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SYLLABUS
Objective
The objevctive is to prepare students to measure latent variables. The course addresses measurement theory and its applications in marketing. Students will learn how to build and test scales to be used in surveys and experiments, among other possibilities. Testing scales and evaluating reliability and validity of measures require theoretical knowledge. Additionally, students will learn how to perfome covariance-based structural equation modelling (SEM). Quantitative methods are employed.  
Topics
1. Measurement Theory and Latent Variables

2. Scale Development and Adaptation

3. Reflective and Formative Items

4. Exploratory Factor Anlaysis and Construct Dimensionality

5. Construct Validity and Confirmatory Factor Analysis

6. Model identification

7. Reliability

8. Second Order Latent Variables

9. Structural Models

10. Mediation and Moderation

11. Nomological Validity 

12. Common Method Bias
Methods
The course involves different activities, each one contemplating an aspect to the achievement of the desired knowledge. Activities include: 
      a) Lectures

      b) Discussions on textbooks, scientific papers and research reports

      c) Data collection and analysis

      d) Exercises; and

      e) Seminars
The learning process is student-centered, which calls for preparation and the prior undertaking of the recommended activities and readings.  In each class, a different group of students will be responsible for presenting the recommended readings and for guiding the discussion on the theme. The students should seek to enlarge their knowledge about the specific topic they will discuss.
In such a context, the role of the professor is to induct and to moderate the learning process and his job is to: discuss the content; evaluate students; and provide feedback. A masters or doctoral candidate is expected be motivated and to work hard, and to precisely study course materials. He/she needs to be prepared and to participate actively during classes, by discussing subjects and contributing with reflections and interpretations. 
GRADING
	Activities
	Weight

	Exercises  
	40%

	Activities
	30%

	Project
	30%
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