pm: QUAD LAB 1 and G26. 

 
 

2.2 Units of Credit 
The course is worth 6 units of credit. 
This course is taught in parallel to both undergraduate and postgraduate students.  
 

2.3 Summary of Course  
 
This course will extend the knowledge of elementary statistics into the area of multivariate 
statistics, with special attention to the underlying theory and assumptions of the methods 
used. Techniques such as multiple regression and multiple correlation, multivariate 
analysis of variance, factor analysis, structural equation modelling and multi-level 
modelling will be discussed. Hands-on practical sessions will enable participants to 
implement these tools, techniques and methods in the context of specific marketing 
applications. The first half of the course focusses on SEM, while the second half will be 
spent on exploring techniques that can be used to model correlated data using multi-level 
modelling. 

2.4 Course Aims and Relationship to Other Courses 
 
To provide students:  
 1. The ability to recognize where these techniques may be useful, 
 2. The statistical theoretical background to understand how these models work, 
 3. The understanding of the limitations of these models, and 
 4. The ability to use current software for computation with these models. 
 
In this course you will be introduced to SEM and its applications, which can be useful in 
analyzing your own data as well as in reading and understanding scientific articles in your 
field in which SEM is applied. You will also be exposed to the analysis of correlated data 
using Multi-level modelling. This course can be considered as a continuation or completion 
of introductory postgraduate statistics courses, such as Comm8002.  
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2.5 Student Learning Outcomes  
 
Knowledge and understanding 
  
• Students obtain thorough knowledge of structural equation modelling (SEM) and its 
special cases path analysis and factor analysis. 
  
• In addition to the common applications of SEM to cross-sectional, continuous, 
multivariate-normally distributed data, students also learn how to apply advanced statistical 
techniques such as multi-level models to model and make inferences from correlated data. 
  
• Students learn to use a computer program for the application of SEM and multi-level 
modelling and acquire the skill to use it with various sets of data (small and large; cross-
sectional, multigroup, and longitudinal; correlational and experimental; continuous and 
discrete).  
 
Applying knowledge and understanding 
  
• Technically, students learn how to apply SEM to various sets of data with various 
characteristics. Substantively, students learn how to apply SEM to substantive research 
questions in the behavioural and social sciences specifically to marketing.   
 
Making judgments  
• Students learn when and how to apply SEM and how to interpret SEM results, but they 
also learn the pitfalls of SEM, and to question the application and results of SEM.  
 
Communication  
• Students learn how to write the statistical analysis and results sections in scientific 
papers, and how to report their SEM results in text, tables and figures.  
 
Learning skills  
• Students learn to read, understand, and interpret scientific articles in which SEM is 
applied. They are also able to critically evaluate and criticise the way in which SEM is 
applied to investigate substantive research questions  
 
3. LEARNING AND TEACHING ACTIVITIES 
 

3.1 Approach to Learning and Teaching in the Course 
 
This course is constructed so as to challenge you and encourage you to develop 
independent thinking. A student-centred and process based approach is taken in this 
course. All aspects of this course are designed to support your learning.   By instructing 
you in the tools of analysis, reviewing how these tools are applied in academic 
research, providing repeated opportunities for you to practice these skills to solidify your 
understanding, you will then have the confidence to apply this learning and skills to your 
own research. To obtain full benefits from this course, you must be willing to extend 
yourself beyond your comfort zone. 
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3.2 Learning Activities and Teaching Strategies 
 
The 2hr meetings will be a mixture of lecture, workshop and computer exercises.  The 
mix of these will vary across weeks, depending on the topic and the needs of the 
students.  In the lecture component we will explain the technique, discussing how, when 
and why they may be used and exploring the underlying bases.  The workshop 
component will examine how the various  techniques  are  applied  and  reported  in  
academic  articles  so  that  the  students understand these requirements for their 
research.  The computer exercises allow the student opportunity to apply the techniques 
to various data sets. This helps to uncover various misunderstandings from the other 
components and develops the practical skills necessary to undertake analysis in their 
own research. 
 
 
4. ASSESSMENT 
 
4.1 Formal Requirements 
 
 
In order to pass the course you must receive a composite score of 75%. 
 
 
4.2  Assessment Details 
 
 
Summary/Overview: Please use the table format provided below, for example: 

 

Assessment 
Task 

 

Weighting 
 

Learning 
Outcomes 
assessed 

 

Length 
 

Due Date 

 

Computer 
 

Exercises (3) 

 

60% 
 

1, 2, 3 
 

Open 
 

Weeks 5, 8, 
 
12 

 

Journal article 
critique (3) 

 

40% 
 

1, 3, 4 
 

1500 words each 
 

Week 13 

 

 
4.3  Assessment Format 
 

1. Computer Exercises  
 
There will be three computer exercises (each worth 20%) assigned to help you develop 
an understanding of how to apply a particular statistical technique and then clearly 
communicate the results.  The exercises will cover various topics after they have been 
discussed in class and a lab session. For each of these you will hand in a 2-3 page 
write-up similar to the Analysis and Results section of a journal article, plus an Appendix 
with a more detailed explanation of the analysis undertaken.  Any SPSS/AMOS output 
should be annotated with explanatory notes.  Marking criteria will include: accuracy and 
depth of analysis; clarity of communication. 
 
 

2. Journal article critiques (due Week 14 Friday 10 June by 5 pm) 
 

There will be three journal articles reading assigned by the lecturer (3 in total) which will 
provide you with examples of how SEM and multi-level modeling are used in business 
research.  You will be required to hand in a 1500 word, (excluding references, 12pt font, 
double spaced) summary containing what you have learnt from the article (each 
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summary report worth 13.33%) with respect to the analytical techniques used.  You are 
to focus on the method, analysis and results sections in your reading and write-up.   
This task helps to further develop your understanding of particular techniques, increases 
your appreciation for the information that can be obtained from each technique and 
encourages your critical thinking regarding their application. Marking criteria will include: 
communication of key insights from analysis; level of critical reflection. 
 
 

4.4 Late Submission 
 

Information about late submission of  assignments, including penalties, is  available on  the 
School of Marketing’s website . 
http://www2.marketing.unsw.edu.au/nps/servlet/portalservice?GI_ID=System.LoggedOutInherit 
ableArea&maxWnd=_Current_Policies 

 
Quality Assurance 
The ASB is actively monitoring student learning and quality of the student experience in all its 
programs.  A  random  selection  of  completed  assessment  tasks  may  be  used  for  quality 
assurance,  such  as  to  determine  the  extent  to  which  program  learning  goals  are  being 
achieved. The information is required for accreditation purposes, and aggregated findings will 
be used to inform changes aimed at improving the quality of ASB programs. All material used 
for such processes will be treated as confidential and will not be related to course grades. 

 
 
 
5 COURSE RESOURCES 
 
There is no Required Text for this course. Some recommended texts are provided below.  
 
Blunch, Neils (2008), Introduction to Structural Equation Modeling Using SPSS and 
AMOS. Thousand Oaks, California: SAGE. 
 
Byrne, B.M. (2011). Structural Equation Modeling with AMOS: Basic Concepts, Applications, 
and Programming. Mahwah, N.J.: Lawrence Erlbaum Associates. 
  
Kline, R.B. (2005). Principles and practice of structural equation modeling (2nd Ed.), New 
York: Guilford. 
  
Schumacker, R.E., and R.G. Lomax. (2004) A Beginners Guide to Structural Equation 
Modeling (2nd Ed.), Hillsdale, N.J.: Lawrence Erlbaum Associates. 
 
Scanned copies of weekly readings will be uploaded on Moodle or print outs will be provided 
in class. 
 
 
 
6 COURSE EVALUATION AND DEVELOPMENT 
 
Each year feedback is sought from students about the courses offered in the School and 
continual improvements are made based on this feedback. In this course we will 
seek your feedback  through  UNSW's  Course  and  Teaching  Evaluation  and  
Improvement  (CATEI) Process. We also welcome informal feedback during the course 
and, if appropriate, will adjust the course as it progresses in line with this feedback. 

http://www2.marketing.unsw.edu.au/nps/servlet/portalservice?GI_ID=System.LoggedOutInheritableArea&amp;maxWnd=_Current_Policies
http://www2.marketing.unsw.edu.au/nps/servlet/portalservice?GI_ID=System.LoggedOutInheritableArea&amp;maxWnd=_Current_Policies
http://www2.marketing.unsw.edu.au/nps/servlet/portalservice?GI_ID=System.LoggedOutInheritableArea&amp;maxWnd=_Current_Policies
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7 Course Schedule 

 
Week Date Lecture Content/Topic Readings Other activities/ 

A t  
1 

 
March 4 

  Introduction to course  
Review of Factor Analysis 

 
Chap 1 

 

 
2 

 
 
March 11 

 
 
Scale Development 

 
 

    Chap 2,3 

 

 
 
3 

 
 
March 18 

 
 
Confirmatory Factor Analysis 

 
 

Chap 6 

 

 
 
4 

 
 
March 25 

  
Structural Equation Modeling 

 
 

Chap 5,7 

 

 
5 

 
April 1 

  
Structural Equation Modeling  

Chap 5,7 
 
Assignment 1 
Due on Friday, 
April 4 

 
6 

 
April 8 

 
Multi-Group Analysis 

 
Chap 8 

 

 
7 

 
April 15 

 
Multi-Group Analysis 

 
Chap 8 

 

   
------ EASTER BREAK--- 

  

 

  8 

  

April 29 

 
Taking Level into 
consideration at the 
Design State (T.Yu) 

 

   

Assignment 2 Due 
on Friday, May 2 

 
9 

 
 
May 6 

 
Using HLM for data      
analysis  (T.Yu) 

  

 
10 

 
May 13  

 Interpreting HLM Results 
 (T.Yu) 

  

 
11 

May 20  
Analyzing HLM using SPSS 

  

 
12 

 
May 27 

 
Analyzing HLM Using SPSS 

 Assignment 3 
Due on Tuesday, 
May 30 

 
13 

 
30  May 

 
No Classes   

3 critiques Due on  
Friday, June 10 

 
 
** All Chapter references are for Blunch text.



 

About your Instructors: 
 
Ashish Sinha   -- Professor and Head of School of Marketing, Australian School of Business, 
University of New South Wales, Sydney, Australia -- obtained his PhD from University of 
Alberta, Canada in the area of Marketing Science with minors in Statistics and Economics. His 
major area of interest lies in developing models that help managers make better decisions. 
This interest is a natural extension of his work at Information Resources Incorporated, Chicago, 
USA, where in the role of Vice President and Chief Modeler of Analytics Insight Group he 
spearheaded the development of several multi-million dollar products including Attribute 
Drivers, Consumer Mix Drivers and Portfolio Drivers. He has consulted for many Blue Chip 
companies, including Kraft, Pepsico, Frito-Lays and Campbell Soup Company, among others, 
and has taught several executive programs for companies, such as, General Electric, Coke, 
Hershey and Eli Lilly. He has advised many consulting houses and regulatory organizations, 
including Mckinsey Corporation, Information Resources Incorporated and ACCC, and was 
involved in the design and marketing of the analytics offerings of Synovate Aztec in Australasia 
and Synovate MMA in the United States. He has mostly recently sold a Marketing Analytics ‘Big 
Data’ company that he was a partner in to Information Resources Incorporated, Chicago, USA. 
His work has appeared or forthcoming in many academic and trade journals, such as 
Marketing Science, the Journal of Marketing Research, the Journal of Retailing, Marketing 
Letters, the Journal of Retailing and Consumer Services, the Journal of Business Research, 
Industrial Marketing Management and Australasian Marketing Journal. He is also the recipient 
of several academic awards, including the Davidson Award for the Best Journal of Retailing 
Paper, Australasian Marketing Journal Best Paper Award, Academy of Marketing Science Best 
Dissertation Award, AMA MRSIG Best Paper Award, AMA BrandSIG Best Paper Award and 2013 
ANZMAC Distinguished Researcher Award. He was awarded the “Best Marketing Professor” in 
Australasia by the CMO Asia chapter in 2011. He is also a twice-finalist for the prestigious 
INFORMS Marketing Science Institute Gary Lilien Practice Award in recognition of his work in 
the areas of Category Management, Assortment and Disruptive innovation. 

 
 

Dr Ting Yu is a Lecturer in Marketing at the University of New South Wales. Her major research 
interests include: organizational ambidexterity (service versus sales; efficiency versus 
flexibility), relationship termination management, and consumer emotions. Her research has 
appeared in Journal of Service Research, Journal of Business Research, Journal of Service 
Management/International Journal of Service Industry Management, and Journal of Services 
Marketing.   
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